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Preface

The foodservice industry continues to grow and expand into new areas of inno-
vation and excitement. The landscape now includes high-end food trucks, pop-
up restaurants, and farm diners, which, in their own unique ways, are forms of
catering.

Many restaurateurs and hoteliers will make statements such as, “It’s the ban-
quets that keep us in the black,” or, “Thankfully, we had several holiday parties that
kept us going through the winter.” Catered events, whatever their size and style, are
excellent opportunities for generating high profit margins and optimizing cash flow.
It’s important to remember that creative and artistic talent alone does not make a
business successful, but rather complements the ability to generate revenue and
control costs.

Catering: A Guide to Managing a Successful Business Operation, Second
Edition provides the reader with the tools to fully understand the challenges and
benefits of running a successful catering business. Whether you are a business-
savvy, nonfoodie entrepreneur looking to make a career change or a foodservice
professional trying to climb the corporate ladder, Catering, Second Edition will help
you achieve your goals.

The Second Edition of Catering was written as a general, common sense
guide using a simple step-by-step format that significantly contrasts other books
that are geared to a specific segment of catering such as on-premise, off-premise,
or corporate dining. It is essentially written for the beginner, although seasoned
catering managers will also be able to pick up tips to help them perform better and
increase profits.

Catering, Second Edition provides valuable resources to the reader such as
practical recipes, simple business-related forms, and caterer’s checklists; all are
designed as baseline tools for good organization and execution.
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For the Student

Many students, upon enrolling in culinary or hospitality schools, initially desire to
seek employment in restaurants after graduation, hoping to become an entrepre-
neur some years later. Many students’ minds get changed after they learn about or
experience firsthand the income-earning potential associated with catered events. In
addition, modern banquet cookery is as innovative and creative as restaurant cook-
ery. In fact, most catering customers demand that the food, beverage, and service at
their event are as good as or better than what they experience from their favorite res-
taurant. Graduates who decide to enter into catering will be charged with providing
the “restaurant” experience to their clients and optimizing profits for their employer.
Their success with this endeavor will secure the future of the business and propel
their career. Reading Catering, Second Edition is the first step to getting there.

For the Aspiring Caterer

Catering, Second Edition can be used as a guide to constructing a sound business
plan, providing simply stated advice and instructions for a step-by-step approach
to success. In the first chapter, we examine the qualifications necessary to become
a successful caterer. Astute entrepreneurs will identify from that list their areas of
strength and others that might require some development. Catering, Second Edition
will also provide experienced business owners with the tools to expand and diversify
their existing business to capture a new market and increase revenues.

Organization of the Text

Catering, Second Edition contains some exciting updates and additions, including
expanded information on accommodating dietary restrictions, plating and pre-
senting food, and banquet execution. Recipes, some with photographs, are also
included, along with serving suggestions and considerations.

CHAPTER 1: INTRODUCTION TO CATERING

This chapter discusses ways to identify the characteristics needed to succeed in
the catering segment and how to assess the feasibility of a business idea and/or
proposal. Several specific areas of catering are identified, along with the benefits
and challenges of managing each.
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CHAPTER 2: STARTING YOUR CATERING BUSINESS

Chapter 2 gives the reader guidance regarding choosing the best location for a
catering business and the necessary requirements for a successful and compliant
start-up. The flow of goods is also addressed, giving the reader a realistic overview
of the major areas to resource prior to opening for business.

CHAPTER 3: PRICING FOR PROFIT

This chapter provides the tools for optimizing profit margins after considering and
projecting labor costs, food, and beverage costs, along with other variable and fixed
operational expenses. Other subjects addressed here are the availability of products
in the marketplace, portioning, and other pricing considerations. Plating and presen-
tation are also discussed as ways to upsell menu items and increase the potential
customer’s perception of value.

CHAPTER 4: SETTING UP THE CATERING KITCHEN

In Chapter 4, the catering kitchen layout, essential equipment for preparation, trans-
portation, and event execution are discussed in detail, along with employee training
and safety guidelines. Some specialized equipment helpful in managing dietary
restrictions is also covered.

CHAPTER 5: STAFFING

Employees are a caterer’s most valuable resource and must be selected, trained,
and cultivated effectively. Chapter 5 provides the reader with the tools for effective
recruitment, documentation, training, evaluating, and terminating staff.

CHAPTER 6: MARKETING

Chapter 6 contains ideas and strategies necessary to build a client base, one that
will hopefully grow significantly over time. Although many caterers will tell you that
most of their business comes from word of mouth, any successful businessperson
has a comprehensive and diversified marketing plan that fits his or her budget.

CHAPTER 7: EVENT PLANNING

In this chapter, the reader will discover the multifaceted approach to event
design and execution. Effective event planners are innovative, creative, and detail
oriented—all necessary traits for preventing mistakes and miscalculations that can
be costly. The proper use of several business forms such as the banquet event order,
contract, and final bill are explained in this chapter as well.

Preface



CHAPTER 8: HOW CAN WE SERVE YOU?

Tasty food and refreshing beverages alone do not make an event successful. In
fact, great service can sometimes trump great food. A grumpy, inhospitable server
can dampen the mood of any catering guest, regardless of décor, food quality, and
venue. In Chapter 8, we discuss selecting the front-of-house staff that’s right for any
size and style of catering business.

CHAPTER 9: FOOD PREPARATION AND SERVICE

In Chapter 9, we discuss food production and flow from the purchasing stage to
plating. Several plating and serving methods are discussed, as well as menu design
depending on product availability and practicality. In addition, specialized service
tips for off-premise caterers and safe transportation of food can be found within
this chapter.

CHAPTER 10: DINING ROOM AND BEVERAGE MANAGEMENT

The organization of the front of the house, including the bar, is discussed in Chapter 10,
along with guidance on the preparation and service of alcoholic beverages. Also
covered are several types of bar service, along with some advice on bar service.

CHAPTER 11: SAMPLE MENUS AND SERVICE

Chapter 11 contains inspiring suggestions for menu designs based on specific
occasions and style of catering events ranging from a simple cocktail party to a
corporate fundraising gala.

CHAPTER 12: RECIPES FOR CATERING

New to this text are several practical, mainstream recipes that can add to the reper-
toire of any on- or off-premise caterer.

Resources for Readers

You will find the following documents within this book but also available electroni-
cally at www.wiley.com/college/cia:
e Off-premise Banquet Event Order is the event map that gets distributed to all
essential personnel involved in the catered affair.
e Sample Figure Invoice Request breaks down the costs of the event for the cus-
tomer and asks for payment.
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¢ Follow-Up Questionnaire is a form that solicits feedback from the client, allow-
ing the caterer to self-evaluate their performance and improve.

e Kitchen Party Report and Cocktail Chef’s Checklist are essentially forms used
to recap the event experience from the supervisor’s point of view with the intent
to share with staff in the post-mortem meeting.

e Party Report (filled-out example).

In addition, on the accompanying website, you will also find these forms:

e Off-premise Site Visit Sheets can capture the individual attributes and challeng-
es associated with changing venues and often inspire innovative event design.

e Event Planning Work Sheet or Inquiry Form provides a way to capture the
customer’s “wish list” and gives the event planner a great tool for designing an
event that both satisfies the client and is profitable for the caterer.

e Sample Event Proposal is used as a first draft for communicating the details of
an event after one or more consultations between the client and event planner.

e Sample Corporate Dinner Write-up is a tool for conveying only necessary infor-
mation to a catering staff at the planning meeting that precedes the event.

Resources for Instructors Teaching the Course

In addition to the resources available to the reader, Catering, Second Edition offers
an Instructor’s Manual including a Test Bank to help instructors who are design-
ing courses around catering. The Test Bank has been specifically formatted for
Respondus, an easy-to-use software program for creating and managing exams.

A password-protected Wiley Instructor Book Companion Site (www.wiley.com/
college/cia) provides access to the online Instructor’s Manual and the text-specific
teaching resources. The PowerPoint lecture slides are also available on the website
for download.
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henever people gather together for several hours, they’re
going to require food and beverages. At business meet-
ings, coffee, tea, and bottled water—at the very least—
are made available for attendees. Celebratory occasions
such as weddings, christenings, birthday parties, bar
and bat mitzvahs, and anniversaries call for special food
and drink to complete the festivities. These are all prime occasions for catering.

From a meal in a prestigious stadium skybox to a mobile lunch wagon on a
movie set, catering can be bone-china elegant or paper-plate casual, but it always
means serving good-quality food and drink to many people.

Several things distinguish a catering operation from a restaurant. Catering is
usually done by prearranged contract—food and drink provided at a certain cost to
a specific number of people. The menu at a catered event is usually more limited
than a restaurant menu and is chosen in advance by the client. The way the food
is prepared is different, too. Although both restaurant and catering chefs do the
mise en place, or prepare the food ahead of time to a certain extent, catering chefs
prepare their food so that it only needs brief final cooking, reheating, or assembly
prior to service.

There are two main categories of catering:

1. Institutional: These caterers at hospitals, universities, airlines, large hotels, and
retirement centers provide a wide variety of food and drink to a large number of
people on an ongoing basis—usually at the institution itself. The institution usu-
ally contracts with a catering company to have this service provided.

2. Social: These caterers provide food and beverage services to civic groups,
charities, corporations, businesses, and individuals on-premise at a catering or
banquet hall or off-premise at a selected location.

The opportunities for a catering business multiply every year, given the right
demographics—individuals, groups, or businesses that are able to pay for the service.

Who Uses Catering Services?

e Convention centers

e Hospitals, universities, retirement centers, nursing homes

e The entertainment industry: musicians on tour, movie sets, plays in production,
professional sports events

e Businesses: For meetings, openings, special sales events, corporate retreats,
team-building exercises, awards banquets, executive dining, employee meals,
galas, and so on

2 | Chapter 1 Introduction to Catering



e Community groups: For fund-raisers, donor or sponsor lunches, galas, and
so on

e |ndividuals: For special in-home dinners, bridal and baby showers, wedding
receptions, birthdays, anniversaries, funerals, and so on

Career Outlook for Catering

The catering segment of the hospitality industry continues to grow every year. During
the mid-1990s, catering was actually the fastest-growing sector of the foodservice
industry. Overall, the catering industry’s revenue increased approximately 100 per-
cent from 2001 to 2011." Based on the 2013 Restaurant Industry Forecast, the cater-
ing sector will grow faster than all other foodservice segments; 5.6 percent growth
was predicted in 2013, with total sales expected to exceed $45 billion.?

Projected 2013 revenues include the following:

Large independent catering companies $8.3 billion
Hotel catering, banquet, and hospitality operations $5.7 billion
Sports, entertainment, and cultural venue catering $3.9 billion
College/university foodservice catering (self-operated) $1.5 billion
Contract managed foodservice catering $5.4 billion
Restaurant private dining catering $7.1 billion
Delivery, QSR, retail, supermarket $12.4 billion
Military foodservice catering $1.5 billion

Total sales may not include total revenue from bar services or incremental
sales revenue generated from additional services provided by caterers such
as space or venue fees, event rentals including equipment, vehicles, tabletop,
décor, and other needs, including staffing, entertainment, wedding, and event
services.

T US Census, Catersource CCU, IBIS World, National Restaurant Association.
2 National Restaurant Association, 2013 Restaurant Industry Forecast.
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Why is catering growing at such a strong pace? Contract catering allows
institutions to keep costs down. And in the case of social catering, a home-building
trend that includes large kitchens with upscale appliances inspires owners to enter-
tain more often. In addition, the increase of cooking and lifestyle programming on
television has led the average person to learn more about food products, wine, and
cooking, and thus want a more sophisticated approach to home, business, or com-
munity entertaining than ever before.

Profile of a Successful Caterer

According to the Princeton Review, more than 70 percent of all catering services are
owner run. Thus, a successful caterer usually marries the culinary talents of a chef
with the business savvy of a CEO.

For anyone who wants to be a caterer, a passion for entertaining is a prereg-
uisite, because without it, the long hours and hard work will seem tiring rather than
exciting and rewarding. Many caterers start out as people who simply love to cook
and entertain. Their guests are always complimenting them on their abilities and tell-
ing them that they should entertain for a living. Some very successful caterers have
begun their career this way; however, the passion for cooking and entertaining alone
is not a recipe for success.

Before starting a catering business, you should attend formal classes on
catering and business management or work for one or more caterers until you have
a high level of understanding and a sense of the business.

Some people try to turn their hobby into a small catering business from home,
in kitchens that are not licensed by the local health department. There is a big risk
in operating this way. Home-based caterers may find themselves in trouble with the
health department if their guests become ill from their food. In addition, home-based
caterers usually do not understand the realities of running a for-profit catering busi-
ness with many fixed expenses, such as business licenses, separate business phone
and fax lines, and a website, all of which are necessary for continued business growth.

If you think that catering might be a great career option for you, check your skills
against the qualities that a successful caterer ought to have (see sidebar on page 5).
See how you fit in, or find those areas in which you’ll need more education or help.

Some of these qualifications could be a natural part of your personality or
education; you might have to learn others. Or you could hire a person or company
to handle a part of the business that is not your strong suit.
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Here are several examples:

e |f your culinary creativity soars, but your spelling and grammar are not the
best, contract with a high school English teacher or a professional food writer
to proofread your letters, contracts, and menus on a case-by-case basis.
You may have the best-looking and best-tasting food in your city, but if your
contracts, letters, and menus have spelling mistakes, that tells your customers
that you aren’t top-notch.

e |f you're a talented chef with a sense of style but you don’t have a clue about
accounting practices, take a noncredit adult education class at your local
community college, hire an accountant, or shadow a restaurant or catering
manager to see how the book work is done.

e |f your food and business skills are terrific but your style sense suffers, either
concentrate on an area of catering in which this doesn’t matter as much (insti-
tutional or outdoor barbecue catering), hire an assistant or catering manager
with a sense of style, or hire an independent designer to help you create a
professional, appealing style.

e If your food sense, style, and business skills are all great, but you can’t fix any-
thing, offer a retainer to a full-time (more expensive) or retired (less expensive)

Qualities of a Successful Caterer

Excellent organizational skills

Time-management skills

The ability to multitask

A friendly, hospitable personality

The ability to manage stress

An extensive knowledge of ingredients

A high level of written and verbal communication skills
Natural leadership and motivational skills

A knowledge of social and religious cultures and customs
Excellent networking skills

Proficiency in basic accounting principles

Basic mechanical skills

Good negotiating skills

Quick thinking and problem-solving skills

Basic knowledge of social media use
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handyman or refrigerator and appliance repairperson to be on call. Then pay
the hourly rate for any service call. For a major function, include the cost of
this person’s services as an insurance policy against culinary disaster. If you
can’t get the blowtorch to work and you need to make creme brdlée for three
hundred, his or her services will be worth the extra money—especially if you
have already figured the cost into your per-person price.

The bottom line: a successful caterer has all the bases covered.

What Do You Want to Do? Finding Your

Catering Identity

Catering is a popular but competitive field. If you develop an identity or a signature
style, you can create the competitive edge you’ll need to succeed. Most people
associate caterers with mainstream events such as weddings and holiday parties.
Caterers who seek out a specific group or niche market have the opportunity to
become the preferred caterers when that specific style of catering is needed. And
caterers who know how to customize their services to appeal to a specific group or
type of event usually continue to grow their businesses.

For example, you might decide to specialize in outdoor barbecue catering and
market your business accordingly. You would set up your business with the spe-
cific equipment needed for this type of catering and create a customized barbecue
menu. If you perform well at the initial events that you contract, you’ll have good
word-of-mouth referrals. You’ll earn back your initial investment for the specialized
barbecue equipment quickly, making it difficult for other mainstream caterers who
need to rent equipment to compete for this type of party.

Here are a few more examples of catering niches:

e Party platters: Whether dropped off by the caterer or picked up by the cus-
tomer, party platters are a great way to create a buzz. Sales reps find they can get
more attention from a medical or editorial staff when they provide a free lunch.
Automobile dealers often want finger foods for potential customers coming to
their showroom during a special promotion. Real estate agents may provide food
and beverages to potential buyers during an open house showcasing a property.

¢ Five-star dining at home: Although popular, this service is still a niche mar-
ket in large cities. Instead of going to a high-style restaurant, clients want a
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five-star experience in the comfort (and, usually, elegance) of their own homes,
often for a special dinner for either business or pleasure.

e Special dietary catering: Your identity might be gluten-free or weight-loss
foods, if the demographics in your area can support it. Vegetarian or even
vegan catering is popular with entertainment-industry professionals. If your
catering operation can travel to movie sets or rock concerts, or deliver meals
to customers, so much the better.

How Do You Want to Do I? Finding the Right

Catering Scenario

The big question is: Do you want to be employed as a caterer by a larger organiza-
tion or start your own catering business?

The benefits of being an employee of a larger catering organization are that
you do not take the financial risk of starting a business, you have a guaranteed
salary and fewer job responsibilities than a catering business owner, and you gain
valuable experience. The downside is that your earning potential is more limited.

As a caterer owning your own business, there is no guaranteed salary. You risk
the money you use to start your business, your job responsibilities cover all aspects
of the business, and any mistakes you make affect you directly. The upside is that
your earning potential is virtually unlimited.

A medium-size catering business grossing $500,000 per year (about $10,000
in receipts every week) can realize a profit ranging from 10 to 20 percent, or $50,000
to $100,000. Top caterers can gross $1 million or more with a similar profit margin—
$100,000 to $200,000 per year. Keeping expenses in line and factoring profit into
your pricing are the keys to that profit. (See Chapter 3, “Pricing for Profit.”)

Whether you want to start your own business or be employed as a caterer or
catering manager, there are many types of catering to consider.

On-Premise Catering

An on-premise catering operation is made up of a food production area (kitchen)
and a connected area where people dine. Examples of on-premise catering opera-
tions include restaurants, hotel banquet departments, cruise ships, country clubs,
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catering halls, and even some religious structures. On-premise operations should be
located in desirable, safe locations and have ample parking. Whenever possible, the
operation should be easily accessible by car and visible from the road. There should
be a drop-off area for guests to allow for valet parking and protect the guests in bad
weather. The entrance should have wheelchair accessibility and even an automatic
door.

The downside to this scenario is that the larger the facility and the closer it is
to a downtown area, the more expensive it will be to launch. However, on-premise
catering businesses are a great place to gain valuable experience or a steady
income as a salaried employee.

Many on-premise caterers start off renovating former movie theater space in
a shopping mall, renting space in an existing school or church, adding on a private
banquet room to their existing restaurant, or building a catering hall close to a met-
ropolitan area, but far enough away to find good real estate values.

The following are some examples of the many levels and styles of on-premise
catering.

RESTAURANTS

Many restaurants have a private area or areas that can be used for parties. Some
restaurants cater parties at their establishments on days that they are normally
closed. Some operators even book their restaurant for catered events during nor-
mal business hours and close the doors to the public. (Restaurant operators should
not turn away their regular clientele too often by closing their entire operation for
such private parties.) If you already own or run a restaurant, this is a good way to
get started in catering, as all the basics—your overhead expenses, kitchen facility,
linens, glasses, and wait staff—are already in place.

HOTELS AND RESORTS

Hotels and resorts depend on their banquet departments to achieve profitability for
their overall food and beverage operations. Banquet net profits can range from 15 to
40 percent, while hotel room service and restaurants often lose money. Many hotels
have a variety of banquet rooms of different sizes and styles. This allows them to
market their catering services to corporate clients for meetings and conventions as
well as to private clients for social engagements, such as weddings and bar mitzvahs.
Most hotels charge for the rental of the banquet rooms as well as for food, beverages,
and service. This rental fee is partly responsible for the banquet’s profitability.
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Most hotels and resorts have large banquet kitchens specifically designed for
high-volume catering. There is usually a separate group of cooks and prep people,
headed by a banquet chef. The executive chef oversees this department and col-
laborates with the banquet chef and event-planning personnel when developing
banquet menus or planning individual events. While working in such a venue is a
good way to get catering experience, establishing one is a difficult and expensive
way to start your own business.

CRUISE LINES

Most cruise lines offer catering services aboard their ocean liners. Event planning
aboard a cruise liner is similar to that in a hotel. Some additional challenges are
providing lodging for all the affair’s guests and the inability to receive additional
products once at sea. Cruise lines do have wonderful banquet rooms and other
spaces that, along with the natural attributes of the environment, make a great
venue for parties. Again, this is a good way to get catering experience, but a dif-
ficult and expensive way to start your own business—unless you already own a
cruise line!

COUNTRY CLUBS

Most country clubs have banquet facilities. While many clubs only allow their mem-
bers to hold events there, others allow member-sponsored events or even offer their
banquet services to the general public. Country clubs often have golf courses and
other sports facilities that lure businesses and organizations to host company-wide
meetings or conventions where the participants enjoy a day of activities as well as
a meal. Working at a country club can be a great way to gain catering experience
and develop your identity before you start your own business—or it can simply be
a great job.

PRIVATE CLUBS

Private clubs located in urban areas also provide catering opportunities for their
members or the public. These “city” clubs have meeting rooms and dining areas that
make them viable catering venues, which can provide valuable (and usually upscale)
catering experiences. But unless you want to start your own private club, they are
not an option for a practicable start-up business.

On-Premise Catering
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BANQUET HALLS

The most obvious of all on-premise catering operations is the banquet hall. These
businesses specialize in catering social events. Most banquet halls have the capa-
bility of producing multiple events simultaneously. This is important, as the banquet
hall usually has no other income-producing functions. It is possible, however, for
banquet hall operators to do off-premise catering for the same reasons that restau-
rant operators can. The downside to a banquet hall is that the start-up expenses are
very high. The banquet hall needs to be located in an area with good visibility and
accessibility. A good location will mean higher rent—or purchase price and taxes—
for the facility. Overall operating expenses, or overhead, will also be high due to the
large size of the operation.

In order to be profitable, a banquet hall should be large enough to accommo-
date anywhere from five hundred to one thousand people at any given time. The din-
ing area can be set up as one or two very large banquet rooms with the ability to be
partitioned in order to create more banquet rooms for multiple smaller events. Many
banquet halls also have outdoor areas where events can be held. This can increase
the overall capabilities of the hall and generate higher revenues. The kitchen, there-
fore, must be set up to accommodate the needs of the banquet hall when all its
dining areas are booked. The event planners for the banquet hall should try to sell
similar menu items to patrons holding events simultaneously. This helps streamline
production in the kitchen and prevent chaos during banquet service.

Many people decide to host their events at a banquet hall because the experi-
ence can be like one-stop shopping. Most banquet halls offer all-inclusive pricing
that can include food, service, entertainment, photography, floral arrangements, and
anything else typically needed for a catered event. It is therefore important to find
people or companies that aspire to the same quality standards as your own when
subcontracting for services you do not provide.

RELIGIOUS GROUPS

Some churches and synagogues have banquet facilities. They are operated either
by members of the congregation, private catering businesses with an exclusive right
to work on the property, or an off-premise caterer brought in by a member of the
organization on a party-by-party basis. If your style of food and beverage service
fits with the religious requirements of the church or synagogue, this can be a great
option for a beginning caterer. If you're the kosher caterer with exclusive rights to
serve food at synagogue events, for example, it’s a win-win situation. If, however,
you have clients who want a catered wedding reception dinner with wine and your
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church forbids alcohol, you won’t be able to store the wine, cook with it, or serve it
on the premises. And although the rent you pay helps defray the operating expenses
of the church or synagogue, you will not own your space and could be subject to
the opinions—and criticisms—of church or synagogue members who feel they do.

Off-Premise Catering

An off-premise caterer has a production facility but holds events somewhere else.
The caterer transports all required food, beverages, personnel, and equipment for
an event to a location usually chosen by the client.

The biggest benefit to an off-premise catering business is that it usually
requires significantly less capital to establish. The production facility, or kitchen,
does not need to be in a highly visible location. Because no dining facility is attached,
minimal parking is needed. Most off-premise caterers conduct their consultations at
the event site in order to assess the venue and plan ahead. This eliminates the need
for a fancy office or showroom, although some off-premise caterers choose to main-
tain them anyway in order to enhance their presence in the marketplace.

Some off-premise caterers have retail spaces, such as gourmet shops or deli-
catessens, that provide additional income, and special products from catering pro-
duction—your special barbecue sauce or vinaigrette, for example—can be utilized
and sold in these spaces. A retail space can further expose your catering business
to the public. Most off-premise caterers, however, market themselves through word
of mouth and by advertising in print and on radio and television.

Many restaurant operators also do off-premise catering. They already have
a production facility and can easily modify their operation for off-site events. Many
restaurateurs get into catering inadvertently by honoring requests from regular cus-
tomers. After becoming a de facto caterer in this fashion, a restaurateur will often
continue to offer this service to other customers.

Of all the challenges to off-premise catering, transporting all food, equipment,
and personnel to the event site is the biggest. Physical strength, coordination, and
organization are necessary qualities for any off-premise catering crew. Endurance
is paramount, as transportation adds many work hours to any given day. Forgetting
even the simplest item—such as a corkscrew—can sabotage an event and create
chaos. The weather can cause further challenges. Even if an event is scheduled
indoors, inclement weather is still an obstacle when transporting goods from an
off-site production facility.
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A positive aspect to off-premise catering is the potential for handling much
larger events—and finding the perfect settings for them. All banquet rooms have
occupancy limits set by the local fire marshal, to which the event planner and caterer
must adhere. Off-premise caterers often operate in outdoor spaces and on private
property, which do not have the same restrictions. The changes in venue from party
to party often stimulate creativity. A good caterer will assess the physical attributes
of the venue or property and coordinate menu items and decorations accordingly.

Most off-premise caterers offer pickup or drop-off catering, regardless of
whether they handle full-service events. For example, sandwich platters and salads
can usually be ordered from delicatessens in bulk for delivery or pickup. Some opera-
tors provide their customers with some equipment, such as chafing dishes and paper
goods, and even set up the food for the party for an additional charge. By operating
at many different price points, however, the caterer may risk being too much of a
generalist by not establishing a specific identity and defining a target market.

Off-premise caterers also rent equipment for the majority of their events.
(Chapter 4, “Setting Up the Catering Kitchen,” discusses rental equipment and other
subcontracted services in detail.) It is therefore important for a caterer to establish
good relationships with reputable party rental companies to ensure the quality of any
rented items. Clients who seek off-premise caterers for a specific venue understand
that there will be additional charges for party rental equipment. Typically, the rental
company will give a caterer a 10 to 15 percent commission on items rented for a
specific event. This commission will increase overall profitability for the caterer and
compensate for the time needed to coordinate and order the equipment.

Off-premise caterers need to have vehicles for transporting goods and prod-
uct to the event site. While most own one or more trucks or vans, many rent addi-
tional vehicles for larger, more complicated affairs. The cost of vehicle purchase,
rental, and maintenance must be accounted for when pricing events.

Institutional Catering or On-Site Catering

With this type of catering business, an institution such as a hospital, nursing home,
college, or office building or complex hires a contract feeder or catering corporation
to handle its foodservice needs. Aramark, Compass Group, and Sodexo are
examples of contract feeders. For example, a college might build a student cafeteria
and employee dining room, and then pay a contract feeder a set amount per month
to operate them. It is the contract feeder’s responsibility to order and prepare all of
the food, hire and manage the staff, and maintain the facilities. The institution pays
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all bills directly through its accounting department. The contract feeder makes its
profit from the monthly fee that it receives for its managerial services or runs it as a
profit- and loss-based account.

Institutions using contract feeders save money because contract feeders know
how to streamline production and purchase product in a very efficient manner. Creative
individuals may not enjoy working for contract feeders, as they often have specific
operating procedures that must be adhered to. But before you start your own catering
business, you can learn some great lessons in food safety management, organization,
efficient service, and cost management from a contract feeder or institutional caterer.

Mobile Catering

Mobile catering means taking food to where the market is, and there are many levels
of this type of catering. At the low end, small trucks carry breakfast and lunch items
to patrons at construction sites or office parks. These trucks usually have a quilted,
brushed stainless-steel facade and open in the rear to reveal a small refrigerator,
display area, and coffee urn. Pastries, coffee, sandwiches, and cold beverages are
the typical fare. When operated in premium locations, these vehicles can become
very lucrative. A mobile caterer needs permission or a permit to solicit on both pri-
vate and public property.

At the high end of mobile catering is the film caterer. Mobile caterers hired
by film production companies need to be flexible and operate very smoothly. Their
units, often large trailers, have state-of-the-art equipment for food preparation and
storage. The side of the unit opens up, a canopy is extended, and tables are set up
underneath for dining. Because film companies shoot in many locations, a mobile
catering unit should be able to pack up and move with them—quickly. Time con-
straints, changes in schedule, and varied personalities make this niche in catering
one of the most stressful, although it can be very lucrative.

Kosher Catering

Some caterers specialize in designing and executing events for observant Jews who
keep kosher. Kashrut, or Jewish dietary law, prohibits the consumption of certain
foods completely while also prohibiting eating some foods in combination with others.
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Other food products may not be consumed during specific times of the year or on
holidays such as Passover when, for example, eating leavened bread is forbidden.

CHALLENGES OF KOSHER CATERING

Operating as a kosher caterer is challenging because it requires procuring ingre-
dients from reliable kosher food suppliers and ensuring that all preparation and
handling of food comply with kosher law. Kosher caterers are also required to be

Kosher versus Traditional Catering

EQUIPMENT

Kosher caterers require two sets of everything so that meat and dairy/nonmeat
preparations can remain separate, including pots, pans, utensils, cutting boards,
sinks, and a minimum of two stovetop ranges and ovens.

INGREDIENTS

Many ingredients cost more than non-kosher equivalents. The main reason for this
is the extra handling and care associated with growing, packing, and distributing
kosher products so that they do not come in contact with anything that would render
them not useable in a kosher kitchen.

In addition, many kosher meat and poultry products are kashered by adding salt
to the product, thus extracting the maximum amount of blood. This extra processing
step adds to the selling price.

Kosher caterers have much fewer ingredients to choose from when creating a
repertoire of menu items over their traditional counterparts. They are forbidden to
use the hindquarters of beef, veal, and lamb; they cannot use pork products and can
use very few game meats. In addition, some plant-based products must be kosher,
such as wine and processed items (e.g., peanut butter).

STAFFING

Kosher caterers employ a rabbi in either a full- or part-time position where the rabbi
serves as mashgiach (supervisor) to inspect and confirm that all of the ingredients
and preparation follow the rules of kashrut. Typically, the mashgiach does not per-
form the duties of a food production supervisor. Therefore, kosher caterers have to
incur the extra cost of funding this position whereas traditional caterers do not.

14 | Chapter 1 Introduction to Catering



under strict rabbinical supervision of all aspects of their business. A mashgiach is a
person who supervises the kashrut status of a kosher establishment and is usually
employed by the caterer. The procurement of kosher food and the extra expense of
paying for supervision significantly raises the expense for a kosher caterer as com-
pared to one who is not. It is not uncommon, however, that customers who desire
the kosher experience understand these constraints and are prepared to spend
more for their event.

KOSHER BASICS

The laws of kashrut are complicated, and many areas of practice vary, based on the
beliefs of specific Jewish groups and certification authorities. In general, all of these
groups agree that only certain animals can be consumed, meat and dairy products
should not be mixed, virtually all blood must be removed from meat before eating,
and most plant-based foods are neutral and can be consumed with meat or dairy.

THE KOSHER KITCHEN

A commercial kosher kitchen must have separate areas for the preparation of meat
and dairy. This includes ovens, cutting boards, sinks, and utensils. Service ware,
such as china, glassware, and flatware, must also be allocated for use for either
meat or dairy and stored in separate areas to avoid unintentional misuse. In the case
where a food handler may have used a piece of equipment for the preparation of
both meat and dairy, the product must be disposed of and the equipment heated or
cleaned under the direction of the mashgiach.

Some nonobservant Jews and even non-Jews prefer to hire kosher caterers
for their events because of the more rigorous requirements attached to the handling
of food products. These requirements in themselves may increase food safety and
also the customers' perception that the food is of a superior quality. Subsequently,
some caterers elect to operate as kosher caterers to capture a market niche and
possibly to give them a competitive advantage.

The Bottom Line

As in any business, the bottom line in catering is whether you can make money at
it. In Chapter 2, you’ll learn about starting your catering business the right way, then
continuing on the path to success.
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Starting Your
Catering Business




nce you've determined that you want to open a catering

operation, you know you have what it takes to succeed, you

have a niche in mind, and you’re aware of your financial capabili-

ties, it’s time to get started. Now is the time to focus on the tasks

at hand. Your commitment to your project is paramount and will

allow you to transform your vision into a reality. Start looking for
that perfect location, one where your business will flourish and grow. Make sure that
you have reserve funds to sustain you through those first few uncertain months. As you
read on in this chapter, you will see that your business location, your reserve capital,
and your personal commitment make up the foundation for your future success.

Location, Location, Location

Do you want to sell your barbecue to spectators at sports events? Specialize in
catering to individuals at galas and formal events? Go after large groups such as
bus tours and sales meetings? The identity of a catering business is based on its
potential customers, and your location needs to fit your catering business’s identity.

Although an off-premise caterer can have a production facility in a remote area
and still target a specific clientele, an on-premise caterer requires more visibility and
a desirable location in order to attract customers. The location also needs to fit the
demographics and population. Caterers will pull the most business from the area
near their facility. The radius of this area depends on how densely populated it is.
A caterer in New York City might not have to venture far outside the five boroughs,
northern New Jersey, and Long Island to conduct business, while a caterer in rural
Montana might target half that state’s population.

A formal demographic market survey will produce information about the resi-
dents of the area, including its total population, average age, per capita income, ethnic-
ity, religious affiliations, spending habits, mobility, and, possibly, their professions. You
can find these statistics at your local chamber of commerce, county or state offices on
statistics, and on local, state, or federal websites. A reference librarian can also help
you find this information. You can find demographic information at www.census.gov.

Demographic information should not be the only factor in determining if a location
for a business is propitious, however. Other considerations include accessibility, visibility,
and especially cost. Many businesses start up in an affordable area and change loca-
tions after establishing a positive cash flow. But if you move your on-premise business
to another location, there is always a risk of losing some or all of your customer base.
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Tips for a Successful Start-Up

COMMITMENT

Because a commitment to providing excellent quality and service at every event
is the essential ingredient to a successful business startup, catering is a very dif-
ficult hobby. People who enter the field as hobbyists often either burn out quickly
or end up as professional, full-time caterers. A caterer’s mind is full of details, and
there is always an ever-expanding to-do list. Long hours, high levels of stress, and
physical fatigue come with the territory. There are, however, also great rewards. A
successfully catered event creates future business from among the attendees—
and lucrative profits. And accolades from catering clients have a pleasing effect
on the psyche.

CAPITAL

A new catering business may take some time to establish itself. The majority of
new business will come from people who have direct experience of a caterer’s
work from attending a previous function, or from recommendations. While busi-
ness may be sporadic at first, some expenses will be constant and ongoing,
including (but not limited to) rent, utilities, insurance, and labor. A new business
should be well capitalized, or it may be forced to shut down before it has a chance
to grow. As a general rule, a caterer should have a reserve of funds equal to six
months of all fixed expenses plus half of all labor costs. Product cost and some
labor cost will be dependent on the amount of contracted business and should
be controllable.

LOCATION

Location is a key factor in the success of most businesses. A safe, visible location
is essential for on-premise catering businesses to lure patrons but may not be as
important for off-premise catering businesses, which can market themselves to
specific target areas by using other means of advertising and exposure (see Chapter
6, “Marketing”). However, all catering businesses should be in areas that are easily
accessible to their target markets. Customers who must travel a long distance to a
catering venue may think twice about rebooking another event at that location. Plus,
off-premise caterers whose production facility is a great distance from their usual
venues invest too much time traveling to and from sites, thus limiting their ability to
do multiple or overlapping events in one day.
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KNOW-HOW

A successful catering business depends on its ability to provide food, beverages, and
many other services for a catered event in a way that sets it apart from the competition.
It is essential to employ a well-trained chef, an experienced service manager or maitre
d’hétel, and a competent bookkeeper prior to launching the business, unless the owner
possesses expertise in these areas. An examination of extensive demographic research
and a compilation of the competition’s businesses brochures will create a repertoire of
offerings that give the business its own identity and start it down the road to success.
The knowledge of essential equipment for all areas of the operation, including the
kitchen, dining rooms, guest restrooms, office, and storage areas, is essential in order
to deliver properly prepared food and unsurpassed service. A visit to a trade show or
foodservice equipment dealer is a good research tool. And legal requirements should
be assessed prior to start-up. At the minimum, adherence to zoning laws should be
addressed, liability insurance purchased, and the necessary permits obtained from the
building, fire, and health departments.

Creating a Business Plan

Once you know the identity of the catering business and have a location in mind, you
are ready to create a business plan. Your business plan will be the financial frame-
work for how you run your business. You’ll also need a business plan if you want to
apply for a loan or a government grant.

Venture capital groups also require a written business plan when contemplat-
ing their involvement with a project. You can get help preparing a business plan
through the US Small Business Administration (SBA) office near you or online (www.
sba.gov/category/navigation-structure/starting-managing-business), from the busi-
ness department at a community college, your bank, or a fellow business owner.

According to the SBA, your formal business plan should contain the following
information:

Contents of a Formal Business Plan
Cover sheet
Statement of purpose
Table of contents
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Infor

A.

moow

m

mation about your proposed business:

Description of business

. Marketing

. Competition

. Operating procedures

. Personnel: principals (owner, chef, sales leader, and so on) and staffing
requirements
Business insurance

Financial data

A. Loan applications

B. A capital equipment and supply list, including sample menus and unit cost
of each menu item

C. A balance sheet (prepared with spreadsheet software)

D. A break-even analysis

E. Pro forma income projections (profit and loss statements) for three years,
detailed monthly in the first year and by quarters in the second and third
years, stating the assumptions on which these projections are based (e.g.,
at least 150 booked events per year)

F. Pro forma cash flow month by month for the first year, quarterly for the
second and third years

Appendices

A. Tax returns of the principals for previous three years

. Personal financial statements (all banks have these forms)

C. Copy of proposed lease or purchase agreement for building space

D. Copies of licenses and other legal documents

E. Copies of resumes of all principals

F.

Copies of letters of intent from suppliers

Catering Business Plan Example

One of the best ways to educate yourself about creating a business plan is to study

a good

example. It is very helpful if you know of another catering business whose

owner is willing to share his or her business plan with you.

Following is an example of a business plan from a hypothetical off-premise

caterer,

Greenfields Catering, Inc.
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Business Plan for Greenfields Catering, Inc.

EXECUTIVE SUMMARY

Greenfields Catering, Inc., an exciting new off-premise catering company special-
izing in farm-fresh, organic foods prepared with contemporary French flair, offers an
unparalleled venture capital opportunity for the right investor.

Greenfields gives the continuing popular trend of corporate and social catering a
distinctly new spin, appealing to young urban professionals, baby boomers, corpo-
rate executives, and people who appreciate fine food.

Our catering business will capitalize on the success of local farmers markets
and organic grocery stores such as Wild Oats and Whole Foods by offering meals
catered with foods of similar quality.

COMPANY DESCRIPTION

Greenfields Catering, Inc.

645 Albany Road

Boston, MA 02101

Phone: (508) 555-7777

Fax: (508) 555-7776

www.greenfieldscateringinc.com

Greenfields Catering, Inc., is an off-premise catering company specializing in farm-
fresh, organic foods prepared with contemporary flair.

Mission Statement

The company’s goal is multifaceted success. Our first responsibility is to the finan-
cial well-being of the company. We will meet this goal while trying to consider how
our customers embrace our concept and the impact that our business practices
and choices have on the environment, and while maintaining an attitude of fairness,
understanding, and generosity among management, staff, customers, and vendors.
Awareness of all these factors and the responsible actions that result will give our
efforts a sense of purpose and meaning beyond our basic financial goals.

Development and Status

The company was incorporated in September 2014 and elected subchapters. The
founders are Jack Green and Sarah Fields. Jack is the president and Sarah the
vice president. A total of 10,000 shares of common stock have been issued: Sarah

Catering Business Plan Example
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and Jack each own 3,000, and the remainder is retained by the company for future
distribution. In addition, they have lent the company $25,000 of their own money for
research and start-up costs.

A suitable site for the first catering kitchen was found in January 2015, and lease
negotiations are in the final stages. The location will be on Albany Road, just within
the Boston city limits and close to a dense population of the target market. After the
lease is signed there will be three months of free rent for construction; during that
time, the balance of the start-up funds must be raised. With that phase completed,
Greenfields Catering, Inc., can then open and the operations phase of the project
can begin.

Future Plans

If the business is meeting its projections by month nine, we will exercise our option
on the adjoining space and develop it for on-site functions. Our five-year goal is to
offer both on- and off-premise catering with a combined annual profit of $250,000
to $500,000.

INDUSTRY ANALYSIS

Although the catering industry is very competitive, the lifestyle changes created by
modern living continue to fuel its steady growth. More and more people have less
and less time to cook and prepare a big event for family and friends or an important
business function. Trends are very important, and Greenfields is well positioned for
the current interest in lighter, healthier foods at moderate prices.

The Catering Industry Today

The catering segment of the hospitality industry continues to grow every year.
During the past several years, catering has been the fastest-growing sector of the
foodservice group. Institutional catering—to universities, hospitals, nursing homes,
and business campuses—is on the upswing. Social catering—to civic groups,
charities, corporations, businesses, and individuals—is the fastest-growing seg-
ment, according to the 2010 Restaurant Industry Forecast, prepared by the National
Restaurant Association.

Future Trends and Strategic Opportunities

Every year the National Restaurant Association releases the Restaurant Industry
Forecast report, which predicts how the industry might look in the future. Some
highlights from the 2013 panel’s findings:
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e Nutritional concerns will be critical at all types of foodservice operations, and food
flavors will be important.
e Environmental concerns will receive increased attention.

PRODUCTS AND RELATED SERVICES

Greenfields Catering will offer a menu of food and beverages with a distinctive
image. There will be three ways to use our catering service: a catered event at a
location, carryout from our kitchen, and delivery to home or office.

The Menu

The Greenfields menu is moderately sized and moderately priced, offering a col-
lection of ethnic and American items with a common theme—healthy (with low-fat,
low-cholesterol, natural ingredients), flavorful, and familiar. Our goal is to create the
image of light, satisfying, yet still nutritious food, using local and regional produc-
ers as often as possible. There has been an increased awareness of nutritional and
health concerns in recent years, and a growing market of people now eat this style
of cooking regularly.

Production

Food production and assembly will take place in the catering kitchen. Fresh veg-
etables, meat, and dairy products will be used to create most of the dishes from
scratch. The chef will maintain strict standards of sanitation, quality production, and
presentation or packaging with the kitchen and service staff.

Service
We will serve our customers in three different ways: on-site for carryout orders, and
off-site at a catered event or when we deliver to offices and homes.

Future Opportunities
Once word-of-mouth brings in more clients, we hope to lease the space adjoining
our commercial kitchen in order to offer on-site catering and private dining.

THE TARGET MARKET

We are located in a downtown urban setting frequented by tourists—one to which
people travel to eat out. It is also an area known for catering to the demographic
group we are targeting.
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Market Location and Customers

The Cambridge area is one of the most desirable retail locations in New England.
The Massachusetts Chamber of Commerce rates it as the third-best retail market
in the state. There are more than 400 businesses in a one-quarter-square-mile area,
with average sales of $330 per square foot.

The customer base will come from four major segments:

Local population: The city of Cambridge, with a year-round population of
145,000, is centrally located in the Boston area and is within 15 minutes’ drive
of eight major suburbs.

Colleges and universities: Harvard University alone has six different schools
within walking distance of Harvard Square and a seasonal population of 22,000.
In addition, five more colleges near the square have large student bodies.

Tourism: Counting hotels, motels, bed and breakfasts, and inns, there are over
8,500 rooms available. Last year, they were at 92 percent occupancy. We can
offer catered lunches for bus trips, and hopefully, on-site dining in a year or so.

Local businesses: The Cambridge Chamber of Commerce lists more than 900
businesses with an average of 12 employees in the Harvard Square area.

The food concept and product image of Greenfields Catering will attract several

different customer profiles:

The “green” business professional: More and more young executives have
developed healthy lifestyle habits and want to bring them into the workplace.
We offer business breakfasts, lunches, and dinners that incorporate organic
foods without seeming too hippie-ish.

The community-minded person: We offer business breakfasts, lunches,
and dinners, as well as special catered events (weddings, bar mitzvahs,
anniversaries, and so on) that help support local and regional organic food
producers.

People who want a taste of the place: We offer some of New England’s finest
foods from local and regional purveyors, including lobster and oysters from
Maine, cob-smoked ham and cheese from Vermont, and local produce.

People who like really good food: That’s just about everyone.

Market Trends and the Future

The population and demographics of Harvard Square have remained steady for the last
14 years. Tourism has increased 24 percent over the last three years and is predicted to
keep growing. Local businesses are increasing at a rate of 18 percent annually.
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THE COMPETITION

There are two catering companies in a 10-mile radius of the Harvard Square area that
sell food at similar prices. Although this presents an obvious challenge in terms of mar-
ket share, it also indicates the presence of a large, strong potential market. The newest
competitors have made their successful entry based on an innovative concept or nov-
elty. Greenfields will offer an innovative product in a familiar style at a competitive price.
Our aggressive plans for takeout and delivery will also give us an opportunity to create a
good market share before the competition can adjust or similar concepts appear.

Competitors’ Profiles

Competing with Greenfields for its target market are these categories of food
providers:

e Caterers of similar menu and price structure who also deliver to offices

e Chain restaurants of similar menu and structure with private rooms

Competitive Strategy

There are several ways in which we will create an advantage over our competitors:

e Product identity, quality, and novelty

¢ High employee motivation and good sales attitude

¢ |Innovative and aggressive service options

¢ Greenfields will be the only catering company in the area focusing its entire menu
on organic, locally or regionally sourced foods. Our identity will be “truly New
England’s finest.”

MARKETING PLAN AND SALES STRATEGY

Market Penetration

Entry into the market will not be a problem. Greenfields already has a successful mix
of events on its books: a 100-person Harvard alumni dinner, an art gallery opening
for 150, a wedding reception for 200, and a private Thanksgiving dinner for 50. In
addition, $10,000 has been budgeted for a preopening advertising and public rela-
tions campaign.

Marketing Strategy

Focusing on the unique aspect of the product theme (healthy, tasty foods), a variety
of marketing vehicles will be created to convey our presence, image, and message.
Online marketing and advertising is a popular way for catering companies to reach
potential new customers. There are many different strategies to consider, including
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preferred placement during browser searches, keyword triggers, and alliances with
related businesses that may share links.

Today, having a business-related Facebook page is essential, regardless of the
size and structure of the business. It is an inexpensive way of showcasing pho-
tographs and videos, as well as compiling a "friend" list that helps in identifying
potential new customers. Facebook and Twitter do open a business up to unsolic-
ited customer reviews, however, which might be positive or negative and not always
constructive.

Other forms of online marketing should be evaluated fully and tested prior to
launch to determine how they are accessed on the consumer level using a variety
of search engines and keywords. Marketing on sites where discounting is expected,
such as Groupon, should be expertly evaluated as to the potential effect on the
business’s perceived identity.

Print: Local newspapers, magazines, and student publications

Broadcast: Local programming and special-interest shows

Hospitality: Hotel guides, concierge relations, chamber of commerce brochures,
and so on

Direct mail: Subscriber lists, offices with the potential of ordering food for deliv-
ery, and so on

Miscellaneous: Yellow pages and charity events

A public relations firm has been retained to create special events and solicit print
and broadcast coverage, especially at start-up. The marketing effort will be split into
three phases:

1. Opening: An advance notice, in the form of a press packet, will be sent out by
the PR firm to all media; printed announcement ads will be placed in key places.
Budget: $10,000

2. Ongoing: A flexible campaign using the above media will be assessed regularly
for its effectiveness. Budget: $10,000

3. Point of sale: A well-trained staff can increase the average check as well as
enhancing the customers’ overall experience. Word-of-mouth referral is very
important in building a customer base.

Future Plans and Strategic Opportunities
Catering to offices (even outside of our local area) may become a large part of
Greenfields’s gross sales. At that point, a sales agent would be hired to market our
products for daily delivery or catered functions.

26 | Chapter 2 Starting Your Catering Business



OPERATIONS

Facilities and Offices

The catering kitchen is also located at 645 Albany Road. It is a 2,400-square-foot
space. A former bakery, it needs only minor structural modifications; the license-
and code-related issues are all in order. New equipment will be purchased and
installed by a general contractor. Offices of the corporation are currently at Jack
Green’s home but will be moved to the catering kitchen after opening.

Hours of Operation
The catering kitchen will be available for catered events seven days a week.
Greenfields will be closed Christmas Day.

Employee Training and Education

Employees will be trained not only in their specific operational duties but also in the
philosophy and applications of our concept. They will receive extensive information
from the chef and be kept informed of the latest information on organic foods, sus-
tainable agriculture, and local producers.

Systems and Controls

A big emphasis is being placed on extensive research into the quality and integrity
of our products. They will constantly be tested for conformance to our own high
standards of freshness and purity. Food costs and inventory control will be handled
by our computer system and checked daily by management.

Food Production

Most food will be prepared on the premises. The kitchen will be designed for high
standards of sanitary efficiency and cleaned daily. Food will be made mostly to order
and stored in large coolers in the basement.

Delivery and Catering
Food for delivery may be similar to takeout (prepared to order) or it may be prepared
earlier and stocked. Catering will be treated as deliveries.

MANAGEMENT AND ORGANIZATION

Key Employees and Principals
Jack Green, president, is also the owner and manager of the Green Store, a local
natural foods wholesaler and retail store. Since 1995, his company has created
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a high-profile, mainstream image for natural foods. In 2000, he opened a small
café within the Green Store that became so popular and profitable he decided
to expand the concept into a full-service catering operation. Jack brings with
him a track record of success in the natural foods industry. His management
style is innovative and in keeping with the corporate style outlined in the mission
statement.

Sarah Fields owned and operated La Belle Vie restaurant in Boston from 2003
until she sold it last year to Michelle Farrier and Giselle LaBoite for a 200 percent
profit. She brings a French flair to New England foods, along with a great sense of
style.

Compensation and Incentives
Greenfields will offer competitive wages and salaries to all employees; benefit pack-
ages will be available to full-time personnel, in accordance with the law.

Board of Directors

An impressive board of directors has been assembled, representing some of the top
professionals in the area. The board will be a great asset to the development of the
company.

Consultants and Professional Support Resources
At present, no outside consultants have been retained, excepting the design depart-
ment at Best Equipment.

Management to Be Added
We are searching for an executive chef, who will be given incentives for performance
and remaining with the company as it grows.

Management Structure and Style

Jack Green will be the president and chief operating officer. Sarah Fields will be the
general manager and event planner. She and the executive chef will report to him.
The assistant manager and sous chef will report to their respective managers, and
all other employees will be subordinate to them.

Ownership

Jack Green, Sarah Fields, and the stockholders will retain ownership; if deemed
appropriate, the possibility of offering stock to key employees exists.
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LONG-TERM DEVELOPMENT AND EXIT PLAN

Goals
Greenfields is an innovative concept that targets a new, growing market. We assume
that the market will respond and grow quickly in the next five years.

Strategies

Our marketing efforts will be concentrated on catered events and delivery, the areas
of most promising growth. As the market changes, new products may be added to
maintain sales.

Milestones
After the catering business opens, we will keep a close eye on sales and profit. If
we are on target at the end of the first year, we will look to expand to a second unit.

Risk Evaluation
Risk is inherent to any new venture. The success of our project hinges on the
strength of and acceptance by a fairly new market. After year one, we expect some
copycat competition in the form of other independent units. Chain competition will
come much later.

Exit Plan

Ideally, Greenfields will expand to a larger space in the next 10 years. At that time,
we will entertain the possibility of a buyout by a larger restaurant concern or actively
seek to sell to a new owner.

FINANCIAL DATA AND STATEMENTS

Enclosed are spreadsheets that show our start-up budget, as well as monthly
income and expenses, balance sheets, and cash-flow statements representing the
way we believe the business will grow during its first three years.

Permits, Licenses, and Insurance Policies

Starting your catering business the right way will save you time and trouble down the
road. Get the best legal, insurance, and tax advice before you serve your first party
platter. Make sure you have the right business structure (sole proprietorship, limited
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liability company, or S or C corporation), adequate insurance coverage, health and
fire department permits and inspections, and are in compliance with Occupational
Safety and Health Administration (OSHA) standards. You’'ll also want to be aware of
payroll taxes and workers’ compensation payments, which you can hire a profes-
sional payroll service to handle.

The following sections discuss issues that all caterers should address.

INCORPORATION

Incorporating protects you from litigation. If a client sues you and your business is a
sole proprietorship, you could lose everything—even personal assets. If a client sues
you and your business is a corporation, only what the corporation owns is at risk.
Similarly, if your catering corporation goes bankrupt, your meat purveyor cannot sue
you directly for money that is owed, but must wait for payment through a bankruptcy
settlement. There are different ways to incorporate in each state. Before deciding,
you should seek professional legal advice.

When you incorporate, you will also apply to the federal government for a fed-
eral employer identification number (FEIN). Your FEIN is the tax status identifier that
you will use for invoices, federal and state taxes, payroll, and wholesale purchases.

INSURANCE COVERAGE

O BUILDING OR PROPERTY INSURANCE
A caterer should have insurance to compensate a loss of property. Any building
and property within it should be covered in case of fire, theft, and so on. The policy
should also cover any liability or the loss of potential revenue caused by the inability
to provide services. Suppose your catering hall is destroyed in a fire, for example,
and you had several parties booked for the weeks that followed the fire. Because
they cannot now take place, you have lost business. An insurance company should
not only provide funds that repay any deposits that you received, but also compen-
sate your clients for the inconvenience of finding a new venue for their affairs.

The policy should also cover the costs of reconstruction, as well as providing
income to you during that time.

O LIABILITY INSURANCE

Every caterer should have insurance that covers injury or illness to clients, guests,
and employees resulting from negligence on the caterer’s part. There are special-
ized policies that, through a historic evaluation, can provide maximum protection
for the caterer. Find a company or agent familiar with the insurance needs of the
catering industry.
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0 WORKERS’ COMPENSATION INSURANCE

Federal law requires all employers to provide workers’ compensation insurance to
their employees free of charge. This insurance will provide income to an employee
when he or she is out of work due to an injury or illness that happens at the work-
place during work hours. These policies are costly, and premiums increase for each
claim that is submitted. Business owners should consider this cost when determin-
ing wages for their employees.

LICENSURE

All food preparation areas must be licensed by a local health department. Each
state’s laws differ, and may be enforced by local health departments run by counties,
cities, or towns. An aspiring caterer should learn about and apply for such licenses
prior to any construction, renovation, or takeover of a production facility. After any
modifications are made, the applicant needs to notify the health department and
request an inspection: Before food can be produced, the kitchen or food preparation
area must be inspected thoroughly by a health department official.

The official will point out his or her concerns and rate them as either critical
or noncritical. Any critical violations will need to be cleared up before a license is
issued. Noncritical violations will not prevent issuance but will need to be recti-
fied prior to another inspection, which will likely be scheduled for the near future.
Repeated critical violations can result in revocation of a caterer’s license, which
would close the doors of the business temporarily or permanently.

INSPECTIONS

0 HEALTH DEPARTMENT

Foodservice establishments are inspected periodically. The health department
inspector typically arrives unannounced during a busy production time in order to
get accurate data for evaluation. He or she investigates refrigeration temperatures,
storage techniques, the internal temperature of food items, and many other things.
In most states, someone on staff has to be certified in food safety. The health
department, using local colleges or other institutions, usually administers a food
safety course. Once certified, recertification is usually required every five years or
fewer, depending on the jurisdiction. In addition, a certified food handler is required
to be present any time food is being prepared at the establishment.
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FIRE DEPARTMENT
All businesses that have public access require annual inspection by the local fire and
safety officials, who check for unobstructed exits and stairways, required width and
length of walkways and aisles, and overall building integrity. All exits must be marked
with clearly lighted signs. Fire inspectors also check the fire suppression and exhaust
systems over cooking equipment. Proper fire extinguishers must be in designated areas.

COMPLIANCE

OCCUPANCY CODES

Fire safety officials will measure any public space and set a maximum occupancy
rate for it. Many local fire inspectors do an initial evaluation of a property and make
recommendations prior to their inspection so any necessary changes can be made
to accommodate larger occupancies.

Once the occupancy limit has been set, make sure you don’t book a party or
event at which the number of attendees might exceed it. This is a public safety rule
with which both on- and off-premise caterers must comply.

OSHA STANDARDS
OSHA is a federal agency managed by the US Department of Labor. OSHA sets and
maintains progressive standards for safety in the workplace. They include proper
coving (rounding of corners) of table surfaces, safety valves on oven pilot lights, accept-
able forms of flooring, and much more. Although OSHA has the authority to conduct
impromptu inspections, it mostly investigates specific complaints or reported viola-
tions. OSHA administers many seminars and forums to help businesspeople comply
with safety ordinances. Many informative periodicals are also available. By visiting its
website, www.osha.gov, you can find much of the necessary compliance information.
Depending on the location of your catering business, additional permits, licenses,
or insurance policies may be required by law. You or your attorney(s) should conduct a
complete investigation of these issues prior to opening to avoid any possible disruption.

Growing Your Business

Once you’ve started your business, you need to make sure it grows in order to
achieve your business goals. There are many ways to make this happen, but it’s
your individual catering skills and strengths that often determine what drives your
business and how it grows.
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e Culinary-driven caterer: An experienced chef who begins a catering busi-
ness will be concerned with offering the best-quality foods and his or her own
opportunities for creativity. The chef may limit the volume of the business in
order to control quality and provide a higher level of intricacy. Although the
resulting product might command a higher price, the market might not provide
enough volume to sustain the business.

e Sales-driven caterer: Business-minded caterers may offer average-quality
foods and a simpler menu, and drive the business using enhanced services
or clever marketing. They don’t appeal to the small, affluent market: Their
revenues come from the larger mainstream population.

Both styles of operation have their rewards, but it is profitability that is still
paramount. Today, a sales-driven catering business with a consistent product is
usually more profitable than one with a culinary approach. Individual caterers should
concentrate on what will satisfy them most while making the most profit.

STAY THE COURSE THE FIRST YEAR

After your business has opened, it is important to hew to the strategy set forth in
your business plan. When initial business is slow to come, many operators change
their identity with the intent of appealing to a different market—by switching the
menu from very fancy, upscale items to more common ones, for example. Changing
the business identity prematurely is usually a mistake. The public often senses that
the business is in trouble, thus reducing its credibility. It is wiser to start with some
reserve capital to sustain the business during the first year or so. The catering indus-
try markets itself largely on referrals and recommendations. It may take the execu-
tion of multiple events before word spreads to a large market. Use reserve capital
when more advertising is needed above what was initially budgeted.

0O HOW TO BUILD YOUR BUSINESS

To build up clientele and to maintain an established identity, you must choose your
events carefully so that people will associate your business with the type of events
you cater. The guests attending any affair are potential future clients. If you are mar-
keting yourself as upscale but decide to cater a simple barbecue with hamburgers
and frankfurters, it is probable that guests will label you as a caterer who specializes
in such an event. This is not to say that barbecues are not worth catering: Many
profitable companies specialize in this form of catering. Establishing and maintaining
an identity as a caterer, however, is important to your success.

Growing Your Business
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Another tactic in building and maintaining a business identity is offering sig-
nature menu items. There are many familiar foods that the public associates with
catered affairs. A smart caterer offers them but turns them into signature items by
adding a simple twist. For example, the pig in a blanket, a common hors d’oeuvre,
is a minifrankfurter wrapped in puff pastry, baked, and usually served with mustard.
Most caterers purchase this item fully prepared and frozen. It is very difficult for
any caterer to justify a higher selling price for this item than that of the competition
unless it is prepared quite differently. When a client requests the pig in a blanket, a
smart caterer might say, “We typically don’t prepare those, but we can offer you a
similar item, such as ltalian sausage wrapped in puff pastry served with a creamy
Parmesan cheese sauce.” The caterer thereby both prevents a direct comparison
of this item to those of other caterers and also maintains the identity of his or her
business.

Some caterers believe they need to accommodate their clients’ requests
regardless of how these requests might affect their identity or reputation. The real-
ity is that caterers’ reputations are shaped by the food and services they provide.
As previously mentioned, most future business will come through the referrals and
recommendations of hosts and guests of previous events. The caterer who provides
the pigs in a blanket for the sake of accommodating a customer’s request should be

prepared for future requests for that item from attending guests.

Sourcing, Purchasing, Receiving, and Storing Food

e
and Beverages SN
/i d

Sourcing food and beverage products is about finding the best quality for the best
wholesale price. This is an area in which you’ll need tight controls, well-written prod-
uct specifications, and good working relationships with your suppliers. If you need
48 artichokes for an executive lunch but the produce company delivers 12 of them
bruised and discolored, you'll want an assurance that you won’t be charged for the
damaged ones, or that they can deliver a dozen new ones in pristine condition—
fast. You’ll also want the person receiving the goods to understand your acceptable
level of quality. If this person has never even seen an artichoke before, you’ll have
trouble.
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Your current clients and the people they refer may share pricing informa-
tion. Consistent, fair pricing is necessary to the growth of your business and your
reputation. You will have the advantage if your products are all a little different from
those of the competition. Differences can include variations on popular menu items,
methods of decorating, tabletop design, employee uniforms, and innovative services
that the competition does not offer. Attention to these elements will make for a more
memorable event—and make it more difficult to compare your business with the
competition.

In Chapter 3, we’ll look at how caterers price their services to both please their
clients and make a profit.
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ricing catering services can be very challenging; it is also the key to the

profitability of your business. Caterers who are just starting out must

estimate their expenses for all aspects of their operations in order to

price their services accordingly, being sure to figure in profit as well.

Established caterers will already have a handle on fixed expenses such

as rent and insurance, but the cost of food, gasoline for vehicles, natural
gas for stoves, and other variable expenses are harder to predict, so costs must be
monitored constantly.

Maximizing Profitability

All the services a caterer offers should include profit in their pricing. A caterer
who strives to make a profit on each product or service has more flexibility with
overall pricing. Services can include equipment rentals, entertainment, audio-
visual equipment, floral services, and valet parking—as well as food, wine,
and liquor.

For example, a caterer who has a liquor license can make a good profit on
selling wine, beer, and cocktails at a catered event. Based on industry norms, alco-
holic beverages are marked up at least double—and often more. A bottle of wine
you buy for $10 wholesale will probably cost your client $20. There is also minimal
waste with alcoholic beverages. A caterer without a liquor license is working at a
disadvantage by having to price menus higher than a caterer who can also make
profit by serving alcohol.

A PRICING FORMULA

There are as many pricing formulas as there are caterers. Here is one simple formula
to get you started:

OVERHEAD + MATERIALS + LABOR + PROFIT = PRICE

Suppose Greenfields Catering has booked a Spanish tapas party for fifty people.
Sangria is the main beverage, and various tapas appetizers will be passed butler
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style. First, Greenfields has to know what percentage of its overhead to build into
the price of the event.

0 OVERHEAD

Overhead costs represent the variable and fixed expenses of any catering business.
Expenses that can fluctuate include salaries (for the chef, event planner, and others),
utility bills, supplies, rental equipment, and vehicle expenses. Fixed expenses
include payments on equipment you’ve purchased, a mortgage, maintenance con-
tracts, and insurance.

Figure out your overhead costs for the entire year, then divide that amount
by the number of catering jobs you expect to have—from your business plan,
the previous year’s tally, or events you’ve already booked. The resulting num-
ber is the overhead expense you need to build into the price of every catering
job.

Suppose Greenfields has a yearly overhead of $200,000. Its owners know that
they have to take in $200,000, not including food and labor costs, just to break even.
They booked 150 catering jobs last year and are on track to do the same this year.
Thus, their overhead, divided by the number of catering jobs, is:

$200,000 / 150 = $1,333 overhead per event

This overhead number also tells them that if they take on smaller catering
jobs (e.g., under fifty people), they might not be able to incorporate the entire
overhead-per-event amount into the price of that event. The caterer should build
a portion of the overhead amount into the price of that event, but that amount
should not affect the price in a way that allows the competition to undercut
Greenfields and to take away that business. Greenfields should keep a record of
the deficit amount and incorporate that amount into larger events where it barely
affects the per-person price.

$1,333 (overhead) + MATERIALS + LABOR + PROFIT = PRICE

O MATERIALS

Materials include the cost of food and beverages, plus handling or delivery.
Most caterers have a food cost and a per-person cost for every menu item.
(We will discuss how to figure food cost later in the chapter.) The following is

38 | Chapter 3 Pricing for Profit



the per-serving food cost breakout on the sangria and tapas menu items for
Greenfields Catering:

Olé sangria $1.12
Sizzling shrimp tapas $1.25
Grilled chicken tapas $0.50
Tapas-style potato salad $0.25
Grilled vegetable tapas $0.75
Egg and potato torta $0.25
House-cured olives and roasted peppers $1.15
Orange flan and fresh fruit $1.25
TOTAL FOOD COST PER SERVING $6.52

The owners figure each of the fifty guests at the party will have two servings of
everything, so they multiply the total per serving by 100 and get $652, their materi-
als cost.

$1,333 (overhead) + $652 (materials) + LABOR + PROFIT = PRICE

0 LABOR

Labor costs include the cost of service and might include the cost of food
preparation as well. Labor costs include Social Security taxes (FICA), vacation time,
compensation for personal or sick days taken, and other benefits, such as health
or life insurance.

Greenfields Catering counts the cost of its full-time food preparation employ-
ees in its overhead, but figures its labor costs for part-time or hourly wait staff and
other workers, such as valet parking attendants and coat checkers, as a variable
expense directly related to each event.

Because the tapas and sangria will be passed butler style, the party of fifty only
needs four part-time waitpersons, who will also assist with setup beforehand and
cleanup afterward. At $20 per hour (the part-time hourly rate for wait staff in the area),
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the combined labor cost is $80 per hour. A typical appetizer party lasts for two hours
and requires an hour setup time and an hour afterward for cleanup.
The total charge for the wait staff is then 4 (hours) x $80 = $320.

$1,333 (overhead) + $652 (materials) + $320 (labor) + PROFIT = PRICE

O PROFIT

Greenfields Catering needs to make a profit of $100,000 this year. Its owners divide
this profit figure by the estimated number of booked events, the same way they
figured their overhead:

$100,000 / 150 = $666
$1,333 (overhead) + $652 (materials) + $320 (labor) + $666 (orofit) = PRICE
Now, they can figure the price for the spanish tapas party:
$1,333 (overhead) + $652 (materials) + $320 (labor) + $666 (orofit) = $2,971 (price)

That number is rounded up to $3,000 and divided by 50 (people), yielding a per-
person price of $60.

Greenfields Catering uses this equation as a starting point for pricing each
event. An event for 500 guests will require a far greater share of the overhead—
and yield a more-than-average profit. Greenfields Catering could decrease these
amounts in pricing its Spanish tapas party for fifty if it had large events booked to
make up for the shortfall. Arriving at a fair, competitive price for a client—and a prof-
itable one for the caterer—is always the goal.

Once Greenfields Catering has priced this party, the event planner can prepare
a fact sheet, knowing that the cost of this party is $60 per person for fifty people. For
100 people, the overhead and profit figures would stay the same, but the materials
and labor costs would double ($652 x 2 = $1,304 material; $320 x 2 = $640 labor):

$1,333 (overhead) + $1,304 (materials) + $640 (labor) + $666 (orofit) = $3,943 (price)
The sum would then be rounded up to $4,000 and divided by 100 (guests), for a

per-person price of $40. The more guests, the lower the per-person price for your
client.

40 | Chapter 3 Pricing for Profit



When the event planner prepares a proposal for a prospective client, the
overhead and profit costs need to be built into the room charge or the per-person
cost of each menu item. The client should never see the behind-the-scenes pricing
equation.

When the owners of Greenfields Catering were figuring out costs for the Spanish
tapas party for fifty people, they knew they had to charge $60 per person to make
a profit. All caterers (as well as restaurateurs) mark up each menu item differently to
arrive at the target amount. On the proposal to the client, Greenfields Catering might
break out the expenses as follows, charging four to five times the food cost of each
item plus a room charge in order to incorporate the overhead and profit expenses:

PROPOSAL: SPANISH TAPAS PARTY FOR FIFTY

Room setup charge $430.00
Staffing $320.00
Subtotal $750.00

MENU (PRICES PER PERSON)

Olé sangria $10.00
Sizzling shrimp tapas $10.00
Grilled chicken tapas $ 5.00
Tapas-style potato salad $ 2.50
Grilled vegetable tapas $ 5.00
Egg and potato torta $ 2.50
House-cured olives, roasted peppers $ 5.00
Orange flan and fresh fruit $ 5.00
Total per person $45.00
x 50 people = $2,250.00
GRAND TOTAL $3,000.00

or

$60 per person, all inclusive
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CALCULATING FOOD COST

Food cost refers to the total cost of a food item; food cost does not include utili-
ties, labor, or supplies. Caterers must know the food cost for the food and beverage
items they serve in order to price them for clients. Catering menu items should be
marked up by the industry norm—three to five times their cost—in order to help
cover overhead and profit.

Here is the equation for figuring food cost:

AS-PURCHASED

COST PER UNIT = NUMBER OF UNITS

To cost out one apple pie, you would figure out the cost of each ingredient. If you
bought 5 pounds (80 ounces) of flour for $1.00 and you need 8 ounces for the pie
crust, your cost per unit would be:

FLOUR = $1.00 / 5 Ibs (80 oz) = $0.20 per Ib, or $0.10 for 8 oz

After you have the price per pound, you need to calculate how much the cost is for
your specific recipe. In the example given, you did not use 1 pound of flour. The
recipe called for only 8 ounces.

Flour = $0.20 per pound / 16 (for the 16 ounces in a pound) = $.0125 per
ounce of flour

Then multiply the cost per ounce by the number of ounces used in the recipe.

FLOUR = $.0125 x 8 OZ = $0.1

Your cost for the flour alone in the apple pie will be $0.10, or ten cents.

(To help with other calculations, see the Equivalency Charts on page 292).

Then, you figure the unit cost of each of the other ingredients. Your unit cost
list for the recipe might look like this, where APQ stands for as-purchased quantity,
or the number of units, and APC stands for as-purchased cost, or the price for
the item.

Beverages are figured the same way. If a 1-quart (32-ounce) bottle of cider
costs $4 wholesale, that is the unit cost. If you figure 8-ounce pours for mulled cider,
the cost per serving is $1.

As in restaurants, wines and spirits are often marked up 100 percent or more,
especially when served by the glass. Your cost per serving of a 4-ounce glass of
Chianti (at $12 wholesale cost) will only be $1.50, but you could charge clients $6
or $7 per person.
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RECIPE COSTING FORM

MENU ITEM  Greenfields’s Apple Pie

NUMBER OF PORTIONS 8

COST PER PORTION  $0.625
FOOD COST 10.4%

SIZE

DATE June 2014

SELLING PRICE

approx 4 oz

$6.00

ORIGINAL RECIPE PURCHASE QTY TOTAL COST
EDIBLE PORTION QUANTITY

Flour 8 oz 100
Butter 8 oz 100
Apples,

Granny Smith EeE e
Sugar 4 0z 100
Cinnamon,

Ground 1 tsp 100

51b

8 oz

10 ea

4 0z

1 tsp

1.00

4.30

275

2.00

9.60

ea

Ib

qt

$.10

$2.15

$2.20

$.50

$.05

RECIPE $5.00

Greenfields Catering Apple Pie costs $0.625 per serving.

Maintaining a consistent food cost is difficult. Arbitrary pricing, waste, theft,

and poor supervision can all increase food cost and jeopardize profits. Most

caterers monitor their food cost on a monthly basis. The process starts by taking

a physical inventory of product the last day of each month, pricing it, then adding

to that figure the total food purchases for the following month. Another inventory

is taken on the last day of that month. This figure is then subtracted from the

previous figure, establishing the cost of food sold for the month. The cost is then

divided by the total sales for that month, determining the food cost percentage for

that period of time.
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OPENING INVENTORY (DECEMBER 31, 2015)
+ PURCHASES (JANUARY 2014)
- CLOSING INVENTORY (JANUARY 31, 2014)

= COST OF FOOD SOLD (JANUARY 2014)
+ TOTAL SALES (JANUARY 2014)
= FOOD COST PERCENTAGE

Even the lowest food costs, however, do not guarantee success. The food cost
percentage only represents the relationship of cost to sales. If sales targets are not
met, food purchases will be low, and the food cost percentage may remain constant.
However, the percentage of fixed expenses, such as rent, insurance, utilities, and
taxes, will rise when sales figures are not met, bringing the percentage of profits
down or even creating a deficit.

0 AVAILABILITY OF PRODUCT

When pricing a menu for a proposal, the event planner should have up-to-date
knowledge of the cost and availability of ingredients. This information is available
from kitchen and purchasing personnel or directly from the caterer’s purveyors.
While many ingredients are readily available in major metropolitan areas, they may
not be for a caterer located in a rural area. Many ingredients are available through
general food purveyors such as SYSCO or US Foodservice. These full-service com-
panies, and others like them, provide fresh produce, meat, and seafood, as well as
dry goods and sundries. They operate internationally and can usually accommodate
any caterer regardless of location.

Specialty items such as wild mushrooms, fresh truffles, game, wines, and
certain cheeses may need to be purchased through companies that specialize
in these products. A caterer must network or use the Internet to find sources for
these items. Many companies have Web sites that display their products along
with pricing and shipping information. It is usually possible to have these spe-
cialty items delivered within days, regardless of your location. Any premiums on
these products need to be accounted for and transferred to the client whenever
possible.

Certain products vary greatly in price depending on supply. Prices for fresh
products such as meats, seafood, fruits, and vegetables vary the most. When the
meat industry has production problems or if foreign embargoes of meat have been

44 | Chapter 3 Pricing for Profit



issued, prices will increase. When there is a surplus of specific cuts or types of ani-
mals, prices for meat usually tumble.

Seafood prices react to similar circumstances. Other factors, such as migra-
tory patterns, reproductive cycles, and biohazards also affect availability. Fresh fruits
and vegetables are usually at their lowest cost and best quality when in season.
Using local produce usually translates into getting fresher and more readily available
ingredients.

Anyone responsible for purchasing food should compare various suppliers
before buying. The specifications for the various ingredients should be matched, and
the price and service evaluated, before making a decision.

Before you open your catering business, you should have a selection of reci-
pes with their costs—both to you and to the client—established. And you should be
able to alter some of your recipes without sacrificing quality. For example, if you can
offer Recipe A, made with wild chanterelle mushrooms, and a lower-cost version,
Recipe A1, made with fresh cultivated oyster mushrooms, you can bring down the
unit cost of the recipe (and thus the per person cost of a dish), thereby appealing to
a wider range of clients.

0 PORTION CONTROL

Beyond accurate pricing, you have to make sure that the portion amounts called
for in the recipe are carried through to what the kitchen serves. Successful caterers
use kitchen scales to make sure all guests receive a 6-ounce portion of salmon fillet;
they use 2-ounce scoops to portion out sorbet. Accuracy will help keep you on the
road to profitability.

O HOW SEASONALITY AFFECTS COST

As previously mentioned, fruits and vegetables harvested during their peak growing
season will often cost less than at other times of the year. When these products are
not in season, they are often imported from other countries or transported longer
distances from areas where they are ready for harvesting. Both of these scenarios
considerably raise the cost of the product.

Pay attention to the seasonality of items locally produced to obtain the best
quality at the best price. But also be aware of the seasonality of items that are
imported from elsewhere, as they will be comparatively less expensive at their
peak season regardless of where they are produced. If you are unfamiliar with
the seasonality of a particular food, consult a source that will give you a break-
down of the seasonality of an item by region. Employ this practice with the use
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of specialty produce items that are most affected by seasonality. Examples of
such items are:

Apricots Cherries Kumquats Pomegranates
Artichokes Corn Mandarins Pumpkins
Asparagus Currants Melon Rhubarb
Beets Fiddlehead Mushrooms Strawberries
Berries ferns Nectarines Tomatoes,
Brussels Figs Peaches heirloom
sprouts Herbs Plums Watermelon

Holidays also affect the price of food and beverage products. For example, cav-
iar is much more expensive if purchased the week before New Year’s Eve due to
increased demand. Frozen turkey prices often drop a week before Thanksgiving due
to industry stockpiling. A smart caterer will use suppliers as a resource for informa-
tion relative to trends in food and beverage costs.

Inflationary costs must also be considered when pricing menu items for future
events. For example, a caterer analyzes inflation and determines that food prices
have risen an average of 6 percent per year over a three-year period. The caterer
can use that figure when pricing an event scheduled a year or more into the future.
Better forecasting allows the caterer to ensure a fair profit without having to go back
to the customer and renegotiate the price.

Plating and Presenting for Profit

It’s said that people eat with their eyes first. The way food is presented to the
customer clearly sets the first impression; however, taste is always paramount.
Food that looks good but tastes bad will undoubtedly cause problems, rang-
ing from instant complaints to long-term damage of one’s reputation. Caterers
should strive to present their menu items in modern and current-trend-inspired
ways. At the same time, additional costs resulting from extra ingredients and/or
service ware must be considered to maintain targeted profit margins and remain
competitive.
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CHOOSING THE BEST STYLE FOR YOUR MENU

Generally, there are two basic philosophies and a lot of gray area in between when it
comes to service ware for food presentation. Some caterers choose simple service
ware, such as plain white china, to present their menu items. These caterers believe
that the food itself has visual flavor that will transcend onto their customers’ palates.
For example, simple white or ivory china will showcase any food that is placed on it
and works best for multicolored food items.

Other caterers choose artistic and often eclectic service ware for their rep-
ertoire. Many incorporate other types of edible and inedible props into the plate or
platter presentation. Some of these designs range from random pieces of broken
marble to wooden planks resurrected from used wine cases. Many caterers will line

platters with edible items such as banana leaves or corn husks and serve finger
foods on top. Other popular trends include serving bite-size food in Asian-inspired
soupspoons or skewer with fresh bamboo chards.
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Before purchasing or renting service ware, caterers must consider:

Durability

Replacement availability

Ease of service

Ware washing

Overall food safety

Plates or platters that are rare or extremely fragile may be beautiful and

practical for very small, upscale events, but it is risky to use them for larger events
with lesser skilled personnel. In addition, replacement costs might be high and
unpredictable. It is best to purchase service ware that can be replaced at the click
of a mouse or ordered over the phone rather than commissioning an artist to create
replacements.

TRAINING YOUR STAFF

It’s important to remember that servers and other front-of-the-house personnel must
transport food from the kitchen to the guest. Service ware that is unreasonably
heavy or bulky may be impractical and difficult for the servers to keep level when
moving from the kitchen to the dining areas. It is wise to conduct some practice
sessions where your service staff will get a better sense of the best ways to hold
and carry your chosen service ware, thus avoiding an unwanted accident during an
actual event.
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CARING FOR YOUR SERVICE WARE

Plates and platters should be able to be cleaned by commercial dishwashing
machines. All health codes will require service ware to be washed and sanitized at
high temperatures, which are challenging to maintain by hand washing. In addition,
service ware should be composed of materials can withstand those temperatures
and won'’t shatter, crack, or melt. Some materials, such as unglazed clay pottery, are
porous and can harbor bacteria and other harmful food-borne organisms and may
not be safe even after proper cleaning. All service ware should be stored in areas
where the traffic is limited and fragile items will not have to be moved excessively.
Plate dollies with covers are best for ease of movement and also as a guard against
dust, grease, and other airborne contaminants.

ARRANGEMENT OF FOOD

Effective and attractive food presentation is dependent on many factors, including
temperature retention, moisture loss, and the nature of each component on the
plate. For example, lightly textured sauces will spread rapidly on a flat plate and
should be served in a shallow bowl. Food that cools quickly should preferably be
served on a warm plate but also arranged in a manner that holds in heat. This can
be accomplished by arranging the food in a more unified style. By placing the com-
ponents in the center of the plate and slightly overlapping, the overall density and
height of the food is increased, allowing for both more heat retention and greater
attractiveness. Although it might be unavoidable to plate some food ahead of time,
the best presentations are usually not associated with food that is plated far in
advance of serving. The palatability of food depends not only on flavor and taste
but also on moisture content. Food that is plated too early usually results in some
surface dehydration, which adversely affects texture and mouthfeel.

PRESENTATION BASICS

The shape, height, and color arrangement of food provides much of the visual
interest and appeal. Cubes, cylinders, spheres, and pyramids are just some of the
shapes food can assume. You can alter the natural shape of a food by cutting or slic-
ing it. To give height to foods that are naturally flat, you can roll or fold them, arrange
them in piles or pyramids, or use serving pieces to raise foods.

The color of a food can be used as an element in design. We associate with
colors in very specific ways. Greens give the impression of freshness and vitality.

Plating and Presenting for Profit | 49



Browns, golds, and maroons are warming, comforting, and rich; orange and red are
intense, powerful colors. Colors that harmonize are those that touch each other on
the color wheel or rainbow. Clashing the natural colors of food is rarely a problem.
A more common concern is the overuse of a single color on a plate or food display.

FUNCTIONAL VERSUS NONFUNCTIONAL GARNISHING

Adding decorative garnishes to food may provide that “wow” factor that the guests
of catered events look forward to. It's important to remember, however, that those
garnishes raise the costs as well and need to be accounted for before pricing takes
place. In the past, it was not uncommon to see sprigs of parsley or watercress
adorning the catering plate. While it is true that parsley and watercress are edible
and nutritious, the guest would rarely consume them and the dishwasher would end
up scraping them from the plate into the garbage heap. Another popular garnish
was the cheesecloth-wrapped half of lemon, which contained more juice than the
chef would ever intend to be used on the plate of oysters that it accompanied. A
more modern approach is to use functional garnishes that contribute to the dish.
An example of this might be crispy, sliced shallots that are placed on the center of
a grilled pork chop or curls of Grana Padano cheese scattered across an arugula
salad. The color, shape, and style of the serving vessel can also provide enough
visual interest to eliminate the need for forced garnishment.

In Chapter 4, we’ll discuss how to set up a professional and efficient catering
kitchen.
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Setting Up the
Catering Kitchen




he design and function of your catering kitchen is key to the success of

your catering business. When you set up the physical plan of your kitch-

en, you will also be setting up systems for food receiving and storage,

food preparation and assembly (and, if you’re an off-premise caterer,

transportation), worker and food safety, and cleanup. The kitchen staff

will be able to produce food much more efficiently and safely with the
proper equipment and systems in place.

Kitchen Design and Construction

First, let’s look at the kitchen itself. Most catering entrepreneurs hire an architect
with experience planning foodservice facilities to create the layout for their facility.
If you have ideas for the design of the facility, your architect will be able to tell you
whether they are practical and, if so, work them into the overall plan—or get you to
rethink them if they’re not. An architect will also recommend items that you might
not have considered, such as special electrical configurations for outlets, task light-
ing, and ventilation.

After you and your architect agree on a layout for the facility, the local building
inspector will need to approve the plans and issue a building permit before con-
struction can begin. When the construction is complete, the building inspector will
inspect it before issuing a certificate of occupancy. The local health and fire depart-
ments will also need to inspect and license the facility prior to use.

Before any equipment is installed, all the infrastructure—plumbing, HVAC
(heating, ventilating, and air-conditioning), and electrical systems—must be in place.
These systems will require inspection by local building department officials before
they are covered by floors, walls, and ceilings. There will be specific requirements as
to the gauge of electrical wires, the diameter and composition of drain lines, and so
on. The general contractor and anyone else that is subcontracted need to be aware
of and comply with these requirements.

Make sure you have an electrical system that can accommodate the expan-
sion of your business. If you constantly blow a fuse when you’re getting ready for an
event, you will lose time, money, and those workers who become frustrated with your
infrastructure. Make sure you place ample electrical outlets where you will need them.

Designing a kitchen that can be cleaned easily is also very important. Many
kitchen walls are made of ceramic tile, which is not porous and cleans well. Kitchen
flooring is also commonly tile. Another flooring option is poured epoxy flooring,
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which has also proved to be safe, sanitary, and easy to maintain. Kitchen floors
must have floor drains to allow for them to be hosed down without excessive water
buildup.

KITCHEN LAYOUT

Just as your business plan determines how you will run your business, your kitchen
layout plan will determine how you run your kitchen, so make sure it is detailed and
practical. The layout and size of your production facility will also affect menu design.

The main areas of a commercial kitchen include receiving and storage, clean-
up, production, and office space. When you design your kitchen, think about flow.
Efficiency of motion will help everyone work smarter—more quickly and efficiently.

Start with the flow of goods. Ideally, storage areas should be located near the
delivery and loading area. This will prevent product deliveries from passing through
and disrupting the kitchen’s production area. For off-premise caterers who transport
products from their facility to clients’ venues, the loading area should be located
near the walk-in coolers where the product will be stored prior to an event.

Production areas for hot and cold foods should be separate. Hot foods should
go from prep area to stove to hot box or an area where they’re kept hot until assem-
bly and serving time. Ideally, cold food, meat, fish, and dessert preparation should
be in areas that are air-conditioned or refrigerated. Cold foods flow from prep area
to refrigerator, freezer, or walk-in cooler. Rolling racks should be placed near the
appropriate prep workspace so food can go from prep table to sheet pan to rack
easily, then be wheeled to the oven, tilt skillet, or walk-in box. Some caterers also
have a designated baking section with prep tables, industrial-size mixers, multiple
ovens (possibly even convection ovens), and all the accoutrements needed for bak-
ing bread, pastries, and cakes.

The cleanup and storage areas for pots and other equipment should also be
located in a space that doesn’t interfere with production. Dirty pots, pans, and uten-
sils should flow away from the production, cooking, and baking areas.

All caterers need an assembly area. Many plated menu items are best execut-
ed in assembly-line fashion. Whenever possible, use stainless-steel prep tables on
wheels. These tables are easy to clean and can be arranged in many configurations,
allowing workers to access all areas of the tables. Using one worker to place each
plate component is the quickest way to assemble plates, but this method is rarely
cost-effective because it requires so many workers. Intricate plating in a small, ill-
equipped area can, however, lead to inconsistent and substandard products and
service. In larger operations such as hotel banquet facilities, conveyor belts are
sometimes used to move plates down the assembly line, freeing up both of the
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worker’s hands and allowing fewer workers to place multiple items simultaneously.
Another common method is cold-plating food and then reheating it on the plate in
an oven or warmer close to service time.

Equipment that needs to be plugged in should always be near an electrical
outlet; heavy equipment should be on locking casters to make it both easier to move
and hold in place.

CATERING OFFICE

An office area is helpful for keeping distractions such as telephones and computers
out of the general workspace. An office also serves as a place to have private con-
sultations and conversations with potential clients and employees.

Catering to People with Dietary

Restrictions or Preferences

CUSTOMER CONCERNS

Approximately 2 percent of the United States population has some form of food
allergy or intolerance. Many more believe that they experience some level of dis-
comfort after eating certain foods.

These problems range from enzymatic deficiencies such as lactose intoler-
ance to allergic reactions, which are an immunological response to a specific sub-
stance, most commonly a protein.

Some of the most common problematic foods for people with these condi-
tions are:

e Dairy products (lactose)
e Mushrooms

¢ Nuts and seeds

e Seafood

e Soy

¢ Wheat gluten

More and more, foodservice operations of all types are addressing these
issues and becoming proactive and providing to their customers more detailed
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menu descriptions and ingredients lists, and also by printing specific warnings on
their menus or product descriptions.

ASK YOUR CLIENT FIRST

Caterers have a greater challenge than most other types of foodservice establish-
ments simply because most of the people that they serve do not order the food that
is provided for the event that they are attending. It has become fairly common prac-
tice for caterers and event planners to routinely ask their clients if any of the guests
attending the planned event may need special dietary considerations; however, the
caterer can never completely ensure that the information that they receive is 100
percent accurate. There are several ways for caterers to limit the risk of their guests
consuming foods that may cause an adverse reaction.

BE PROACTIVE

First, don’t hide the usual suspects in the food. For example, bread crumbs used
to bind the stuffing in a mushroom will not be visually evident. Guests with gluten
intolerance will happily eat them unless they are able to ask the server if there are
any bread crumbs or wheat flour in the recipe. In addition, the server needs to be
informed as to the potentially harmful ingredients or else he or she may give the
guest incorrect information. A better solution might be for the catering chef to bind
the mushroom stuffing with chickpea flour, cooked potato, starchy vegetable or rice
purée, or simply by cooking out the moisture through reduction.

Shellfish allergies are fairly common, and a simple way to prevent an allergic
person from eating shellfish is to serve it in larger, more identifiable pieces and not
to cover it completely with an opaque sauce.

There are more creative solutions, as well. Many cold hors d’oeuvre are pre-
pared with a base of bread, toast, or cracker, most of which contain wheat flour. By
using hollowed-out small potatoes or cucumber disks or vegetable chips as a base,
the caterer may be able to avoid using wheat gluten altogether in these menu items.
In addition, many gluten-free ingredients and convenience products are becoming
more commonly available.

Lactose, a sugar found in milk products, can cause mild to severe gastric
disturbances in people who are deficient in lactase, the enzyme that helps digest it.
Caterers can use lactose-free dairy products such as those made from soy, rice, or
almond. It’s important to remember, however, that some people, perhaps a smaller
percentage, may be allergic to these products. Service staff should be educated
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as to which common allergens are present in each menu item and should be able
to answer questions about whether a dish contains wheat, dairy, soy, nuts, mush-
rooms, or shellfish. They should also have easy access to more specific nutritional
information for people who have less common allergies or intolerances.

DESIGNING A SAFE MENU

The following sample spring-summer menu items are contemporary and enticing,
yet do not need to include wheat gluten, shellfish, or dairy products:

0 HORS D'OEUVRE
e Green Papaya Salad and Chicken Satay
e Wild Mushroom Vol-au-Vent
e \/egetarian Sushi Roll
¢ Heirloom Tomato and Goat Cheese Tart

0 APPETIZERS
e Avocado and Crab Salad
e Summer Melon Salad with Prosciutto
¢ Roasted Beet Salad

O MAIN COURSES
¢ Roasted Miso-Marinated Salmon with Stir-Fried Napa Cabbage
e Rack of Lamb Persillade
e Beef Tenderloin with Blue Cheese Crust

0 DESSERTS
¢ Fresh Strawberries Macerated in Aged Balsamic Vinegar
e Chocolate Pot au Creme
e Warm Chocolate Cake

HEALTHY OPTIONS

While it’s true that food intolerances and allergies can cause acute discomfort, pain,
or worse in the short term, many guests have other food preferences based on
health consciousness. Caterers that compete well in the marketplace can provide
their concerned customers with menu items that are low in carbohydrates (both
starch and/or sugar) and fat, as well as vegetarian and vegan options.
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Regardless of whether notification is provided to the caterer regarding dietary
preferences, it is recommended that some of the menu items be designed to be
“neutral” and appealing to herbivores, carnivores, and omnivores alike. A good chef
can design menu items that are mutually healthy and delicious.

DIETARY RESTRICTIONS BASED ON RELIGIOUS BELIEFS OR
CUSTOMS

While the kitchen staff will usually be aware of what ingredients are used to create
food for the catered event, it is more important that the front-of-the-house staff be
informed as to which items contain potential allergens or ingredients with which the
guest may be concerned. Religious and cultural customs and traditions also dictate
what foods some people will want to avoid. Strict observers of Jewish or Muslim
dietary laws will only consume catered food prepared by kosher or halal caterers,
respectively. These caterers understand and comply with the specific requirements
for certification in these areas and usually have oversight from a third party such as
the Orthodox Union or Islamic Food and Nutrition Council of America.

Many guests might not be strict observers of their religious or cultural order,
and yet might still choose to avoid some traditionally prohibited foods such as pork,
beef, or shellfish. A good caterer will be knowledgeable of most religious and cultural
food-related practices and be able to provide appropriate menu consultation. For
example, a nonkosher caterer should not suggest bacon-wrapped shrimp as an hors
d’oeuvre for the cocktail hour at a bar mitzvah. If the client asks for such an item,
the caterer can oblige.

Essential Equipment

After the kitchen layout design for the utilities, walls, floors, and ceiling has been
completed, the culinary production equipment is ready for installation. Your choices
for kitchen equipment should be based on the menu items you plan to offer, your
anticipated volume of business, the physical characteristics of the building, local
safety and health codes, available fuels, energy efficiency, and, of course, your
budget.
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Every catering kitchen requires a basic set of equipment necessary to prepare
food. Large equipment includes ovens, stoves, exhaust hoods, prep sinks, pot
sinks, vertical mixers, rolling racks (tall, stainless-steel racks on wheels that hold
multiple sheet pans), prep tables (with and without casters), refrigerators, freezers,
dry storage, and pot- and dishwashers. Small equipment includes immersion blend-
ers, tabletop blenders, knives and utensils, china caps and fine-mesh strainers (for
straining large quantities of sauces and purées), colanders, food mills, food-storage
containers, mixing bowls, piping bags and tips, receiving and portion scales, and
oven, meat, and instant-read thermometers.

One way to determine your equipment needs is to construct a menu for a poten-
tial event for 100 people. Look over each recipe and create a list detailing every piece
of large and small equipment you will need to produce that menu. Then envision the
assembly line and how many kitchen personnel will be required to assemble each dish.
If one of your recipe components is a piped vegetable purée, for example, how many
piping bags and tips will you need for a speedy assembly process? What else will you
need? Service equipment, such as steam tables, utensils, ladles, sauce guns, hotel
pans, or bain-marie inserts, should be part of your essential equipment.

The following two examples illustrate how to coordinate equipment with a recipe.

\ DUCK BREAST WITH PORT WINE-PEPPERCORN SAUCE

YIELD: 80 SERVINGS

REDUCTION

Duck bones, roasted, 10 Ib Shallots, minced, 12 oz
Fortified demi-glace, 2 gal Peppercorns, crushed, 1 tsp
Port wine, 1 bottle Butter to finish

Pinot Noir, 1 bottle

DUCK
Duck breast, scored, 80

APPLE GARNISH

Apples, medium dice, 5 Ib Cognac, as needed
Butter, browned, 4 oz Brown sugar, as needed
Orange zest, 1 tbsp Madeira, as needed

Lemon zest, 1 tbsp
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Method

1. Simmer duck bones in demi-glace for 3 hours. Reduce port wine, Pinot Noir,
shallots, and peppercorns to 80 percent and add reduction to sauce. Adjust sea-
soning and flavor. Strain. Whisk in butter, a tablespoon at a time, until the sauce
is glossy (monté au beurre) at service time.

2. Carefully brown duck breasts in tilt skillet, skin side down. Invert just to color the
undersides. Cool on racks on sheet pans.

3. To serve, roast to temperature and slice to order.

4. For the garnish, dice the apples and cook in brown butter. Add the citrus zest and
all other ingredients as needed. Garnish duck by sprinkling around plate.

Equipment List
Standard 4-burner range top to cook the soup
1 cutting board to prepare the vegetables
1 French knife to cut the vegetables
1 roasting pan to roast the bones
One 20-gt rondeau to prepare the sauce
1 tilt skillet to sear the duck breasts
5 sheet pans with racks to hold the duck breasts
One 10-gt rondeau to cook the apples
1 fine-mesh strainer to strain the sauce
One 5-gt bain-marie insert to hold the sauce
1 pair of 10-in tongs to turn the duck breasts during searing
One 2-0z ladle to skim sauce
1 speed rack for storage

1\ NEW ENGLAND CLAM CHOWDER

YIELD: 100 SERVINGS

Cherrystone clams, washed, 225 Potatoes, medium dice, 7 Ib
Water, 48 fl oz Heavy cream, hot, 128 fl oz

Salt pork, ground, 1 1b 8 oz Salt, as needed

Onions, fine dice, 2 Ib 4 oz Worcestershire sauce, as needed
Celery, fine dice, 2 Ib 4 oz Tabasco sauce, as needed
All-purpose flour, 17 oz Old Bay Seasoning, as needed
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Method

1. Combine clams and water. Steam open the clams in covered rondeaus; pick out
the clam meat and chop. Decant broth and set aside.

. Render salt pork.

Add onions and celery; sauté.

Add flour; make roux.

. Incorporate broth; simmer for 30 minutes.

. Add potatoes; simmer until tender.

. Add cream and clams and season.

No 0 s ODN

Equipment List
Two 20-qt rondeaus with lids to steam open the clams
Prep sink in which to wash the clams
Standard 4-burner range top to cook the soup
1 cutting board to prepare the vegetables
1 French knife to cut the vegetables
1 food processor to paste the salt pork
1 fine-mesh strainer to strain the clam juice
1 large sheet of cheesecloth to strain the clam juice
One 20-qt stockpot or small steam kettle to prepare the soup
1 wooden spoon to stir the soup
1 large balloon whip to incorporate the clam broth
One 6-0z ladle
Three 10-gt bain-marie inserts to hold soup

Catering equipment is designed to produce large quantities of food in a safe
and consistent manner. Caterers need equipment not only to prepare and cook or
bake foods but also to hold and then assemble foods at an event site.

EQUIPMENT FOR PREPARING, COOKING, AND BAKING
FOOD

Kitchen scales: A large floor scale placed in the receiving area will allow your
receiving or purchasing agent to weigh foods as they are delivered: You’ll
know immediately if your supplier really has given you the 50 pounds of pota-
toes you ordered. A portion scale is smaller and designed to fit on a work or
prep table. It can be used to make sure each salmon fillet for a dinner weighs
close to 6 ounces, or whatever weight the recipe dictates.
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Blenders, food mills, and fine-mesh strainers: Tabletop blenders and food
mills allow you to purée foods, while china caps or fine-mesh strainers let
you strain them in a more efficient manner. A handheld immersion blender will
allow you to purée a sauce or soup right in the pan.

Mixing bowls: You should have a range of stainless-steel mixing bowls, from very
small to very, very large. Everyone from the prep cook to the baker will use them.

Knives: While formally trained chefs will have their own sets of knives, you’ll still
need knives for your catering kitchen, including paring, filleting, serrated, carv-
ing, and chef’s knives and cleavers. Your kitchen staff should also be able to
keep them sharpened.

Thermometers: Oven, refrigerator, and freezer thermometers are necessary to
make sure your equipment is operating properly and adhering to health codes.
You’ll also need meat thermometers and instant-read thermometers to check
the temperature of both raw and cooked foods—to make sure food has been
cooked to the right temperature, and to make sure food stays at temperatures
safe for serving and storage.

Baking and pastry equipment: Baking and pastry
equipment comes in all shapes and sizes: sheet
pans, loaf pans, cake pans, pie pans, jelly roll
pans, cutters, and 2- to 6-inch rounds; piping
bags and tips; measuring cups and spoons;
whisks, rolling pins, and pastry brushes; and
so on. Many caterers store equipment in trans-
lucent plastic storage tubs with their contents
indicated in marking pen on the lid or the side
of the container.

Vertical mixers: A vertical stand mixer is an invalu-
able tool for baking. You can also use it for
whipping butter, finishing mashed potatoes or
vegetable purées, and preparing cold sauces

This vertical stand mixer from Hobart rests on the floor,
but tabletop models with smaller bowl capacities are also
available. Associated primarily with baking, for which they
are equipped with a dough hook, they can also be fitted
with other attachments that make them useful for preparing
sauces, mashing potatoes, grinding meat, and making pasta.
They can even be used to whip up cake frosting.
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and salad dressings. Vertical mixers come in either tabletop or floor models,
depending on the bowl capacity. They are equipped with a dough hook, wire
whip, and mixing paddle. In addition, most have a shaft on the face of the
machine that allows compatible parts such as a grinding unit, cheese grater,
sausage stuffer, or pasta roller to be attached. Most manufacturers sell these
attachments separately from the main machine.

Food processors, VCMs, and buffalo choppers: Food processors will speed up
the preparation of many menu items. They can be used for making mousse-
lines, mayonnaise, and other emulsified cold sauces; mincing vegetables; and
making spreads. Food processors often have attachments that slice, shred,
and grate. A vertical chopper/mixer (VCM) is essentially a large food processor
with variable speeds. By interchanging the rotating tool that fits into the bowl,
a VCM can be used to prepare dough and blend foods more gently than a
conventional food processor. A buffalo chopper has a rotating blade set verti-
cally that remains stationary as the bowl of the unit rotates. Buffalo choppers,

In addition to slicing, dicing, grating, and
chopping, a food processor, like this one
from Robot Coupe, takes the hard labor out
of emulsifying mayonnaise, hollandaise, and
other cold sauces. Food processors often
come with an assortment of (very sharp)
blades, and have a pulse setting in addition
to an on/off switch.
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A vertical chopper/mixer (VCM), also called a
vertical chopping machine or a vertical cutter
mixer, is like a larger, gentler food processor.
It is used to knead dough and mix foods that
require more finesse than a food processor
can provide. (Because of its size, it can also
handle a much larger volume at one time.)



Slicers slice meat and cheese for
sandwiches, thin bread for cana-
pés, translucent slivers of Parmesan
for salad, and kitchen workers’ fin-
gers if they’re not careful. Slicers
are a dangerous piece of equipment;
only appropriately trained employ-
ees should be allowed to operate
them, and even then only when taking
appropriate precautions.

like vertical stand mixers, have a shaft that accommodates many attachments
such as meat grinders and pasta rollers.

Slicers: Commercial slicers are essential to the catering kitchen. While they are
most commonly used to cut sandwich meats and cheeses, a slicer can be used
for many other menu items, such as thin bread for canapé preparation and
shaved fresh fennel for a salad. Some models can be set to slice automatically,
freeing both the food handler’s hands to work with the sliced product. In addition,
most models come with an attachment that sharpens the rotating blade. The
commercial slicer is one of the most dangerous pieces of kitchen equipment, and
strict safety measures should be posted in the area where the machine is located.

Machines for peeling or cutting vegetables: Machines such as automatic peel-
ers, deseeders, shredders, slicers, and dicers can take most of the manual labor
out of fruit and vegetable preparation. Some technologically advanced models
can even create tourné with an acute accent over the e (seven-sided football)
or parisienne (ball) shapes; however, these machines, while ensuring uniformity,
can be wasteful. Another option is to find a produce purveyor who sells peeled
and precut fresh vegetables. These products sell at a premium price but may
be more practical than purchasing an expensive piece of equipment that is only
used occasionally.

Deep-fryers: Purchasing a deep-fryer for the catering kitchen is a wise deci-
sion, as fried foods are popular with clients. Because deep-fried foods have
limited holding times and get soggy rather quickly, off-premise caterers com-
monly deep-fry menu items in their production kitchens and, after transporting
them to the catering venue, reheat them in ovens to return their crispness.
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On-premise caterers, when preparing deep-fried items for a banquet, may
fry small amounts at a time and have food runners bring them to the banquet
assembly line or buffet in batches. Deep-fryers range from tabletop models
to conveyor units that move food through the hot oil automatically. Most are
equipped with filtering systems that allow the oil to be cleaned regularly, thus
increasing its shelf life. (Models with automatic filtering systems are also much
safer than their predecessors.)

Grills: Many caterers decide to install gas or wood-burning grills as part of their
indoor cooking battery. Grilling food for indoor banquet service is very different
than for a la carte restaurant service, where each menu item is cooked individu-
ally. A caterer will typically grill-mark portion-size menu items on the grill and
then finish cooking them closer to service in an oven. This type of handling may
be problematic because portion-size items without full surface searing may suf-
fer moisture loss during the final cooking period in the oven. Outdoor grilling for
catered events, especially buffet-style events, is much more practical, because

The tilt skillet, also known as a Swiss brazier, Steam kettles (like the ones pictured here
can be used to simmer, sauté, sear, stir-fry, and from Groen) release their contents through
fry large quantities of food. Because it tilts all spigots; tilt kettles tilt to pour out their con-
the way to a vertical position from its horizontal tents. Both are used to cook stocks, soups,
cooking position, it is easy to clean despite its and chowders.

size—its contents or cleaning products can be

emptied quickly.
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the food is cooked fresh and completely as the guests proceed down the buf-
fet line—and there’s a large market for outdoor barbecue-style catering. Many
different models and sizes of grills are available, from portable charcoal to dual-
fueled stationary types. Some caterers build their own by cutting steel drums in
half, installing legs and casters, and placing an adjustable grate on top. The size
and fuel type of the grill you decide on should easily accommodate the events
you cater and the grilling style in your area. Gas grilling requires ample propane
tanks at the ready, but can be an expensive proposition for very large groups.
If you’re a Texas caterer, mesquite is the wood of choice—in hardwood lump
charcoal for grilling or as chips, chunks, or logs for slow smoking. If you fired up
a gas grill at a Texas event, guests would be aghast.

Tilt skillets/Swiss braziers: The tilt skillet is one of the most practical pieces of
cooking equipment in catering. The tilt skillet has a thermostat that keeps its
temperature consistent. The tilt feature allows for easy removal of liquid prod-
ucts, such as soups or stocks, and makes it easy to clean. Its uses include boil-
ing liquids, simmering, sautéing, searing, stir-frying, and shallow or deep-frying.

Steam-jacketed or tilt kettles: A steam or tilt kettle is not as versatile as a
tilt skillet, but it cooks stocks and soups better. Models will vary in size and
capacity, ranging from 10 to 100 gallons. Steam runs through a stainless-steel
jacket in most models, ensuring even heat over the entire cooking surface.
Not only can it boil large amounts of water very quickly, but it can also keep a
stock cooking for hours at a perfect simmer. Certain models have spigots that

release the product, while others tilt.

A convection steamer without an
internal steam generator needs to be
connected to a building’s steam or
water lines so it can produce steam on
demand. Chefs like convection steam-
ers because they cook food quickly
while retaining its natural color, flavor,
and nutritional value.
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Convection steamers: A convection steamer is a tightly sealed compartment, big

enough to hold multiple sheets or hotel pans, into which pressurized steam is
pumped. If the model does not have an internal steam generator, this type of
steamer needs to be connected to steam or water lines. Larger operations may
find it practical to have a remote steam generator that operates multiple pieces
of equipment. The main advantage of a convection steamer is that it produces
steam instantly, reducing the overall preparation time of certain foods.

Rolling racks and rack ovens: Virtually all caterers use rolling racks, sometimes
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referred to as speed racks, to organize and store food. These racks hold
standard full- or half-size sheet pans. It is wise to purchase sturdy models
with locking wheels made of aluminum alloy or stainless steel. Special rack
ovens are designed to cook foods without removing them from these rolling
racks. (Obviously, plastic rolling racks cannot be used with them.) A rack oven
system is only practical for operations that consistently execute large catered
events. Certain models of rack ovens accommodate a single rolling rack, while
others have the capacity for multiple racks that fit over a rotating carousel for

easy loading and removal.

Caterers often make use of a preplanned system
that includes taking sheets and trays, the roll-
ing racks or speed racks on which they sit, and
the ovens in which they bake, all functioning
together as a unit, like this one from Baker’s Aid.
The sheets and racks are perfect for organizing,
storing, and cooling food; the rack oven accom-
modates the sheets and trays in place.

Setfting Up the Catering Kitchen



Deck ovens: Deck ovens come in many sizes and configurations. Single deck
ovens may be stacked to increase capacity. Steel decks can be interchanged
with ceramic baking decks, which are ideal for baking bread or pizza.
Nonrotating deck ovens may not have a high clearance, making it difficult to
roast whole turkeys and other larger items. Rotating deck ovens have multiple
decks that can usually accommodate up to three or four full-size sheet pans
each. The decks rotate vertically within the oven space, facilitating even cook-
ing. A dial on the front of the oven indicates which shelf is even with the oven
door, which helps the cook know where his or her food is at any given time.
Be careful if you choose a single large-capacity oven. If that oven breaks down
and requires repairs, it will interrupt production. In addition, it is not energy effi-
cient to operate large-capacity equipment if the volume of business does not
warrant it. For these reasons, multiple smaller ovens may be a better choice.

Convection ovens: These ovens come in various sizes and use various kinds
of fuel. They have fans that circulate the heated air inside, dispersing heat

These single-deck ovens (a) from Blodgett—the kind often seen in pizzerias—were
stacked to increase capacity, but the clearance may not be high enough for roast-
ing large game. The dial on the front of this rotating deck oven (b) is telling the
chef that deck 5 is currently even with the oven door. The decks on rotating deck
ovens usually have a higher clearance than their nonrotating cousins.
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more evenly and shortening overall cooking time. Most convection ovens hold

standard, full-size sheet pans and are equipped with computerized timers and

temperature probes. Convection ovens are a popular choice for smaller caterers

and mobile catering units because they are compact, versatile, and dependable.

Combi-ovens: Compact and multifunctional, combi-ovens are an excellent

choice when space is an issue. These combination ovens heat conventionally

as well as with convection, and also have a steam cycle. They have advanced

computerized technology that allows the cook to set specific programs for

certain menu items. Most are designed to hold food at lower yet safe tem-

peratures without overcooking it or drying it out. Some combi-ovens accom-

In a conventional oven, cookware can block
the heat flow, leading to unevenly cooked
food. Because hot air rises, food at the top of
the oven often cooks more quickly than food
on the bottom rack. Convention ovens, like
this four-door model from Vulcan, circulate
air with a fan, so they can operate at a
lower temperature and still cook food more
quickly—and more evenly. And because the
air in a convection oven is the same temper-
ature throughout, food will cook at the same
rate no matter where in the oven it is placed.
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A combi oven, like this one from Rational,
combines several modes of cooking: conven-
tional, steam, circulated hot air (like a con-
vection oven), or a combination thereof. The
combi mode can be up to 50 percent faster
than a convection oven, and is also used to
reheat foods and hold them at temperature
until they are ready to serve.



modate rolling racks, which make it very easy to move freshly cooked food
to a blast chiller or walk-in refrigerator. These ovens are the best choice for
caterers who place food on plates while chilled, place the plates on a rolling
rack, and then reheat the plated food in the combi-oven at service time.

Refrigerators: Proper, practical refrigeration is one of the most important aspects
of food production. When designing the kitchen layout, the choice among
walk-in, reach-in, or lowboy refrigeration should be carefully considered.
Walk-in refrigeration is necessary for storing larger items like raw cuts of meat,
cases of fruits and vegetables, and, of course, prepared items for events.
Many options of each type of refrigeration exist. Size considerations are the
most important: hot or even warm food placed in a refrigerator that is too
small will dramatically raise its overall temperature, causing it to work harder
and posing food safety hazards. For the catering kitchen, walk-in refrigeration
is necessary to accommodate rolling racks of prepared food. These refrigera-
tors should be equipped with powerful condensers and high-moisture coils to
keep the prepared food as fresh as possible. Separate low-moisture, reach-in
refrigeration is best for storing baking and pastry products to help prevent the
accumulation of condensation. Lowboy or under-counter refrigeration is help-
ful for keeping products for assembly chilled and conveniently located. Self-
contained, air-cooled refrigerators located in an area where the temperature is
high usually have a shorter lifespan than those with condenser units that are
remotely located, because they have to work harder to maintain their internal
temperature. Another benefit to remotely located condenser units is that the
noise and heat that they give off is away from production areas. Most refrig-
erators can be equipped with an alarm that goes off when the temperature
rises to an unsafe level. During downtime, the alarm system can alert a central
monitoring station, which, in turn, will notify you by phone. You will then be
able to call for emergency maintenance or move product to another refrigera-
tion unit—and thus prevent a catastrophe.

Blast chillers: Blast chillers are important to many caterers who specialize in
high-volume events. A blast chiller may resemble a conventional reach-in unit;
however, through the use of a higher horsepower compressor and greater air
circulation, it brings down the temperature of food in a fraction of the time.
Most blast chillers will also print out information necessary for Hazard Analysis
and Critical Control Points (HACCP) compliance, such as the temperature of
the product when it first was placed in the chiller and the length of time in the
chiller before it reached the target internal temperature.

Shelving: Proper shelving in work and storage spaces contributes greatly to the
overall efficiency of a catering kitchen. Shelving should mitigate the need for
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employees to leave their workspace for commonly used equipment or ingre-
dients. Shelving in refrigerators should be ample, labeled, and easy to clean.
When purchasing shelving, look for the logo of the National Safety Foundation
(NSF). Shelving certified by the NSF will have specific safety characteristics,
such as rounded corners and rust-proof seams. Locking casters on portable
shelving units help when it is necessary to move them in order to clean the
walls and floors that surround them.

Prep tables: Most prep tables are made from stainless steel and are available
in many different lengths and widths. Some models have overhead or under-
counter shelving and can be put on casters. Because the configuration of prep
tables in a catering kitchen changes according to the menu or style of service,
rolling prep tables are advantageous. Like shelving units, tables that are NSF
certified will have rounded corners and sealed seams. Their legs will be adjust-
able so that the table can be stabilized and not wobble. Wooden worktables
still exist; however, most health agencies do not allow them because they are
porous and difficult to sanitize.

Cutting boards: Cutting boards are available in a variety of materials. Wooden
ones, although easy on the knife, are not recommended because they are
porous and difficult to maintain. Rubberized or plastic cutting boards are
most commonly used in foodservice facilities. They can be cleaned much
more easily than wooden ones and can be sanitized by running them through
a commercial dishwasher, although they sometimes warp. All cutting boards
require periodic replacement because through excessive use, the gouges and
crevices created by chopping and slicing become excellent habitats for bac-

teria and other food-related pathogens.

The stainless-steel prep table
has under-counter shelving
(upper right) on casters and
an extra shelf that slides out
when needed.
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The marble top provides a nonporous
cutting surface.

SPECIALIZED EQUIPMENT FOR MODERN SOUS VIDE
PREPARATION

The popularity and widespread use of sous vide has grown enormously in recent
years in this country and abroad. Caterers have also been using this technique,
essentially cooking “under vacuum,” to help streamline service and ensure consis-
tency of their menu items. Basically, sous vide is the application of heat to a food
product that is vacuum sealed in a plastic bag that is virtually impervious to air and
is then cooked for a relatively long time at a precise low temperature. This combina-
tion of factors allows the chef to achieve remarkable results that can be reproduced
efficiently at a high level of precision and accuracy.

O BENEFITS OF SOUS VIDE COOKING

The basic goal of any type of cooking that one may employ, traditional or sous
vide, is to maximize the organoleptic qualities (color, juiciness, tenderness, flavor,
etc.) of the finished product, while guaranteeing its safety and shelf life. With sous
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vide, the chef has an increased opportunity to accomplish these goals with one
approach. And, even though it should not be considered a preservation technique,
properly cooked sous vide foods do have an increased shelf life. Some of the ben-
efits of properly executed sous vide cooking include: increased juiciness in meats,
less shrinkage and better yield of protein items, consistency of color and texture,
enhanced flavor and nutrition, uniform shape, texture modification, and higher levels
of food safety.

0 USING SOUS VIDE FOR CATERED EVENTS
Although sous vide cooking is mainly used to enhance flavor and texture, some
caterers use the sous vide concept to provide consistency in their presentation and
portioning of their menu items. For example, in advance, individual chicken breasts
for a catered event can be seasoned, sautéed, vacuum packed, and then cooked
to their desired temperature (pasteurized) and rapidly chilled. The chicken breasts
are then refrigerated and then, based on service time, dropped into an appropriated
heated water bath until the proper serving core temperature is achieved. The cooks
then cut the bags open and plate.

This method allows for advance preparation and reheating for service without
the risk of drying out the product, which would be more likely if reheated in a con-
ventional oven.

O EQUIPMENT FOR SOUS VIDE

Basic equipment for sous vide cooking includes a vacuum sealer, immersion thermo-
circulator, digital thermometer, needle probe, and vacuum bags. A good HACCP plan
should be in place before any sous vide cooking takes place to ensure food safety
and prevent contamination from organisms that may thrive in an anaerobic environ-
ment. All caterers must check with their local health department and comply with any
HACCP code that has been set up for sous vide preparation.

O PURCHASING PREMADE SOUS VIDE FOOD

Several companies have made a business from commercially manufacturing
food with sous vide technology designed for catering events. Cuisine Solutions
(www.cuisinesolutions.com) is arguably one of the best choices for purchasing
ready-to-serve menu items produced with the sous vide method. Although these
items do not come cheap, their cost will be offset by savings in labor and equipment
costs. Cuisine Solutions offers high-end seafood, poultry, and meat entrées, as well
as side dishes and desserts. As always, any fundamental decision that a caterer
makes, such as the one to purchase ready-to-serve food instead of preparing it in-
house, requires much careful deliberation.
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EQUIPMENT FOR FOOD HOLDING, ASSEMBLING, AND
SERVING

COOK-AND-HOLD CABINETS: Alto-Shaam, as well as other foodservice equip-
ment companies, manufactures cook-and-hold cabinets, which cook foods
at low temperatures and then hold the food safely until service time. This
equipment is mobile and usually does not require overhead ventilation due to
the lower cooking temperatures. Many caterers roast meats in this fashion, as
the low-temperature cooking, coupled with the state-of-the-art technology,
increases product yield and allows the food to retain more moisture.

Holding cabinets or hot boxes: Portable holding cabinets or hot boxes are
used extensively by most caterers. These units are best used short-term to
hold food just prior to service. Prolonged hot-food holding can lead to quality
deterioration and possible contamination.

Some catering operations plate up chilled or room-temperature food for a
banquet, cover each plate, and stack it in a holding cabinet or hot box until
it reaches serving temperature. To bring cold-plated food up to a hot serving
temperature (re-therm) and avoid danger zone temperatures, it’s better to move
it directly from refrigeration to a combi-oven, let it come to a proper serving
temperature, and then move it to portable holding cabinets. The cabinets can
be moved to strategically located areas, which will help facilitate service.

Thermo-insulated equipment: Thermo-insulated holding units are used for the
same purpose as hot boxes or portable refrigerated units. These portable units
are available in many different designs. Some are designed to transport and
hold food items on sheet or hotel pans, while others are designed to hold and
dispense liquids. Smaller units have double handles to make them easier to
carry; larger ones are usually on wheels. One advantage of thermo-insulated
equipment is that food can be transported easily in it, and later on it can be
used for either hot or cold short-term holding.

These units are well insulated and will gain or lose only one degree per hour if
unopened. (They cannot recover lost degrees because they do not have a power
source.) Off-premise caterers benefit most from the use of these products; on-
premise caterers will benefit more from the use of hot or refrigerated boxes.

Plate trees: Plate trees enable caterers to assemble and store prepared plated
food in a compact and secure way. Most plate trees have vertical rows of rub-
berized pegs that fit plates snugly between them. Plate trees adjust in order
to keep the plates level and secure. All plate trees have locking casters for
easy storage and transfer to and from the plating area. Some plate trees are
designed to be placed in a special oven for reheating the plated food.
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This plate tree’s vertical rows
of rubberized pegs hold plated
food snugly in place, allowing
many plates to be moved from
the kitchen to a service area
by one person.

Plate caddies: Some plate caddies simply hold stacked plates securely, allow-
ing a kitchen worker to move them from place to place without much effort.
Other units can store plates and refrigerate or heat them for service. These
units have several sleeves and are often spring loaded, making them practical
to use for a banquet assembily line.

Steam tables: Most caterers use steam tables while plating hot food at an event.
Often referred to as bains-marie, steam tables come in many designs but
virtually all work by thermostatically heating several inches of water within the
bay of the unit. Some are open areas that allow kitchen workers to hold hot
food in many different vessels, such as hotel pans, bain-marie inserts, pitch-
ers, and even heavy-gauge plastic containers. Others have lids with openings
designed for standard-size hotel pans or specific stainless-steel inserts. Many
models are double-sided, allowing plates to be assembled more quickly.
Some even have variable-speed conveyor belts that move the plate down an
assembly line, allowing each worker to place two food items on each plate.
This function keeps the plates cleaner and can cut down on labor costs.

Off-premise caterers often rent steam tables for their events from party
rental suppliers. Some caterers substitute chafing dishes, but these do not
perform as well because they use canned fuel, which does not heat as effec-
tively as gas or electricity.
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The bay of this steam table, or bain-
marie, holds several inches of heated
water, into which several hotel pans are
then inserted. Steam tables are good for
keeping food hot, but not for bringing
cold food up to temperature.

Steam tables are only meant to hold food, not cook it. There is a high risk
of contamination associated with foods that are brought from a chilled to a hot
state using only a steam table.

Conveyor units: Many caterers use conveyor units to move plates through an
assembly line of plated food. The height of these units can be adjusted to
become level with any work surface. The speed of the belt can be changed
depending on the amount of time necessary for each item to be placed on
the plate.

Sauce guns and squeeze bottles: Sauce guns are conical and gravity fed;
caterers use them to eliminate the mess caused by the use of ladles or pitch-
ers to sauce food. Most sauce guns come with stands that hold them upright
when they’re not in use. Food handlers use plastic squeeze bottles for liquid
plate components. Squeeze bottles work poorly with hot sauces because the
pressure created by heat causes the liquid to dispense erratically, but they are
excellent for cold sauces, syrups, and glazes.

Utensils and portion scoops: Plating food for banquets should be done with
speed and consistency, and that requires special tools. Using a measured
serving utensil such as a portion scoop or disher standardizes the number and
size of portions served. Solid, slotted, or perforated serving spoons can also
be used but make it more difficult to measure precisely.
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Additional equipment: Depending on the identity of your catering operation, you
may also need special equipment, such as delivery vans, vehicles equipped
with cooking equipment and refrigeration, barbecue grills and smokers, or
cooking equipment beyond the basics.

As your catering business evolves, there will be an ongoing need to update menus,
and thus your equipment. Anticipate this by reserving a percentage of profits for the
maintenance of existing equipment and the purchase of new equipment.

Organizing and Managing Kitchen

Receiving and Storage

Once your kitchen layout and equipment is designed for efficient food prepa-
ration and handling, you must establish procedures for receiving and storage,
recipe development and costing, worker safety, and food safety. Each of these
requires its own manual, which can be as simple as a three-ring binder, each
page protected by a plastic sheet protector (so any food spills can be cleaned
off easily).

RECEIVING

There should be a process in place for receiving all goods: foodstuffs, beverages,
and office supplies. The catering business owner, the chef, or a trusted employee
should check over each delivery. Look at the invoice enclosed with the delivery;
check the invoice against the delivered order to make sure the order is complete.
Then, check for quality. If everything is acceptable, initial the invoice and take it to
the office to be processed and paid. Then, store the delivered items. If the delivery
is incomplete for any reason, make a notation on the invoice and call your supplier
immediately.

Keeping good records is an essential business practice. Order and inven-
tory forms, whether blank or completed, should be kept in appropriate files. The
receiving and storage manual should have instructions for receiving, sample order
and inventory forms, your business tax number information, a map of storage
areas in your catering facility and what they contain, and a yearly inventory of all
equipment.
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STORAGE

Your kitchen will have four basic storage areas: secure storage for wines and spir-
its, dry storage for products that are shelf stable, cold storage for foods that need
refrigeration, and frozen storage. To prevent loss, only your most trusted employees
should have access to secure storage. If a prep cook or other employee needs to
check the wines and spirits inventory, a trusted employee should open the storage
area and be present while inventory is taken. Many caterers keep periodic inventories
of food, beverages, paper goods, and so on easily accessible on a hanging clipboard.

Dry storage materials such as containers of olive oil, spices, herbs, rice,
grains, and pasta can simply be stored on open shelving. If you use different types
of pasta, you might want to keep them in large, clear plastic containers with their
contents marked on the outside. Flours and sugars can be kept in covered tubs, also
marked (e.g., all-purpose or cake flour, granulated or confectioners’ sugar).

Your walk-in refrigerator should have a preset arrangement, so products are
easy to find: eggs and milk products on one side; produce on the other—whatever
works for your operation. Label large, plain white commercial containers with black
marker so you can see at a glance what they contain without having to open them.
Keep products that need to be used first at the front of the refrigerator.

When possible, keep raw and prepared foods separate to decrease aroma
absorption from one to the other. In addition, all refrigerated storage must be in
accordance with health department standards. For example, most health depart-
ments require raw poultry to be stored on the bottom shelves of a refrigerator to
prevent cross-contaminating products that may be stored below them.

Anything kept in the freezer should be labeled with the food name and the date
it was frozen, so you can use products before they start to deteriorate. Some cater-
ers keep a list of freezer contents with dates and amounts on a clipboard attached
to the freezer. When a sous chef takes out a container of frozen raspberries, he or
she marks off the amount on the freezer list. This method cuts down on how often
the freezer is opened to check on inventory.

Utensil storage areas should also be labeled. If your operation does a lot of
baking, you will have a variety of cake and tart pans, cake decorating parapherna-
lia, and so on. When possible, keep the equipment in labeled plastic containers so
dishwashers can see at a glance where to put things away.

HOW TO BUY OR LEASE EQUIPMENT

After the kitchen plans are drawn up, the equipment and storage is planned, and
the systems are in place, you have to decide whether to purchase or lease the
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equipment you need. If you purchase new or used equipment, you will own it and be
able to deduct the depreciated costs on your business tax return. If you lease equip-
ment, you will spend less up front. This could be costlier in the long run, however,
if you need to buy to keep up with business demand. Your accountant can run the
numbers and suggest which option is more beneficial.

O BUYING
The best place to view the latest developments in commercial kitchen equipment is
at a trade show for the hospitality industry. Manufacturers rent space on the show
floor to exhibit and demonstrate their line of commercial kitchen products. Their
representatives are on hand to answer any questions regarding the equipment and
can tell prospective buyers where to purchase the items on display. It is sometimes
possible to purchase the showroom models directly from the manufacturer at a
discounted rate. Some caterers attend these shows to view the latest technology in
commercial kitchen equipment, record make and model numbers of specific equip-
ment that interests them, and then shop for them at auctions or online auction sites.
There are also many restaurant equipment dealers who sell comparable used
or reconditioned equipment at much lower prices than new. New equipment can
also be ordered at any local restaurant equipment dealer.

Plans for Growth

Your catering kitchen should be built with growth in mind. Make room in your design
plans for future extra workspace, storage space, electrical capabilities for additional
equipment, and easily accessible entrances and exits. When you set up your cater-
ing kitchen, buy the largest-capacity ovens, refrigerators, and sinks your budget
permits. Large volumes of food prepared in small spaces usually suffer quality loss
or may become unsafe for consumption. Inadequate refrigeration, for example, can
lead to health hazards: If large amounts of warm food are put into a small refrigerator,
the temperature of the refrigerator increases, causing the food to cool too slowly and
become potentially dangerous. In addition, food that is crammed into an oven too
tightly will bake or roast unevenly.

If your business grows beyond the capabilities of your facility, you may have to
move to another location or expand the existing one. Both of these options can
prove much more costly than initially choosing and designing a facility that can
accommodate future growth.
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These dealers have catalogs from many manufacturers that you can check out.
Another possibility for finding used equipment for sale is through foodservice opera-
tions that are shutting their doors. The owners of these failing businesses may want
to liquidate some of their physical assets in order to pay down some of their debt.
Anyone buying this equipment should, however, be very cautious: If another party
has a lien on the equipment, it can be repossessed, leaving the buyer at a loss.

O LEASING

Leasing is another way to get the commercial kitchen equipment you need. Leasing
equipment is similar to renting it, but includes an option to purchase the equipment
at the end of the lease. The leasing company sets a monthly payment, which is
spread over a term of anywhere from twelve to sixty months. At the end of the term,
the equipment can be purchased, usually for a nominal sum. While leasing may be
more affordable in the short term, the overall price of the equipment ends up con-
siderably higher than if it is purchased outright.

Most caterers also buy service contracts through the manufacturer, leasing
agent, or an outside mechanical company. The caterer pays a monthly, yearly, or
one-time premium to cover any necessary labor that may result from equipment
failure or routine maintenance. Most often, replacement parts are not covered by the
service contract, unless the repair falls within the warranty period.

O RENTING

Many catered events require the caterer to rent supplies and equipment from a party
rental service. An on-premise caterer may use such a service when the size of the
party requires supplemental equipment to be brought in or a client requests a spe-
cific service item that the caterer does not own.

For example, suppose a client books a New Year’s Eve event, but after seeing
all the plates you own, requests that the food be served on black plates—which you
do not have. You believe it’s unwise for you to purchase black plates because you
would rarely use them in the future, so you decide to rent them (and, of course, pass
the extra cost on to the client). Or a client might ask you to provide a martini bar. You
may not own enough martini glasses to stock it sufficiently. Renting the glasses is
a better option than purchasing them if you get such a request only occasionally. (If
you decide to offer this service on a regular basis, however, purchasing the glasses
would be a good choice.)

Off-premise caterers use party rental services for most or all of the events
they execute. Off-premise catering usually requires customized planning, and the
caterer needs all of the options for equipment customarily offered by a party rental
company. Although off-premise caterers have a production facility, they may or may
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not have a lot of storage space for extra equipment. In addition, off-premise cater-
ing requires the transportation of all food, beverages, and equipment to the chosen
venue. Party rental companies offer delivery and pickup of their equipment, which
reduces the caterer’s workload.

Off-premise caterers will usually stock samples of service ware, platters, glass-
ware, and flatware to show their clients during the initial or subsequent consultations.
These caterers also show clients dimensions and photos of tables, chairs, tents, and
tabletop setups, as well as linen swatches and napkin samples. Determining rental
needs early in the event-planning process will help the caterer estimate costs more
accurately and expedite a written proposal. The fees for any rented equipment are
passed on to the customer, usually in an itemized format. The caterer usually charges
the client the retail price as written in the product list supplied by the rental company.
The caterer will usually receive a discount ranging from 10 to 20 percent from the
rental company, which will contribute to the overall profit made on the event.

Off-premise caterers often purchase certain items they need for most events
that they would otherwise have to rent, such as serving platters, chafing dishes,
coffee urns, pitchers, and serving utensils, because they do not vary greatly in style
from party to party. It is not unusual for an off-premise caterer to then include these
items as part of the rental list and charge the client the same price for these items
as the rental company would. (This is not unethical, as this is still “renting” from the
caterer.)

Party rental companies usually require their rented equipment to be rinsed,
dried, and packed up before they pick it up. Failing to do so can lead to extra
charges for excessive handling, which are assessed to the caterer. The caterer may
also need to compensate the rental company if any of the equipment is broken or
stolen. The caterer should do an opening and a closing inventory of the equipment
and check to avoid such additional charges. Rental equipment may be delivered
a day or two before the event and should be stored securely. The equipment will
usually be picked up the day after the event and should be stored safely until it is.

Creating a Worker Safety Manuadl

Your catering facility should be safe and secure for both you and your employees.
Inadequately maintained kitchens are dangerous places. It is the responsibility of all
personnel to be observant and report any potential hazards to management, and it
is management’s responsibility to attend to them promptly to avoid accident and
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injury. Workers’ compensation insurance premiums will increase, and productivity
and morale will decrease, as a result of any accidents. You may also accrue overtime
costs from covering the shifts of any injured worker.

To minimize the risk of accidents and injury, implement a comprehensive
training program to educate all staffers on the health and safety hazards that are
commonly present in a catering facility. Some of this information is available from
the Occupational Safety and Health Administration (OSHA) at www.osha.gov, and
can be downloaded, printed, and placed in a worker safety manual. In addition, you
will want emergency preparedness information—what to do in case of a fire, severe
weather, burglary, medical emergency, or power outage —at the ready. Police, ambu-
lance, fire department, and other contact numbers should be posted prominently,
and a flashlight with fresh batteries kept nearby. You will also want to adapt worker
safety guidelines to the realities of your catering kitchen, your delivery vehicles, and
your event sites.

The following checklists should be posted conspicuously in work areas and
included in an employee handbook or worker safety manual.

General Kitchen

e Instruct kitchen workers to clarify instructions for a given task with a supervisor.

e Review any written warning on equipment and verify its proper assembly.

e Lift heavy objects by crouching down and using leg muscles to bear the
weight.

e Keep floors free of liquids, oils, and debris.

e \Wear long-sleeved shirts or jackets, long pants, and closed-toe shoes. Shoes
should have grease-resistant soles.

e Keep first-aid kits stocked and accessible.

¢ Report malfunctioning equipment immediately.

Storage Area
e Keep all shelving free of protruding material and the items on the shelves
stacked neatly.
e Use hand trucks when moving heavy cases.
e Keep floors dry and swept.
e Do not stack food items directly on the floor. Use skids or crates to create a
space between the food and the floor.

Cleanup Area
¢ Do not operate automatic dishwashers unless you are properly trained.
e Do not put any breakable objects near pot sinks.
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Do not pull dish racks out of an automatic dishwasher prematurely.
Do not place hot cookware at the pot-washing station without warning the
pot washer.

Production Areas

Check to see if any machine is plugged in before turning it on.

Do not wear hanging earrings or other jewelry that can become entangled in
any kitchen machine.

Do not wear loose clothing.

Use any supplied safety guards when operating a kitchen machine.
Concentrate on the task at hand. Distraction is the cause of most kitchen
accidents.

Do not feed food into a grinder without using the proper plunger.

Always cover blenders before turning them on.

Never take your eyes off your work when operating a meat slicer.

Never clean the blade while the machine is plugged in.

Allow steam to escape slowly while opening a pressurized steamer after use.
Always check to see if the attachments are properly fitted before operating a
vertical mixing machine. Never put your hands in the bowl while in operation.
Check all power cords for damage and do not operate any machine if bare
wires are exposed.

Do not use any equipment if you are unsure of its operation until receiving
direction from someone who knows how to use it.

Keep knives sharp. Dull knives can slip off food items and cause lacerations.
Keep floors dry and grease-free.

Creating a Food Safety Manual

In addition to worker safety, you’ll also have to practice food safety. In the catering
business, large quantities of food are generally prepared in a central kitchen and

distributed to clients. Proper cooling and hot-holding techniques are critical for pre-
venting the growth of possible food-borne pathogens.

The outbreak of a food-borne illness stemming from one of your catered

events would likely destroy your reputation and business. Food-borne illness can
be avoided if you and your employees follow safe food-handling practices. Provide
safe food for your clients by following food safety guidelines. When you set up your

catering kitchen, you should also set up food safety procedures.
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Make sure that you and your employees are current with state and local
regulatory requirements for foodservice establishments to ensure that the food you
provide to your clients is safe and wholesome. Usually, one of those requirements
is that a key employee on your kitchen staff—or you as the catering owner—pass a
food safety course (usually offered at a community college) and be certified by the
appropriate health authority. This person becomes responsible for making sure that
all kitchen and serving staff adhere to food safety requirements —especially and criti-
cally, washing their hands before, during, and after handling foods.

Food safety begins with the safe handling of food as soon as it enters the
catering kitchen and ends with the proper handling of leftovers and cleanup after
the catered event. Food safety information needs to be included in an operations
manual so that your kitchen staff can refer to it easily in case they have questions
or concerns. Much of this information is available from your local and state health
departments. You can simply photocopy that information to include in your manual.
But you, as a caterer, will also have food safety systems that you want to spell out
or have executed in a unique manner. This information you’ll have to create yourself.

Here are some basic food safety tips that you can adapt for your own food
safety manual:

Tips for Purchasing and Storing Food Safely

e Purchase high-quality foods from a reliable vendor. The food should be in
good condition (with the packaging intact), fresh (not beyond its expiration
date), and stored at the proper temperature.

e Store potentially hazardous foods, such as meat, poultry, eggs, milk, and fish,
immediately in the refrigerator (33° to 40°F) or the freezer (-10° to 0°F).

e Store dry staples at 50° to 70°F.

e Practice first-in-first-out (FIFO) to ensure the safety and quality of your menu
items. Labeling foods by type and date lets you know which were stored first
SO you can use them first.

e Thaw frozen foods in the refrigerator eighteen to twenty-four hours prior to
preparation. Thawing them under cold running water (< 70°F), in the micro-
wave, or extending their cooking time are all acceptable methods for thawing
food if quicker thaw is necessary. If the cooking time is extended, be sure that
the recommended internal cook temperature for the food is reached.

e Discard foods that have been in the freezer longer than four months.

Personal Hygiene Food Safety Tips
e Practice good personal hygiene when preparing and handling food. Wash hands
before food preparation, after handling raw foods, after using the restroom, or at
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any time they become soiled. Gloves may be worn when handling and prepar-
ing food; however, gloves can become soiled as easily as hands and should be
changed often.

Wear clean clothes and aprons when preparing food.

Food Preparation Safety Tips

Take measures to prevent cross-contamination of food. Use separate cut-
ting boards and prep areas for vegetables; raw meats, chicken, and fish; and
cooked foods.

Clean and sanitize food contact surfaces such as countertops, cutting boards,
equipment, and utensils. One tablespoon of bleach per gallon of water is an
effective sanitizing agent.

Wash fresh fruits and vegetables thoroughly under cold running water. When
they are stored in the refrigerator, make sure fresh fruits and vegetables are
wrapped or stored in containers separately from raw meats.

Do not use the same towel that you use for wiping hands to wipe food contact
surfaces.

Discard any marinade after it has flavored raw fish, poultry, meat, or game.
Reheat all potentially hazardous foods, including leftovers, to 165°F. Gravy or
jus should be heated to a boil (212°F).

Cook food thoroughly to the recommended internal temperature for the appro-
priate amount of time. Use a meat thermometer to measure internal cook
temperatures.

Hot and Cold Food Safety Tips
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Keep cold foods cold. Keep them refrigerated or on beds of ice to maintain
their temperature below 41°F.

Keep hot foods hot. Hot food for distribution and holding should be kept at a
minimum temperature of 140°F.

Discard food if its temperature enters the danger zone (41° to 140°F) and
remains there for two or more hours.

Cool hot foods properly. Hot food may be prepared and distributed to the
client in temperature-holding equipment, or the food may need to be cooled
below 41°F, distributed cold, and reheated. To cool food properly, portion the
food into clean, sanitized shallow containers and place them in a blast chiller
until a safe holding temperature is reached, 40° to 50°F.

Transfer to a conventional refrigerator for extended storage. If a blast chiller is
not available, separate the food into smaller amounts so that it cools to at least
70°F within 20 minutes or so and then place in the refrigerator.
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e Make sure the food is covered, dated, and drops below 41°F within a four-hour
period. Also, liquid food may be cooled by placing it in a clean container and
then submerging it in a sink or tub of ice and water. Stir the food every fifteen
minutes to accelerate the process.

Leftover Food Safety Tip
e Discard food if its temperature enters the danger zone (41° to 140°F) and
remains there for two or more hours. This can happen if foods have remained
on a buffet table or a kitchen prep area after an event.

Housekeeping Safety Tips
e Clean storage and kitchen areas regularly.
¢ Implement a pest-control program to prevent the spread of disease.

Ready for the Next Step

When your commercial facility is complete, you'll need staff to operate it. Just what
kind of staff does a catering operation need? You’ll see in Chapter 5.
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mployees are essential; a business cannot grow without them. The

quality of a catering company’s staff can determine whether the busi-

ness will survive and grow or fail. Excellent food prepared by competent

cooks but served by poorly trained or inexperienced wait staff can spoil

an event. Similarly, poorly prepared food cannot be overcome even by

the most competent servers. An event planner who forgets even one
minor detail for a function is putting the catering business’s success at risk. These
examples show the importance of hiring, training, and retaining the best employees
possible. Finding and managing staff can be the greatest challenge of running a
catering business.

If you’re just getting started and have the minimum six months’ reserve capital
behind you, you might be the owner, function as the event planner or salesperson,
and be the executive chef as well, with a few full-time and some part-time workers
that you hire hourly as needed. But to really function well, a catering business needs
many different types of employees.

When you’re opening a new catering business, you should err on the side
of too many employees. The reason? You will save time and money by training
a group of new employees in the way you want to run your catering business.
Even though you’ll most likely lose some workers in the first few trial-and-error
weeks, you’ll still be prepared for the onslaught of customers you’re hoping for.
It’s much more efficient to have trained staff ready to handle the growth of the
business instead of scrambling to find and train additional employees when the
increase demands it.

Top Twelve Characteristics of a Model Employee
1. Punctual: Ready to work at the assigned time, not merely arriving at that time
Even-tempered: Able to work well with other employees
Clean: Exhibits good personal hygiene
Flexible: Able to switch gears when the job demands it
Proactive: Not reactive to change of procedures or policies
Communicative: Able to express and articulate ideas and feelings well
Trustworthy: Honest

© N O »ODN

Ambitious: Hungry for a challenge, ready to be promoted to positions slightly
beyond current capabilities

9. Organized: Able to maintain a neat and clean workstation
10. Compassionate: Nonjudgmental of others before getting all the facts
11. Innovative: Demonstrates good problem-solving skills
12. Creative: Able to find new and valuable ways to implement the business’s
mission and vision
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Finding and Hiring Staff

A typical catering operation will need a variety of staff positions to operate efficiently.

The number of necessary positions is based on the size and complexity of the busi-

ness and is divided between the front and back of the house. The back of the house

consists of kitchen personnel and those in purchasing and receiving. The front of the

house consists of the dining room, planning, and administrative staff (see charts A

and B on page 89). Depending on the size and type of your business, you may need

some or all of the following staffers:

Back of the House

Head or executive chef: In charge of all kitchen activities. Plans menus,
develops and tests recipes, creates recipe manual, orders foods and some-
times beverages, trains kitchen staff, and interacts with event planner. Reports
to business owner.

Sous chef: Responsible for the physical condition of the kitchen. Supervises
kitchen personnel. Reports to the executive chef.

Prep cooks: Prepare foods and assemble dishes on the banquet line. Take
weekly inventory of all foods. Report to the sous chef.

Pot washer and dishwashers: Wash pots and dishes and put them away.
Purchasing/receiving agent: Sources quality products from purveyors, han-
dles the ordering, then checks the original order against the invoice to ensure
the delivered goods are correct and of good quality.

Steward: May also function as the purchasing/receiving agent. In some cater-
ing businesses, the steward is the front-of-the-house sommelier in charge of
inventorying, ordering, and serving wine and alcoholic beverages in the dining
area.

Pastry chef or baker: Makes all cakes, cookies, pies, pastries, and other des-
sert items, including ice cream, mousses, and flans.

Front of the House

Event-planning personnel: Sell and plan events. Interface directly with the
executive chef and maitre d’hétel.

Banquet manager: Makes sure that banquets run smoothly. May also func-
tion as the event planner.
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e Catering sales representative: Sells the events. May also function as the
event planner.

I BUSINESS OWNER I

I GENERAL MANAGER I
]

I HEAD CHEF I I SERVICE MANAGER OR MAITRE D’HOTEL I I ACCOUNTANT/BOOKKEEPER I
SOUS CHEF I —I CAPTAINS I
PREP COOKS I —I WAITPERSONS I

PORTERS/WEAR WASHING I —I SETUP CREWS I

—I DRIVERS I

a

Organizational charts for a small, off-premise caterer (a) and a large, on-premise caterer
(b) show some of the differences in structure between small- and large-scale businesses.
Notice that the large business has full-time employees dedicated to sales; at the small busi-
ness, owner, general manager, or even perhaps the head chef perform that function.

I GENERAL MANAGER I
1

| FOOD AND BEVERAGE MANAGER |
|

| 1 |
I CATERING DIRECTOR I I STEWARD I I PURCHASING AGENTI

EXECUTIVE CHEF

BANQUET MANA ERI—
SOUS CHEF I Qu G SETUP CREW I RECEIVING CLERKSI
COOKS AND I
CAPTAINS STOREROOM
PREP CHEFS . DISHWASHERS PERSONNEL
IWAITPERSONS" BUSPERSONSI
-ICATERING SALESPERSON I
-ICATERING SALESPERSON I
-I CATERING SALESPERSONI
-ICATERING SALESPERSON I
b
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e Maitre d’hétel: The head waitperson in charge of service in all dining areas.
Hires and trains all wait staff and supervises the setup of the dining area.
Works closely with the executive chef and event planner.

e Captain: Waitperson in charge of a section of the dining room. Carries out the
orders of the maitre d’hétel.

e Wait staff: Serve food and beverages to guests. Must be trained in a
variety of serving styles, from American and Russian to English and butler
style.

e Buspersons: Assist in setting up the dining room; serve water, clear, and
clean up.

e Bartenders: Set up the bar area and serve beverages, including wine, beer,
and cocktails.

e Valet parking attendants: For catering businesses without parking facilities
or at off-premise events, valets park guests’ cars in a safe area during the
event, then return the vehicles when the guests request them. They are paid
an hourly fee but can expect guests to tip them as well.

e Coat checkers: Take the coats, briefcases, umbrellas, and so on from guests
for safekeeping, then return them as guests leave.

These employees will need specific training about how your operation runs
and how you like to handle things.

All employees need to possess certain traits conducive to working in the
hospitality industry: enthusiasm, flexibility, adaptability, neatness, cleanliness, con-
geniality, assertiveness, the ability to work hard as a team player and to think quickly
in a crisis situation. Although applicants with prior experience or knowledge might
request higher salaries, they usually require less training.

Written applications and face-to-face interviews will help you distinguish
between poor and viable applicants. Still, it might be difficult to determine if appli-
cants possess any or all of these traits prior to hiring them and seeing them in action.
That’s another reason to hire more people than you need in the beginning.

Start by determining what specific positions you need to fill. Examine the
staffing budget on your business plan, then decide which positions you can fill
and the wages you can offer for each. Write specific job descriptions for each
position. These descriptions will help prospective applicants determine if they
are qualified and should pursue the job. (The descriptions will also be helpful in
the development of training materials later on.) See a sample job description in
the sidebar.

The next steps are to network and advertise to attract a pool of applicants.
You’ll need to have an application form for prospective employees to fill out. Office
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SAMPLE JOB DESCRIPTION

Job Title: Food Preparer, Entry Level

Job Description: In conjunction with management supervision, prepare meals and
keep work area orderly and sanitary. Prepare food items according to standardized
recipes. Inspect food for quality and safety. Prepare, store, and reheat foods to the
proper temperatures and follow Hazard Analysis and Critical Control Point (HACCP)
guidelines. Assist in training new food preparers. Coordinate and confer with man-
ager about all advanced food preparation.

Job Requirements
Education: Equivalent to one to three years’ trade training at either the secondary
or postsecondary level
Experience: Nine to twelve months’ effective experience

supply stores usually stock generic employment applications, or you can find them
online at places like www.job applicationforms.com or www.findlegalforms.com. If
you want an application specific to your business, consult with culinary colleagues
or have your attorney draw one up to your specifications.

ADVERTISING FOR STAFF

There are generally two ways to acquire staff for a catering business: by advertis-
ing and networking or by using a staffing agency. Both ways of staffing have their
advantages and disadvantages.

Most caterers “advertise” using word-of-mouth networking and referrals from
respected culinary colleagues; newspaper ads and websites are a close second. For
part-time workers, you can place ads in high school and college periodicals and on
bulletin boards. Some caterers network through related businesses in the foodservice
industry. If you hire a former restaurant manager, steward, waiter, or chef who is well
connected (and respected), he or she can recommend many good employees, as
turnover in restaurants is a constant. You can also tap into adult workers who want
to supplement their incomes or indulge a love of food and entertaining by working a
part-time catering job. Firefighters, nurses, and actors often work long consecutive
shifts and have several days off per week that leave them time for secondary employ-
ment. Simple ads placed at hospitals, fire stations, or actors’ guilds may yield positive
results. Filing with state employment services may also bring viable applicants forward.
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HELP WANTED AD

PAPER: The New York Times
DATE: Sunday, September 16, 2015

CATEGORY: Hotel

GREENFIELDS CATERING, INC.
General Manager

Exciting opportunity to join a growing and prestigious organization!

Must have prior general management experience in high-end foodservice and
private-dining environment. Responsible for full P&L financials and general manage-
ment of operation. Excellent hospitality and leadership skills required. Must be flex-
ible to work weekends. Competitive benefits and salary. EOE

E-mail resume with salary history to hr@greenfieldscateringinc.com or fax to (508)
555-7776. www.greenfieldscateringinc.com

CROSS REFERENCE: Restaurants

HELP WANTED AD

PAPER/DATE: The Boston Globe Wednesday, January 10, 2015
The New York Times Sunday, January 14, 2015

CATEGORY: CHEFS
GREENFIELDS CATERING, INC.

Off-Premise Executive Sous Chef and Banquet Sous Chefs

Boston’s premier caterer seeks mgmt chefs. Prior banquet chef and/or off-premise
chef mgmt exp necessary with high-volume, upscale events for our OP division,
Westchester and NYC properties.

Flex sched and reliable transport req’d. Competitive salary and benefits. EOE
Exciting oppt’y to join a growing and prestigious organization.

E-mail resume with salary history to hr@greenfieldscateringinc.com or fax (508) 555-
7776. www.greenfieldscateringinc.com

CROSS REFERENCE: Restaurants
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FINDING PART-TIME HELP

Most caterers, especially those who operate in populous areas, create and develop
a database of people who want supplemental income by working catered events.
The database should indicate for what position each person is appropriate—
waitperson, bartender, captain, and so on. Such a database can be made up of
anyone who likes to moonlight in catering. It might include college students, hospital
workers, restaurant workers, artists, or musicians, for example. The larger the pool
of these people, the easier it will be for you to find personnel for each event. Have
anyone interested send résumés, fill out applications, and conduct interviews in the
same manner as for full-time employees.

After hiring people once or twice, highlight the best performers. The next
time you need workers for an event, the planners will know whom to call first. It is
common for part-time catering workers to work for more than one company, mak-
ing it necessary for event planners to secure the best workers by calling them far
in advance. There are some people who have the ability and experience to work
in several different capacities for a caterer. A caterer might ask a waiter to fill in as
a bartender for an event for which a bartender could not be found, and have him
trained by another bartender just prior to the event. If he does a very good job, that
waiter will now be included on lists for both waiters and bartenders in the caterer’s
database of part-time employees.

Caterers who are relatively small, are located in a sparsely populated area, or
only offer weekend or sporadic work opportunities may find hiring difficult, and may
decide to work with a staffing agency to satisfy their needs.

WORKING WITH STAFFING AGENCIES

Although virtually all caterers hire permanent employees for production purposes, many
use staffing agencies to provide them with additional cooks and service personnel dur-
ing busier times or when executing events. These agencies supply waiters, bartenders,
cooks, valets, coat checkers, and so forth, and usually charge an hourly rate for each.
The agency collects withholding and Social Security taxes from its employees. It may
also provide workers’ compensation and disability insurance, as well as other, nonman-
datory, benefits to the employee. The caterer pays the staffing agency—not the workers.

The upside to using a staffing agency is that it frees you from hiring staff your-
self. The downside is that the amount paid to the agency is usually significantly more
than if the employee is paid directly by the caterer. Another disadvantage to using
staffing agencies is that the catering company cannot usually select specific people
for its events, and must rely on the workers the agency sends. Most reputable staffing
agencies train their staffers well, but the possibility of personality clashes still looms.
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Suppose a caterer uses a staffing agency to hire six waitpersons for a wed-
ding, and one of them does not serve the food in the style that he was instructed
to use, instead using a technique he previously learned elsewhere. The caterer may
complain to the agency and request that it not send that waiter in the future; howev-
er, it is likely that the waiter in question will continue his employment with the staffing
agency. If he were employed directly by the caterer, on the other hand, he might lose
his job. With this example, the caterer will have to deal with the same waitperson
twice instead of rectifying the situation. | prefer to go with the original scenario.

Caterers usually encounter more compliance and loyalty from employees
whom they hire themselves.

Staffing agencies can usually be found in larger towns and cities and may spe-
cialize in serving a specific niche, such as the hospitality industry. It is such agencies
that should be contacted first. As with any supplier or purveyor, try to locate multiple
agencies using the phone book or Internet or by asking other culinary colleagues.
Compare them for price, quality, and service before choosing which one to use.

HOW TO HIRE STAFF

After collecting several résumés, evaluate them and schedule initial interviews with
those candidates who seem most qualified. Before the interview, have the prospec-
tive employee fill out an application. The information on the application should be
compared with that on the résumé for consistency. It may also provide facts that
prove helpful during a background check.

Most caterers will not offer a position to anyone without first doing a back-
ground check, which includes verifying an applicant’s personal and professional
references and past employment. Look for consistency in descriptions of behavioral
issues when calling an applicant’s references or past employers. One past employer
who speaks negatively about the applicant may not be enough to rule that person
out for the position; however, a pattern of punctuality or attendance problems,
insubordination, or substance or alcohol abuse problems may be. The more applica-
tions a caterer receives, the more selective the caterer can be in hiring.

It is rare for a caterer to use a background check service or agency; however,
such entities do exist, and their use may be necessary when hiring a critical upper-
management position or when the caterer does not have the personnel in place to
conduct the check personally.

0 REVIEWING RESUMES
Reviewing résumés carefully can save a lot of time during the interview process.
First, scan the résumé to see that it is formatted in a businesslike manner and
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that there are no gaps in the employment history timeline. Such gaps may signify
problems such as lack of ambition or dependability. If these gaps are the only red
flags, an interview may still be worthwhile. Ask job applicants about such issues
face-to-face: they may exist for good reasons, such as an illness or becoming a
caretaker for someone else who fell ill.

Be mindful of any spelling or grammatical errors on résumés as well. Word
processing technology, complete with built-in spelling and grammar checkers,
makes it difficult to justify such mistakes, which can indicate a lack of diligence on
the applicant’s part—an attitude that can spill over into the workplace.

Check the applicant’s level of professional experience. Make sure he or she
has the proper level of training and on-the-job experience. If you want to hire a
catering chef, you should look for someone experienced with volume cooking in the
banquet department of a hotel, country club, camp, resort, banquet hall; on a cruise
ship; or with other catering companies.

Training underqualified applicants may take more time than you can afford,
and overqualified applicants may tire easily of the job responsibilities and begin a
new job search, leaving you with a vacant position to fill once again.

While it’s good for an applicant to have a diverse employment history, length
of employment is also a good indicator of his or her level of dedication. In an entry-
level position, however, education will probably be more of a factor than experience.

Isabel Smith, John Doe, and Steven Jones all have excellent résumés (see
pages 96-104) and are the types of job candidates you should bring in to interview.

O INTERVIEWING APPLICANTS

For a potential employee, the interview process can be intimidating. An interviewer
who allows the candidate to relax a little will probably get more honest information
from the applicant. Start interviews with lighthearted conversation by asking ques-
tions such as, “Did you find our establishment easily?” or by offering a glass of water
or a cup of coffee. Once an applicant is noticeably focused and relaxed, you can ask
other, more relevant questions:

1. What do you know about the company?
2. Why do you want to work here?

W

. What characteristics do you possess that make you a good candidate for
this position?

. Where do you see yourself professionally five years from now?

. What challenges have you encountered during your previous employment?

. What are your greatest overall assets?

N O O b

. What are some areas in your professional life that you would like to improve upon?
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Isabel Smith
23 First Avenue ® Boston, Massachusetts 02215
isabel.smith@issmith.com e (508) 555-1115 (H) e (508) 555-7553 (C)

SENIOR MANAGEMENT PROFILE

Operations Management/Strategic Planning/Business Development
Results-driven, accomplished leader with extensive experience spearheading strategic
planning, personnel development, and operations for catering facilities, restaurants, and
franchise operations. Expertise optimizing profit within high-growth environments, busi-
ness turnarounds, and startups. Dynamic and creative leader with proven success culti-
vating strong rapport with customers, vendors, and subordinates. Talent for developing
and building solid sales and service teams to dramatically expand existing customer
base. Able to speak intermediate conversational Greek. Willing to travel and relocate.

CORE COMPETENCIES

e Entrepreneurial e Market Identification e Customer Relationship
Leadership Management
e Startup Operations ¢ HR Functions ¢ Inventory Management

e Business Turnarounds e Contract Negotiation e Coaching and Team Building

PROFESSIONAL EXPERIENCE

Pavilion Catering Corp.—Boston, Massachusetts 2010-Present
Full-service catering/banquet company with 75 full-time and part-time staff

Director of Operations

Effectively manage resources to attract corporate and private customers for special
events, weddings, fund-raisers, sports events, concerts, trade shows, and confer-
ences. Hold complete P&L responsibility to include budget management for the
company, marketing efforts, and individual events. Develop and manage inventory
system. Select, train, and mentor new employees and management, ensuring com-
plete customer satisfaction. Establish sales objectives and evaluate sales staff per-
formance. Manage physical facilities, including 15,000 sq ft facility and eight acres
of property, and equipment, coordinating regular maintenance activities.

e Increased profitability by implementing strategies to expand customer base;
established aggressive food and labor cost controls; evaluated company weak-
nesses and developed strong business development plans and operational
procedure to increase efficiencies.
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e Played an integral role in positioning company as a regional leader in special
events in Boston area.

e Successfully coordinated multiple large events, serving 400 to 10,000 guests,
both on and off premises.

e Spearheaded event planning for 2012 US presidential visit, which included numer-
ous national dignitaries.

Sales and Banquet Manager and Front-of-House Manager 2005-2010

Introduced services to potential customers, cultivating and maintaining network of

community contacts.

Developed marketing budgets and advertising campaigns. Negotiated customer

and vendor contacts.

> Increased corporate revenue by implementing targeted sales strategies to attract
upscale weddings and social events.

> Successfully expanded sales base to include new corporate accounts.

> Enhanced customer awareness of company, services, and quality reputation.

THE ORIGINAL PIG STAND/ENJOY CANDY
SHOPPE — Andover, Massachusetts 2003-2005
Start-up barbecue food and specialty dessert products company

Director of Operations

Spearheaded development and execution of business plan to introduce new home-
made BBQ products and specialty desserts to regional customer base. Acquired
rights to name and recipes of a once-famous regional barbecue company. Directed
marketing efforts and handled inventory, budgetary, and accounting functions.

> Created regional brand awareness of food products and trade names by rolling
out powerful marketing plan.

> Increased revenues and dining traffic by showcasing specialty barbecue and des-
sert items at special events and newly acquired casual dining operation.

TAVANI, INC.—Salem, Massachusetts 1998-2003
High-volume full-service restaurant with 50 employees and $2 million in annual revenues

Director of Restaurant Operations

Held bottom-line responsibility for P&L and the turnaround of troubled restaurant.
Developed comprehensive marketing and business redevelopment strategy to
increase revenue and decrease operating costs. Promoted company to attract new
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customers and reintroduce new products and service to previously dissatisfied cus-
tomers. Collaborated with contractors and tradesmen to redesign interior/exterior
physical spaces. Directed renovation of back-of-house to accommodate new menu
items and increase food quality. Tracked and analyzed sales and expenses. Recruited
and developed management team including one GM and four assistant managers.

> Increased gross revenues 20% annually to $2 million in the fifth year by: (1)
Securing rights to trade names, (2) Implementing new menu designs and
products, and (3) Establishing aggressive budgetary requirements to regain
stability and control costs.

> Promoted MAS Lottery to increase lottery sales by 40% to $500K, thereby
increasing company commission. Increased lottery traffic also translated into
increased customer counts and food sales.

> Authored operational training manuals and procedures to enhance and stabilize
operational efficiency.

> Negotiated new contracts and pricing structures with vendors and instituted new
inventory controls and security measures.

> Cultivated strong employee dedication to customer service.

> Successfully operated business for six profitable years, then successfully sold
company in 2002.

EDUCATION AND CREDENTIALS

Bachelor of Science in Management, 2000 ® Binghamton University (State University
of NY), Binghamton, NY

Professional Affiliations/Boards:

— Member ¢ Park and Recreation Commission, Suffolk County (2005-Present)

— Festival Chairman e Suffolk County Grecian Festival (2010-Present)

— Chairman e Pastoral and Finance Committees, Greek Orthodox Metropolis of
Boston (2008-Present)

— Comptroller and Finance Director ® Annunciation Greek Orthodox Parish
Council (2008-Present)

— Chairman e Building Fund Committee, Annunciation Greek Orthodox Parish
Council (2006-Present)

— Member ¢ Massachusetts Restaurant Association (1999-2012)

Technical Background: Proficient with MSWord, Excel, PowerPoint, Access,
Publisher, Outlook, QuickBooks, and Micros POS
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John R. Doe
114 Main Street ® New York, NY 10001
(212) 555-8120 (home) ¢ (646) 555-2070 (mobile)
john.r.doe@johnrdoe.com

Objective:
Financial management position that utilizes my computer, analytical, and forecasting
skills

Business Experience:
Asset Manager, Grey Lodging Services,
New York, NY February 2011 to Present

Privately held management company for 70-plus property hotel portfolio. Represent
ownership position to hotel operators. Manage capital budgeting and spending,
perform quarterly financial analysis of properties in portfolio, for purpose of iden-
tifying risks and opportunities. Report findings to ownership and follow up with
operators.

¢ Implemented flexible budgeting process to monitor performance and adjust to
changing business volumes.

e Developed working financial analysis and reporting tools using Hyperion
products.

¢ Assisted VP of development in analysis of potential acquisitions and development
projects.

e Managed real estate tax appeal process, resulting in initial annual savings of
$385,000 for ten properties in portfolio.

Manager of Financial Reporting and Treasury
Saccord North America, New York, NY July 2005 to September 2010

North American subsidiary of 2,500-property hotel and service company based in
France. Prepared monthly consolidated GAAP and IASC financial reporting pack-
age for New York and Paris office. Directed internal audit process of hotel proper-
ties located in USA and Canada. Researched and prepared pro-forma forecasts for
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development projects. Directed staff of four and delegated responsibility for 18 hotel
and four regional controllers.

¢ Designed and implemented central cash consolidation system, providing daily
position balancing and saving $1 million in annual interest costs.

¢ Researched tax consolidation and merger process that allowed for tax savings of
over $6 million in US, and $7 million in Canada.

e Streamlined GAAP consolidation process of multiple companies cutting full
reporting time from one month to 7 days.

e Headed PC task force that set up NT network and email system in hotel properties
to North American office and France.

e Organized and led project team for installation of Oracle financial system in all
hotels and head office.

¢ |mplemented standard internal audit process for hotel properties throughout North
America using Generally Accepted Auditing Standards.

e Developed comprehensive pro-forma models for ongoing development projects.

Controller, Development Assets Investment
Managers, Inc., Philadelphia, PA July 2004 to April 2005

Managed complete accounting function for real estate investment/management
company with two hotels and two residential buildings in Philadelphia, PA.

e Simplified accounting process by installing accounting software, including payroll,
timekeeping, general ledgers, and payables, thus allowing for more timely presen-
tation of financial statements.

¢ Worked with external accountant on tax matters.

e Streamlined banking and treasury process by setting up one central banking
relationship.

Controller, Gotham East Suite Hotels,
New York, NY December 1999 to July 2004

Managed accounting function for two all-suite hotels with a combined suite count
of 685 and combined sales in excess of $25 million. Hotels are part of nine-property
all-suite hotel company based in Manhattan.
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¢ Reduced companywide payroll by $400,000 by centralizing accounting department.

e Developed standardized accounting policies and procedures that allowed for
more timely and consistent presentation of financial statements.

e Trained controllers of other properties in use of new systems.

e Installed POS and inventory/menu management system in F&B operations.

e Developed expense control by implementing budgets and variance analysis.

Senior Internal Auditor, Hennely Enterprises,
New York, NY May to December 1999

Worked under direction of CPA. Managed staff of four on audits of hotel division of
major real estate company.

e Developed comprehensive audit programs to accommodate existing hotel
accounting systems.

e Evaluated efficiency of food purchasing systems of NYC properties.

e Wrote standardized policies and procedures to correct points noted in course of
audits.

Staff Auditor - Intern, Cornell University, Ithaca, NY Summer 1998

e Worked under direction of CPA, responsible for performing detail audit fieldwork.
Duties included internal control evaluations, flow-charting, and complete audit
test procedures for various university operating units.

Planning Assistant, Lexpaz Group,
Long Beach, CA December 1996 to September 1997

Temporary position working with highly entrepreneurial CEO of export company

developing floating trade show concept.

e Set up business plan of hotel operation on converted cruise ship. Also set up
accounting system for company.

Credit Manager, Peyton Regency Hilton Head,
Hilton Head, SC April 1995 to December 1996
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Assistant Front Office Manager, Quaint Inn

Tallahassee, Tallahassee, FL 1993 to 1995
Sous Chef, Some Thyme, Inc., Media, PA 1976 to 1983
Education:

Cornell University School of Hotel
Administration, Masters of Management May 1999

e Concentrated in financial management

e Completed all academic requirements of New York State CPA exam

e Researched and wrote monograph project on preparing and optimizing forecasts

e Held graduate teaching assistantship in School of Hotel Administration. Assisted
in development of interactive tutorial programs on Apple Macintosh network.

Florida State University, Bachelor of Arts degree in
Hospitality Administration April 1995

e Attended European Summer study program in Leysin, Switzerland
e Achieved Minor in French language

Skills and Interests:

Highly proficient with Microsoft Office-related products. Proficient with Lawson,
Oracle, Solomon, Quicken, and Maxwell computer accounting applications. Also
proficient with many property management and point of sale systems.

Hobbies include golf, sailing, cooking, and bicycling.
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STEVEN JONES

727 Sun Court Home: (718) 555-0721

Apt. 327 Office: (718) 555-0714

New York, NY 11377 s.jones@sjones.com
SUMMARY

A dynamic financial management professional with keen business acumen and
proven ability to focus on the overall business strategy and financial objectives of the
operation. Highly skilled in educating and guiding departmental managers to ensure
financial and operational goals are achieved.

Specific expertise in the following areas:

¢ Financial management e Renovation accounting

e Forecasting and budgeting e Revenue management

e Acquisitions e Presentation and communication skills
EMPLOYMENT

FINE HOTEL CORPORATION, Stamford, CT January 2010 to Present
Area Director of Finance

Function as the Controller of the Stamford Fine Hotel and oversee the accounting
and financial operations of eight other hotels. Responsible for the production of
annual budgets, review of property results, and the analysis and presentation of all
financial forecasts within the region. Specific duties include:

e Supervision and mentoring of property level hotel controllers.

¢ Ensure appropriate communications and owner relations for the various properties.

e Active participation in pricing strategy and revenue management decisions.

e Ensure systems of audit and internal controls are maintained.

e Assist in the takeover of new hotels by completing due diligence and implementa-
tion of company systems and controls.

DIAMOND REGENCY HOTEL,

New York, NY November 2003 to January 2010
Controller

Supervised the accounting function in this 367-room luxury hotel with $37 million in
revenue. Major responsibilities included:

e Prepared and presented annual financial and capital budgets.

e Produced monthly financial statements.

e Oversaw the accounting for a $35 million property renovation project ensuring
project was completed on budget.
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e Member of the task force that set up newly acquired hotel’s operating budgets
and systems of internal controls.
e Actively participated in revenue management.

RADIANT HOTELS, Stamford, CT January 2000 to November 2003
Controller

Directed the accounting operations and supervise leased office space business unit
of a 467-room property with $18 million in sales.

e QOversaw the conversion of 90 guest rooms into leased executive office suites.

¢ Responsible for the start-up and management of this new business unit.

e Implemented cost controls that yielded a 5 percentage point increase in profit over
a two-year period.

e Prepared all financial statements and annual budget.

GREAT PARK HOTELS, New York, NY May 1995 to January 2000
Controller September 1996 to January 2000
Hotel Plaza Apollo

Property controller of a 154-room luxury hotel.

¢ Prepared financial statements.
e Prepared operating and capital budgets.
e Streamlined operations during a period of business recession.

Assistant Controller May 1995 to September 1996
Salisbury Hotel
Responsible for the accounting function during a $20 million property renovation.

CONTINENTAL HOTELS, New York, NY September 1982 to May 1988
Supervisor of Corporate Accounting
Staff Accountant

e Supervised staff of six in the corporate financial consolidation group.
e Member of a financial reporting team that prepared consolidated financial state-
ments for 100 hotels worldwide.

EDUCATION
BS, Accounting
State University of New York, Oneonta, NY

MBA, 36 credits completed
Sacred Heart University, Fairfield, CT
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0 SCREENING APPLICANTS

Many businesses require mandatory drug testing for potential employees. People
who abuse drugs or alcohol are poor candidates for employment in catering. The
work environment of those employed in catering is the party environment of those
for whom they work, and there is often easy access to alcoholic beverages. This
may prove too problematic for an active addict or too tempting for someone trying
to stop drinking.

Testing for drugs does not, however, reveal alcohol abuse problems, and it may
be difficult to detect such a problem during a job interview. Hopefully, a background
check will reveal an applicant’s alcohol-related problems. There are numerous
websites that sell kits approved by either the Food and Drug Administration (FDA)
or the Substance Abuse and Mental Health Services Administration (SAMHSA),
a branch of the US Department of Health and Human Services, that can be used to
screen applicants for both drugs and alcohol.

The least expensive kits test either urine or saliva, although the samples
must be sent to a laboratory for testing at an additional expense. Hair and blood
testing, although more reliable, is more intrusive, and has to be overseen by a
health-care professional. While holding short-term positions is not uncommon in
the foodservice industry, if many of an applicant’s past employment experiences
were short-term, it's important to determine whether the applicant resigned from
those positions or was terminated. An applicant fired from many jobs is probably
not worth taking a chance on.

Although you can refuse to hire someone based on employment history,
drug test results, and lack of education or experience, Title VII of the Civil Rights
Act of 1964 prohibits discrimination in hiring based on race, color, religion, sex,
or national origin. Some states and localities also prohibit discrimination based
on marital status, sexual orientation, and gender identity. Violations of these labor
laws can result in substantial fines and possible jail time. In addition, there are mini-
mum age requirement for employees, some of which are related to the position’s
responsibilities. For example, in New York State, you must be at least eighteen
years of age to serve alcoholic beverages. These laws can be reviewed by visiting
the website of the US Department of Labor at www.dol.gov, as well as the website
of the Department of Labor in your own state and city.
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TAX ISSUES INVOLVED IN HIRING WORKERS

As far as the IRS is concerned, there are two types of workers—employees and
independent contractors. Employees will need to fill out a W-4 form so you can pay
their wages and withhold their Social Security payments and federal taxes (as well
as their state and local taxes, if any). At the end of the calendar year, you will need to
provide employees with a W-2 form, a statement totaling their wages and the Social
Security, FICA, and state and local taxes (if any) that have been withheld.

O STAFF

Most caterers regard their staff as employees, not independent contractors. This
distinction is important, as it determines if the caterer is responsible for paying and
collecting income tax on the workers’ behalf. The IRS considers workers, regardless
of how often they work, as employees if they are given specific behavioral guidelines
to follow, such as:

e They are expected to dress according to management specifications
e They work specific hours as determined by management
e They are asked not to smoke on the job

0 FREELANCERS

Independent contractors, also known as freelancers, are hired on a per-job basis
and are given guidelines and deadlines. They are usually not continually supervised,
as employees are. Workers being paid only on commission may also qualify for
independent contractor status. An independent contractor takes care of his or her
own Social Security payments and taxes; however, you will need to send each one a
1099 statement enumerating the total payments you have made to him or her during
that year if that amount is more than $600. Your accountant can advise you about
tax issues related to employee and independent contractor status.

Regardless of whether employees are hired on a full-time, part-time, or per diem
basis, the caterer who hires them is responsible for providing some types of insur-
ance and collecting and paying certain taxes. Most employers must carry workers’
compensation and unemployment insurance for all of their employees. (The number
of employees varies state to state, but you usually need a certain number of employ-
ees to require mandatory workers’ compensation insurance.) These costs should be
taken into consideration when assessing the affordability of specific salaries.

OO0 PAYROLL SERVICES
Many caterers hire a payroll company to take care of all payroll-related issues; such
companies eliminate a lot of paperwork. A payroll company will confer with you
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about the gross amount of pay for each employee; deduct taxes, Social Security,
and FICA payments; pay them to the appropriate authorities; and then issue a check
to each employee.

Any caterer who pays employees as independent contractors in order to avoid
tax and insurance liabilities is taking a big risk. An IRS audit will inevitably uncover
this and result in the caterer paying not just the back taxes, but penalties as well.
Caterers should also not pay their employees under the table (i.e., with cash that
goes unreported to the government). If the caterer is audited, extensive penalties
and back taxes will result. And once caught, the caterer can expect routine audits
from federal and state authorities for as long as the company remains in business.

UNDOCUMENTED WORKERS

A caterer may be tempted to hire undocumented workers or those without legal resi-
dency status and pay cash for the time they work. Undocumented workers will often
work long hours for less pay than legal employees, and a new caterer in certain areas of
the country may be inundated with undocumented workers looking for work. It is very
important for caterers to resist the temptation to hire these individuals. The Immigration
and Naturalization Service (INS) routinely inspects businesses that it suspects of being
at high risk of employing such workers—including catering companies. A caterer who
is found to employ them is subject to large fines and will be routinely inspected in the
future. Multiple violations can result in more serious penalties. -9 forms must be filed
for any employee hired after November 6, 1986. Protect yourself and your business by
requiring some verification of citizenship or legal residency status when they are filed.
The National Restaurant Association has posted the process for filling out an 1-9 form on
its website. It is important to note that severe penalties, both monetary and criminal, can
be incurred if an employer knowingly hires or continues to employ an undocumented
worker, or if the employer fails to fill out the required paperwork. For example, monetary
fines can range from $250 to $10,000 for each unauthorized worker on staff; criminal
sentences can last up to six months. Paperwork violators can be fined between $100
and $1,000 per employee. This can add up to several thousand dollars per undocu-
mented worker and can potentially break a business.

Staff Training

Your staff must first be oriented and then trained to the specific requirements of your
business. Your executive chef is in charge of training kitchen staff (see Chapter 4,
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“Setting Up the Catering Kitchen”); your maitre d’hétel should train your wait staff
(see Chapter 8, “How Can We Serve You?”); and your event planner/sales manager
should train your sales and event-planning staff (see Chapter 7, “Event Planning”).
All training should be positive and highlight the benefits of such training to the
employee, while accomplishing the goals of the business.

EMPLOYEE HANDBOOKS

Many caterers have an employee handbook that details the job descriptions for each
position and the expectations the employer has for all employees. In this handbook, the
caterer can also detail things like workplace behavior (employees may not chew gum or
use toothpicks while on duty), dress code (employees must be in a clean uniform at the
start of each shift), and hygiene (employees must wash their hands thoroughly before
and after handling food). An employee handbook should also include worker safety and
food safety guidelines (see Chapter 4, “Setting Up the Catering Kitchen”), as well as an
explanation of laws regarding sexual harassment in the workplace.

SEXUAL HARASSMENT

There are two types of sexual harassment. If a supervisor asks for sexual favors from
a subordinate and threatens that person with dismissal if he or she does not com-
ply, it is considered quid pro quo harassment. The display of repeated, unwanted
sexually oriented behavior, including off-color jokes and intimidating behavior, is
considered creating a hostile work environment.

A sexual harassment policy should be regularly communicated to all employ-
ees and managers and should include:

e A statement that sexual harassment will not be tolerated (a zero tolerance policy)
e A definition of harassment
e A guide to help employees lodge a complaint

A signed statement acknowledging that they have read and understand the policy
should be collected from all employees and managers. Most larger businesses have
set up confidential hotlines to deal with these issues.

FORMAL TRAINING

The objective of formal training is to give employees information and tools to be
successful at assigned tasks before they are given the actual responsibilities, in
hopes of preventing costly mistakes. Such training can be conducted outside the
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Prep Cook Job Description

1. When no events are taking place, working hours will be from 9:00 A.m. to 5:00 pP.M.,
Monday through Friday. On days when events are being held, work hours will vary.
Overtime pay will go into effect when more than forty hours are worked during a
normal workweek.

2. All prep cooks are required to wear a uniform that will be provided by the employer.
Black work shoes, socks, and a baseball-type cap must be worn and will be pro-
vided by the employee. Long hair below the upper neck line and beards must be
restrained by a hair net. Ear and hand jewelry is not allowed, with the exception of
one wedding ring.

3. Prep cooks will check a designated clipboard for a daily list of items to be pre-
pared. The specifications for each item are listed in the manual available from the
sous chef. Prep cooks must not deviate from these specifications unless told to
do so by the sous chef or executive chef.

4. Prep cooks will work safely and adhere to all food safety guidelines as provided
in the employee manual.

5. Prep cooks will clean all hand tools and knives that they use. All other pots, con-
tainers, and utensils will be cleaned by the stewarding personnel.

6. Prep cooks will assist with general cleaning, maintenance, and sanitation of the
kitchen.

7. Prep cooks must assist the sous chef with menu development and new recipe
testing.

8. Prep cooks must inform the sous chef if the level of any ingredient falls below
25 percent of the standard amount kept on hand.

workplace in a classroom setting, or by an existing employee who then becomes the
new employee’s mentor. Formal training is especially important for those employees
who sell or book catering events, have direct contact with guests—such as wait
staff and maitres d’hétel—or who prepare food. Positions with minimal responsibil-
ity and good supervision—like valet parking attendant, coat check, pot washer and
dishwasher and busperson—may only require on-the-job training.

All training programs should have a checklist of objectives or competencies
that must be met before an employee is ready to assume his or her position. These
objectives should directly correlate with the employee’s job description. The follow-
ing is a job description for a prep cook followed by the necessary training steps to
be conducted by the sous chef.
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Training Steps for Prep Cooks

CONDUCTED BY THE SOUS CHEF

1. The sous chef will give the prep cook a copy of the work schedule for the week
and go over the times that the prep cook will need to be on-site and working.
The prep cook will sign the document, signifying that he or she has read and
understood the schedule.

2. The sous chef will give the prep cook a copy of the dress code and go over it
with the prep cook. The prep cook will sign the document, signifying that he or
she has read and understood the dress code.

3. The sous chef will show the prep cook the designated clipboard with the daily list
of items to be prepared, and the manual in which the specifications for each item
are listed. Prep cooks must not deviate from these specifications unless told to
do so by the sous chef or executive chef. The sous chef will check to make sure
the prep cook has prepared each item according to specifications.

4. The sous chef will make the prep cook aware of all food safety guidelines from
the employee manual and make sure the prep cook complies with them.

5. The sous chef will make sure the prep cook cleans all hand tools and knives that
are used. All other pots, containers, and utensils will be cleaned by the steward-
ing personnel.

6. The sous chef will make sure the prep cook assists with general cleaning, main-
tenance, and sanitation of the kitchen.

7. The sous chef will include the prep cook in menu development meetings and new
recipe testing.

8. The sous chef will give the prep cook an overview of the inventory in the pantry,
walk-in refrigerator, and freezer, and explain that the prep cook must inform the
sous chef when the level of any ingredient falls below 25 percent of the standard
amount kept on hand.

9. At the end of the week, the sous chef will give a report to the chef on the progress
of the prep cook’s training.

Managing Staff

Many caterers claim that the hardest part of running their business is managing their
staff. Personality clashes, excessive absences from work, tardiness, insubordina-
tion, and lack of compliance with a dress code are some of the common complaints.
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It may seem logical for a caterer to terminate an employee who keeps violating the
rules of the business. In truth, it is not always that easy. A trained employee is dif-
ficult and expensive to replace. Training new employees usually requires the assis-
tance of someone on staff and may result in overtime pay for that staff member.
Often, terminated employees file for unemployment insurance benefits whether they
deserve them or not. If the employer has not adequately documented the behavior
that led to dismissal, the former employee may be successful in his or her claim for
benefits, which will increase the employer’s insurance rates.

A progressive discipline policy can help resolve most employee issues. Such
a policy is designed to improve employees’ performance by first explaining why
certain behavior is inappropriate and then offering ways to improve. The discipline
policy should be explained in the employee handbook.

The most important aspect of a progressive discipline system is that it allows
the employer to document any pertinent information about the employee in an orga-
nized fashion. This documentation is often necessary when an employee challenges
the reasons for his or her termination and starts legal action against the employer.
If you can prove through documentation that a terminated employee was warned
numerous times and produce employee-signed documents substantiating your
claim, you will have an excellent chance of winning any legal action brought against
you. Through trial and error, however, most caterers are able to maintain an efficient
staff that, for the most part, works in harmony.

How to Get the Best from Your Staff

e Provide monetary incentives, commissions, or bonuses for extra effort and
seniority.

e Offer health insurance benefits.

e Create some flexible shifts during slower times of the year.

¢ Increase salaries periodically.

e Lead by example: Get into the trenches with your staff during crunch times.

e Develop multiple management styles: One approach may be good for some
and bad for others.

e |mplement a strict anti-harassment policy.

e Research establishments that provide the type of food and service that you
expect from your employees and pay for your employees to visit them.

¢ Feed employees well, especially before or after catering events; a good family
meal shows concern for your staff’s health and emotional well-being.

e Treat all employees with respect and do not get caught up in your own ego.
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PROBATIONARY PERIODS

Probationary periods for new employees are an effective way to determine if an
employee will work out in the long term. During such periods, new employees can be
terminated for any reason, at the caterer’s discretion. Although the length of proba-
tionary times varies among caterers, most are three or six months. Some employers
choose longer probationary periods and do not provide benefits to employees dur-
ing that time. A probationary period can also be shortened at the caterer’s discretion
in the case of a promising employee. One disadvantage to a probationary period is
that it may discourage some qualified applicants from accepting a job.

A written probationary period contract may prove useful. Such a contract
should be signed by the employee and supervisor prior to the first day of employ-
ment, and include:

e The start and completion date of the probationary period

e Possible reasons for termination

e Designated work days and hours

e Information about periodic meetings to discuss progress

e Information about wages upon successful completion of the probationary
period, whether or not they change

Probationary periods can also be used in conjunction with progressive discipline.
Employees performing poorly may be put on probation with the stipulation that if
they do not improve during that time, they will be terminated.

PERFORMANCE REVIEWS

Performance reviews are usually conducted after a probationary period and annu-
ally thereafter. To conduct a performance review, you must first have criteria and
information for evaluation. Maintain a file on each employee containing information
on his or her employment history (dates of hire, promotion, etc.) and job description.
Include written notes about the employee you take during staff meetings, positive
or negative letters or feedback from clients, certificates from trainings the employee
completes, peer evaluations after events, or any other information needed to assess
the employee’s performance.

During a performance review, management evaluates whether the employee is
fulfilling the requirements of the job description and meeting expectations for dress
code, hygiene, and behavior. Many caterers also set goals for the employee for the
coming year—perhaps learning a new culinary skill or taking management training.
An employee found unsatisfactory can be put on probation again, demoted, or fired.
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An employee with a very positive performance review might be offered a better posi-
tion, a raise, or other benefits, such as more vacation time.

RETAINING STAFF

The strength and growth of your business depends on keeping good staff. Turnover
and training cost your business money—not to mention the impact on your own
stress level. There are many ways you can retain staff. Pay your employees what
the business can afford without sacrificing profit. Offer incentives based on superior
performance, extra hours worked, and reliability. (Do not, however, promise short-
term increases that are unrealistic.) Develop training programs that decrease the
need for employees with prior experience. Pay employees promptly. Try to include
other benefits (health and life insurance, 401(k) contributions, paid vacations, etc.)
as the business allows.

When your business is just getting started and you can’t yet afford long-term
paid benefits, you may still be able to offer paid personal and sick days, merit-based
bonuses, flexible hours, or tuition reimbursement for professional or personal devel-
opment classes to key employees. The people who sell your events and services will
usually make a commission directly related to the revenues they generate. When you
provide them with training to make them successful at selling, everyone prospers.

When your business is ready to offer a benefits package to its employees,
check with them first to determine what their needs and desires are. Then consult
with a benefits company so you can offer what your employees want and need—and
your business can afford. Payments for benefits can be handled directly through
your payroll—and your payroll company.

How to Research and Set Salaries

1. Find out what industry leaders pay people for comparable positions, making
sure to get a multiregional sampling of information.

2. Find out if those companies offer other incentives, such as health insurance
benefits, commissions, or paid sick and personal days, in order to get a sense
of overall compensation.

3. Establish an amount that your company can afford for each position.

4. If offering competitive salaries jeopardizes overall profitability, find other incen-
tives to lure good job candidates, such as more vacation time, abridged and
flexible work hours, day care for young children, and the possibility of working
from home.

In Chapter 6, you’ll learn how to attract customers to your new business.
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hen you develop a business plan for your catering enter-
prise, you decide on your catering identity, whether it be
mobile barbecue, on-premise fine dining, or off-premise
casual food. A marketing strategy —which is also part of
your business plan—describes how you’re going to get
the word out about your new venture.

Marketing essentially means showcasing your business and all it has to offer
in appealing ways in order to attract the maximum amount of viable customers to
it. A caterer’s marketing program should communicate to targeted potential clients
that the food, beverages, and services provided by that caterer will be of the highest
quality and a step above the competition’s.

Most caterers start marketing their business prior to opening. It is very impor-
tant to have sufficient funds in place to continue the marketing campaign after the
business has opened. In fact, advertising after the business has opened is more
effective because the customer now has a physical entity to attach to the images of
the business conveyed through advertising.

The Four Ps of Marketing

There are many different ways to market a catering business, and a savvy busi-
nessperson will use a variety of methods. There are four basic categories that affect
marketing decisions. Their integration has been termed a marketing mix, a phrase
coined by Neil Borden.! The basic components of this mix are:

1. Product

2. Price

3. Place (distribution)
4. Promotion

These four areas are considered controllable and can be changed according
to the constraints that arise in the marketplace, including new trends and product
availability.

Product: Product refers to both specific products and services. Marketing deci-
sions on products should be based on quality, style, safety, functionality, and
uniqueness.

" Neil H. Borden, “The Concept of the Marketing Mix,” Journal of Advertising Research 4 (1964): 2-7.
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Price: Marketing decisions in this area can be affected by seasonality, availability,
volume discounts, wholesale versus retail pricing, and the pricing strategy of
competitors.

Place: Distribution involves how products or services get to the right place—that
is, to the customer. Marketing decisions about distribution can be affected
by transportation considerations, perishability, packaging, inventory manage-
ment, and order processing.

Promotion: Promotion is the communication of information about the business
to customers with a positive end result. Decisions in this area are affected by
marketing budget, the availability of advertising vehicles, sales personnel, and
publicity.

This framework can be used to formulate and organize even the simplest of
marketing campaigns; use it as a checklist to ensure that each area is considered
before you invest advertising dollars.

Brand Your Business

Everything people see is a potential marketing tool—the sign in front of your banquet
hall or catering kitchen, your catering vehicle, your business cards and letterhead,
even the uniform worn by your kitchen and wait staff. It makes sense, then, for
everything associated with your business to display your catering company’s logo.
It will communicate your brand through a unified message.

Have a graphic artist (if you have a big budget) or even a college art student (if
you don’t) create special artwork or a logo you can use for marketing. Images may
also be purchased from companies such as Shutterstock.com. Do not copy some-
thing from Google images or similar sites; chances are, you will be using copyrighted
material without permission, which could create legal problems down the road.

This logo will go on your business cards, stationery, the side panel of your
catering vehicle, all print media ads, and the sign in front of your business.

For example, Greenfields Catering, our hypothetical off-premise Boston caterer,
decided to use a digital color photograph of one of its colorful entrées on a white plate
in a green field. With this photo, the owners communicate their image—contemporary,
high-style catering with a French flair using organic or “green” ingredients—all in one
picture. Greenfields uses this digital image on its business cards, catering menus,
brochures, delivery vehicle, print media ads, and the sign outside its catering kitchen.
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Your Marketing Plan

Your initial marketing plan should target the market outlined in your business plan.
Greenfields Catering has a marketing budget of $20,000 for the first year and a tar-
get market of young urban professionals. It spends 75 percent of its budget on the
digital photo, business cards, brochures, stationery, vehicle signs, a yellow pages
ad, a website, and a scheduled tasting for corporate marketing and event-planning
executives during its first month of business. From this push, its owners hope to
start booking corporate events, and from word of mouth generated from the busi-
ness events, book social events like engagement parties and weddings when these
young urban professionals make a life change.

After Greenfields’s owners see how their initial marketing efforts pay off, they
will also consider spending the rest of the budget by placing some monthly ads in a
Boston city magazine whose emphasis is on what’s trendy and hip in the area. They
also hope to have an event featured in the society column of a Boston lifestyle maga-
zine.

How you want to use your catering business artwork depends on who your
target market is. People who live and work close to your banquet hall? Society
mavens who read local, upscale magazines and society rags? Corporate market-
ing managers who frequent certain trade shows and read the daily newspaper or
a local business magazine? Young families who listen to a certain radio station?
Brides-to-be who love spa treatments?

The two general markets that caterers target are public and private corpora-
tions or companies, and individuals. (It's rare for a caterer to only work with one
and not the other.) Corporations and companies require catering for events such as
employee holiday or retirement parties, business meetings, seminars and symposia,
and employee retreats. Individuals hire caterers for social events such as weddings,
anniversaries, housewarmings, and so on.

A marketing budget should be divided between these two areas—social and
corporate—because each needs to be marketed differently. But whatever advertis-
ing vehicles are used for each, it is a caterer’s specialized services that will set the
company apart from its competition. A catering company that conducts simple
research on its corporate clients and designs creative and practical menus specifi-
cally for business meetings, with items that are healthier and less messy to eat, may
create a competitive edge for itself. The research may come as a result of a simple
survey administered via e-mail (with permission) containing questions about eating
habits or desires.
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The following sections discuss some of the ways to spend your marketing
dollars.

SIGNAGE

Signs identify a business but also serve as a primary marketing tool. An on-premise
caterer’s large, legible signs make it easy for the public to locate its facility. An
off-premise caterer that does not need a large, decorative sign near its produc-
tion facility might invest in premium signage for its vehicles instead. Signs should
be attention grabbing. Avoid crowding too much information or multiple logos and
catchphrases onto a sign; this can confuse the public.

Before purchasing signage, find out what kind of signs the local building code
permits. Any professional sign company will be aware of area building codes. (You
can also find out at the local building inspector’s office.) Many caterers use mag-
netic signs, which can be affixed to the side of a car, van, or truck and then easily
removed. The advantage to magnetic signs is that they can be transferred to any
vehicle; the disadvantage is that they can fall off in inclement weather. Having mul-
tiple magnetic signs ensures that you always have something on hand in case one
gets lost or you need multiple vehicles for an event.

BROCHURES, BUSINESS CARDS, AND STATIONERY

Business cards, brochures, and business forms such as proposals, contracts, and
statements all make a statement about the quality of your business. In addition to
the logo and contact information, you might want to include a catchphrase (such as
“Catering for All Occasions”) on all your promotional materials and correspondence.
Other useful information to include in a brochure is a list of sample menu items,
photos of a past event, a brief list of notable clients, and some positive quotes about
the company from past clients.

Use concise, easy-to-read print on quality paper stock. Embossing and mul-
tiple colors will also enhance printed materials. Unless you have a computer with
cutting-edge graphic design software and high-quality printing capabilities, it’s bet-
ter to have a professional printer handle the creation of all business documents that
contain graphics. Cost-cutting techniques, such as the use of cheap paper or clip
art, can create a negative impression with potential clients. After all, clients want
catered events to be clean, organized, and professional: Your promotional materials
must communicate these traits about your business. A cheap or flimsy brochure will
communicate exactly the opposite.
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ADVERTISING IN PRINT AND ELECTRONIC MEDIA

Advertising on television and radio, and in magazines and newspapers, will bring
in new business and give your catering business a presence in the marketplace.
Although such advertising will bring more exposure and name recognition, you won'’t
get nearly as much business this way as through word of mouth.

Choosing specific advertising media is difficult for a caterer, especially when
the business has recently opened. Ask any media salespeople who contact you
about their demographics. If you are interested in attracting brides-to-be or society
mavens, you’ll want to know whether a lifestyle magazine is geared toward baby
boomers or young families with babies, or whether the free monthly women’s maga-
zine is placed primarily at doctors’ offices or upscale hair salons with spa services.

Advertisements that run only once are not very effective, even if they reach a
large audience, because people need to hear or see something several times before
they will remember it. Advertisements targeted to a smaller population—especially
your target market—and that run repeatedly will be more successful.

YELLOW PAGES OR PHONE BOOK ADS

When you establish telephone service for your business, it is automatically listed
in the white pages of the telephone directory published by the provider. Any addi-
tional listing, whether in the white or yellow pages of that directory, carries an
additional charge. The telephone directories published by the telephone companies —
as opposed to the smaller neighborhood versions that have abridged listings—are
usually the best ones in which to advertise: They are the most comprehensive and
complete.

Many catering businesses have dramatically increased inquiries and sales
by advertising in the yellow pages. The drawback to this type of advertising is
that potential customers are likely to call several caterers and compare their
prices and services. Because these customers do not yet know anything about
the quality of any caterer’s food, the caterer with the lowest cost may have the
advantage. To combat this, it is important to train personnel responsible for field-
ing inquiries from phone directory advertisements to accentuate your company’s
unique qualities and products. In addition, these employees should make it a
priority to strongly recommend personalized consultations between the potential
client and an event planner.

When you’re deciding on the design and size of your ad, look at past or exist-
ing ads by other caterers; potential customers will call caterers with larger ads first.
For a very upscale catering company, however, a sophisticated design, even in a
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smaller space, may appeal to a more desirable clientele and help weed out other
inquiries by people looking solely for the company with the lowest price.

Most telephone directory advertisements run annually and can be paid for
either in advance, in installments, or even tacked on to the business’s telephone
bill. Advertising sales representatives from the publishing companies will often call
business owners not just to sell them ad space, but to help them choose the size
and design that best represents their businesses as well. Ads that are placed in more
visible areas of the publication, such as the front or rear cover, cost significantly
more than ads placed in a specific section. Multiple listings are more costly but can
be very effective. Caterers that advertise in the “Caterers” section as well as in the
“Party Planning Services” section, for example, will probably receive more inquiries
than competitors who advertise in only one area.

TRADE AND LIFESTYLE MAGAZINES

Newspapers and magazines provide a lot of viable advertising opportunities for
caterers. Some target a specific profession, while others appeal to people with
specific interests or hobbies—such as bridal or wedding magazines, foodservice
industry publications, and city guides designed for tourists. If you are interested
in advertising in any periodical, ask first about its circulation and the frequency of
publication. A one-time shot to a relatively small number of subscribers may have
little or no impact. Other important information to know is the average per capita
income of its subscribers, the average amount subscribers spend on entertainment,
the area of its distribution, and where in the magazine your ad would do best. The
sales representative should be able to answer all these questions. Ask for discounts
for a long-term contract or for running your ad more frequently. Or inquire about a
free test ad to see if the publication’s readership responds (it never hurts to ask).
Some companies might “trade out,” or offer an ad in exchange for catering services
valued at the same amount.

RADIO

Radio advertising is very effective for catering businesses. Ask the radio sales repre-
sentative questions about the station’s demographics —such as the times and days
of the largest listening audience; and the age, per capita income, area of residence,
and primary professions of its listening audience—and make sure they jibe with your
own target market. The radio station will usually help with the production of the ad
or refer you to a company who specializes in designing commercials made for radio.
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Radio ads should also be run repetitively. Unlike print ads, radio ads are
ephemeral. They are usually only effective when broadcast during the same time
period of the day—over and over again. Potential catering clients hearing a radio ad
for the first time may not be in the position to record the information and may tune in
at the same time the next day in hopes of hearing the ad again. Many radio ads have
a jingle, catchphrase, or accompanying music that becomes familiar to the frequent
listener. Caterers should consider these options and consult with station personnel
in order to make good choices that best represent the business.

WEBSITES

The Internet is probably the most commonly used business marketing tool. For a
relatively low investment, a caterer can construct a website and establish e-mail
communication, allowing potential clients to browse its offerings and contact an
event planner to set up a consultation. Careful planning must go into the design of
the site, however. Web design companies can provide the graphics and program-
ming needed and strategically “locate” the site so that a simple keyword search,
such as “caterer,” causes a search engine to list it at the beginning of the search
results. Opportunities exist to become a sponsored site on various search engines,
an arrangement similar to paying for advertising space in magazines or newspapers.

Update your website often—especially your client list. Showcase seasonal
and holiday menus and always provide an e-mail link to an event planner.

SOCIAL MEDIA

Social media networks such as Facebook, Twitter, LinkedIn, Instagram, and Google+
present many affordable opportunities for caterers to promote their businesses.
These networks allow for the use of many marketing tools, such as:

e Testimonies of past and current clients

e Uploaded photos and video in real time

e Contact information with links to maps

e Client lists and résumés

e FAQs

e Upcoming events and promotions

e Awards and accolades

e Opportunities for people to “like” or “follow”

e Communication and reinforcement of the business identity through other
affiliations

Your Marketing Plan
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The potential downside to using social media is that, unless you form a closed
group, anyone can post comments about your business, good or bad.

One factor to consider is that unless you are a sponsor of the social network, it
can be more difficult to obtain demographic information regarding who may be view-
ing your page or posts at any given time. Therefore, it may be hard to ascertain how
much return you are getting from all of the effort put into keeping your information
and posts current.

DIRECT MAIL

Direct mail is a great way to target corporate accounts and potential customers in
your demographic or your geographic area. A direct-mail company can sell you lists
of addresses that are sorted by zip code or other demographic information, such
as per capita income, age, gender, or personal interests. You can then print and
package the mailing yourself or hire a company to do so. Direct-mail companies will
design the graphics, write the copy, choose the paper stock and packaging, and
mail the material to a targeted audience.

The disadvantage of direct mail is that a targeted mailing from a caterer is
often considered junk mail and tossed in the trash without much thought. A profes-
sional direct-mail marketing company may be able to package the product in an
innovative way, causing it to stand out from other mail and, hopefully, be opened
by the recipient. Overall, direct-mail marketing is statistically more effective when
sent to companies at which employees are instructed to open every piece of mail
delivered.

SHOW AND TELL

There are many other ways, sometimes much less costly, to promote a catering
business. Some caterers will discount their services when asked to cater events for
nonprofit or charitable organizations. In exchange for the discount, the host organi-
zation promotes the catering company by listing its name on all correspondence for
the event, including mailings, brochures, and menus. In addition, the organization
persuades the media covering the event to mention the caterer by name. Guests of
the event then often hire the caterer for their future private events. Depending on the
type of organization, discounts and donations may even be tax deductible.

You should be careful when choosing any type of event to which your busi-
ness will be linked in a public way. If you cater a political party’s fundraiser, for
example, you may be labeled as a supporter of that party —even if you’re not.
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SCHEDULED TASTINGS

Potential clients can be invited to open houses or scheduled tastings to sample
food, view banquet rooms, and get a sense of how a caterer operates. Such tast-
ings are yet another way to market your product. Quality caterers include a sample
table complete with linens, floral pieces, and dinnerware in their displays. Most will
also have uniformed service personnel help staff the tasting and serve samples of
recommended menu items.

At such events, always have portfolios with photographs of past events your
business has produced, as well as business cards, brochures, and client lists for
prospective clients to take with them.

BRIDAL AND TRADE SHOWS

Bridal and trade shows are another great way to get your name out there. Although it
is rare for a caterer to book a wedding at a bridal show, you can give out brochures
and business cards along with a small sample of a signature dish. Attendees are
there to gather information and usually make contact with a caterer at a later date.

Hotel and restaurant trade shows, retail food shows, and even street fairs are
also opportunities for caterers to display and market their goods. Many chambers of
commerce host expos designed to showcase local businesses. These are excellent
marketing venues as well as opportunities to network with other local businesses,
which commonly recommend each other to their customers.

PIGGYBACKING

Some caterers piggyback on another business’s marketing campaign. For example,
a car dealership having a big sale might allow a local caterer to hand out food sam-
ples and promotional materials to the customers that come into its showroom. The
car dealer is happy because the food samples help enhance customers’ experience
in the showroom; the caterer is happy because he or she is able to get brochures
and business cards into the hands of many potential future customers.

Similarly, a realtor who specializes in upscale residential properties may want
to make an open house more alluring. A smart caterer will offer elegant, butler-style
hors d’oeuvre and beverages—at cost—and serve them during the open house in
exchange for being allowed to hand out his or her own promotional materials. Quite
often, it’s a win-win situation: The entertaining potential of the property gets under-
scored, and the caterer acquires new business.

Your Marketing Plan
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WORD OF MOUTH: THE BEST KIND OF MARKETING

The best form of advertising for a catering business is word-of-mouth advertising. In
fact, the majority of your incoming business will be the result of referrals or recom-
mendations from satisfied clients or from a guest at one of your events. An inquiry
that originates this way should be considered serious, and you should feel confident
that the time spent consulting with the potential client will be well worth it.

Why is word-of-mouth advertising so valuable? Most people who decide
to host a catered event fear poor-quality food, service, or décor will embarrass
them in front of their guests. Hosts are also concerned about appearing cheap or
tacky. These fears compel most potential catering clients to ask family, friends, and
acquaintances for referrals to caterers. Potential customers that result from yellow
pages ads usually contact several caterers and compare them according to what
they promise on paper. But getting a referral from someone who has experienced a
caterer’s product—and whom the client trusts—carries enormous influence.

Word-of-mouth advertising will continue perpetually as long as the quality of
each event is very high and customers have a good perception of the value of your
services. Making your business cards available after an event is a subtle but valuable
marketing tool and helps guests promote your catering business via word of mouth.

In Chapter 7, we’'ll get started with the basics of event planning, from the initial
contact to adding all the bells and whistles a client could want.
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Event Planning




lanning a profitable event that meets or exceeds your clients’ expecta-
tions is the cornerstone of catering success. It is how you grow your
business as well as your reputation, because, as we discussed in
Chapter 6, word of mouth is the most effective marketing tool you have.
When you plan and execute a successful event, it creates a buzz that no
amount of advertising can buy.

What the Catering Client Wants

All catering clients want:

e Great food, beverages, and service for their guests
e The appropriate entertainment

e An event their guests will enjoy and remember

e A virtually mistake-free, stress-free event

e An event that appears lavish—never cheap

e Great weather

While the weather is out of everyone’s control, an event planner can help the
client achieve all of these other objectives.

The Role of the Event Planner

A profitable event that pleases the client starts with the event planner, sometimes
also called the function manager. If you have a small operation, you are probably the
owner, event planner, and chef all rolled into one. If you own a larger business, then
you will probably employ an event planner. Large hotels, banquet halls, and conven-
tion centers might give event planners different titles, such as catering manager,
catering sales manager, catering sales representative, convention or conference
service manager, or banquet manager. Whatever the title, the event planner is essen-
tially in charge of making sure the event is a success from start to finish.
Depending on the type of business you have, other employees may function
as event planners from time to time. For on-premise operations such as hotels,
country clubs, banquet halls, and large restaurants, event planning is typically the
responsibility of the banquet manager. In many cases, the banquet manager will be
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Event planners can help coordinate events with many
extras, such as gift bags and detailed table settings.

the only contact person for the client. After the client agrees to the plans, the ban-
quet manager will communicate specific functions for the event to the appropriate
people, often using a banquet event order (BEO). Most larger off-premise catering
operations also have an event planner or banquet manager who meets with clients.
Although the functions of these positions are similar, the off-premise event planner
might travel to the site of the event to conduct the initial consultation with the client.

What Event Planners Do

Visualize the event based on the initial conversation with the client. A photo album
showing past events, complete with pictures of menu items and of tabletop and
room setups, can help clients articulate their needs.

Suggest practical and seasonal foods and beverages. Periodic meetings with the
chef(s) and purchasing agent can help bring the planner up to speed on what
products are readily available for the date of the booking. Product guides are also
available through industry websites.

Recommend sources for a variety of services, such as bands, DJs, photographers,
limousines, decorators, and other ancillary providers. All planners should compile
a portfolio of ancillary provider information, complete with photos or samples of
each provider’s work.

Accommodate clients’ budgetary restrictions without requiring them to forgo qual-
ity. A good caterer will offer tiered menus that, although their raw ingredients may
differ, reflect similar creativity and appeal.

Staff an event properly to ensure it runs smoothly.
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The panoramic view supplied by the wall of windows gives this indoor banquet
room a more spacious feel even when it is set for maximum capacity.

Some event planners work independently. These planners act as general con-
tractors for their clients, subcontracting all required services—including catering—for
the event. The event planner gets the client’s approval for each detail for the party.
The customer usually pays the independent event planner a flat fee for services. The
companies hired by an independent event planner will sometimes be required to give
the planner a commission in exchange for the business. The fee will vary from person
to person (it may sometimes be a flat fee).

Sometimes a chef acts as an event planner, especially if the food is going to be
the star of the show. Chefs have the most experience determining the seasonality of
menu items. Providing direct access to a competent chef also lends credibility to the
catering business itself, so even if your business has an event planner, your clients
should be allowed to meet with its chef at least once. There are sometimes technical
questions about food that only the chef can answer, and he or she can also suggest
viable menu substitutions to meet budget or dietary constraints.

The chef is also aware of menu items associated with other events your com-
pany is catering around the same time as the one being planned. By selling more
of those same menu items to a potential client, you can trim food and labor costs
(purchasing more of the same ingredients can result in volume discounts from pur-
veyors), and your kitchen staff can work more efficiently while preparing a volume of
one menu item than when preparing multiple items.

An event planner is warm and energetic, diplomatic, discreet, patient, and
charming—and is always well groomed. He or she has stellar problem-solving skills,
the ability to remember names and faces, and a genuine love of the hospitality
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business. Event planners should be experienced in all aspects of kitchen and serving
operations. A planner should also have extensive resources for the other services that
will be necessary for events, such as floral arranging, party rentals, and entertainment.

WHAT THE EVENT PLANNER NEEDS TO SUCCEED: AN
EVENT-PLANNING MANUAL

To be effective, an event planner needs information—and lots of it. An event-
planning manual keeps it organized, accessible, and easy to use. Whether kept in a
binder or stored in a computer file, such a manual should contain:

e A calendar or planner for recording client contact information and the times
and dates of all bookings made by anyone at the company

e (Catering menus for food and beverages, complete with photos of a large
sampling of menu items

¢ |Initial contact forms that include notes about preliminary conversations with
the client

e Proposal forms

e Contracts and receipts for deposits

e A portfolio of ancillary service providers, such as bands, photographers, and
florists

e Banquet event orders

¢ Final billing forms

e Follow-up correspondence, thank-you cards, and the like

Event planners at off-premise caterers often consult with clients at the site of
the event, and carry with them a digital camera, a tape measure, graph paper, and a
pencil in order to evaluate the site. Successful event planners will also maintain files
on every catering client, so they can anticipate their tastes and desires the next time
they want to book an event.

FOUR QUESTIONS WITH WHICH TO START THE EVENT-
PLANNING PROCESS

The event-planning process starts when a potential client makes contact with your
catering company. This might happen with a phone call, a fax, or an e-mail triggered
by an advertisement, a recommendation or a referral from a former client, or as a
result of the client attending an event your company catered.
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GREENFIELDS CATERING, INC.
645 Albany Road e Boston, MA 02101
Phone (508) 555-7777 ¢ Fax (508) 555-7776
www.greenfieldscateringinc.com

Farm-Fresh Foods with a French Flair

June 28, 2015

Ms. Eva March
218 Hollow Road
Staatsburg, NY 12580

Dear Ms. March,

Thank you for allowing Greenfields Catering, Inc., to cater your daughter Emma’s
wedding last Saturday. It was a pleasure working with you and your husband. |
hope that all of your guests enjoyed themselves and got home safely.

Please consider us in the future for any occasions that may require catering
services. If you have any feedback that will help us in our ongoing goal to be
the premier caterer in the area, please get in touch with us—and please tell your
guests they should feel free to call or write to us as well.

We are most grateful for your business.

Sincerely,

Jack Green
Sarah Fields

Thank-you letters can be a subtle means of soliciting new business from current
clients, and from their guests.

The first contact with a potential client is critical. Your event planner should
exhibit the highest level of hospitality, courtesy, and, most of all, patience. During the
first phone call, your event planner needs to ask the potential client a few questions,
with the planning book at the ready. If the client’s proposed event “passes” these
four test questions, then it is business worth pursuing.
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This buffet utilizes eco-friendly disposable
plates made from bamboo. This is a simple
and attractive way for an event planner to
highlight a client’s commitment to a “green”
event.

1.

Do you have a date in mind for the event? When your event planner checks
the planning manual, he or she will know if your business is already booked
on the date in question. Many successful caterers are fully booked weeks,
months, or even years in advance. If you’re already booked, ask the client if
there is any flexibility in the date of the event. If the date does not work out,
refer the client to another reputable caterer you know.

2. How did you hear about us? Clients who make contact with a caterer as a
result of a personal experience or a referral from a friend or colleague are usu-
ally serious. A potential client who has found out about your business via the
yellow pages is probably contacting multiple caterers and is not aware of the
qualities that make you compare favorably to your competition. Although menu
items from caterer to caterer may be labeled similarly, they can be at opposite
ends of the tasting and presentation spectrum. A good planner will seize every
opportunity to cite the special qualities associated with each menu item.

3. Have you selected a location for the event? For off-premise caterers, this
question can determine budget and feasibility. The location may be inacces-
sible by truck or simply too far away.

4. How many guests are you inviting? The room capacities set for on-premise

caterers must be observed. Make sure that you can handle the number of

guests before meeting with the client and writing a proposal.
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THE INITIAL CONSULTATION

Once these questions have been answered satisfactorily, your event planner can
schedule an initial consultation—usually a face-to-face meeting—to discuss the
details of the event, such as menu design, beverage service, event personnel, ancil-
lary services, and budget. On-premise catering businesses will have this meeting
on-site, while off-premise businesses will meet at the intended location of the event.
Wherever the consultation takes place, the event planner must be sure to obtain
certain pertinent information by asking more questions.

What is the occasion? Knowing the occasion will help in the selection of the
menu, style of service, and decorations.

Is the affair planned for the daytime or evening? Menu items and pricing vary
based on this information. Smaller portions of food are more appropriate for
daytime affairs. Guests attending events during the evening usually consume
more alcoholic beverages.

What is your budget? Although this is important, it may be beneficial to wait until
the planner has described some or all of the services offered before solicit-
ing this information. The client usually has a target amount of money in mind;
however, that figure may increase if the event planner earns the confidence
of the client. Most people are usually prepared to spend more money to meet
their complete vision for their affair.

Outdoor elements can often be brought “indoors” with a little ingenuity. Caterers should not con-
tract for outdoor events that cannot be protected from the weather, which can be unpredictable.
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VISITING THE OFF-PREMISE SITE

Many customers are not aware of the limitations—or of the potential —of their cho-
sen venue. As the expert, the event planner should be able to identify them. For
example, a couple planning their daughter’s wedding may want to have a sit-down
dinner under a tent on their own property for 150 people. After visiting the site, how-
ever, the event planner determines that no more than 80 people will fit comfortably
in the area the client has in mind. The event planner should then suggest alternate
plans—for example, changing the format to an elaborate cocktail party without
assigned seating, or using an alternate venue.

A different couple might be planning a similar wedding. In their case, the prop-
erty is large enough for 150 people. The event planner identifies an area on the prop-
erty where there is attractive foliage and suggests that the hors d’oeuvre be served
there, taking into consideration any additional fixtures or services that will need to
be subcontracted. All the information about an off-premise event is collected on off-
premise site visit sheets (e.g., see Wiley BCS Off-Premise Site Visit).

There are many other reasons to inspect an off-premise site prior to an event.
Possible hazards such as broken stairs or pathways can be dangerous. Proper
lighting is necessary for evening events. Auxiliary lighting, heating, or cooling may
be necessary for safety reasons and should be arranged in advance so that the cost
can be passed on to the client. Lack of foresight can jeopardize the safety of guests
and employees and even damage the reputation of the caterer.

Brainstorming about menu items, decorations, table appointments, and ser-
vice can also be enhanced by consulting at the site. The physical characteristics
of the location alone often stimulate the event planner’s creativity. There may be a
fountain on the property that can be used as the centerpiece for a buffet simply by
arranging tables around it, for example.

MENU DESIGN

Designing a menu for a catered event is not a simple process. There are many
variables to consider, such as budget, food and beverage availability, and style of
service. Food served buffet style may differ from the food served during a sit-down
meal, even if the occasion is the same. Menu items served outdoors usually differ
from those served at an indoor venue. Cultural and dietary restrictions also need to
be accommodated based on the client’s wishes and needs.

A potential customer may request menu items that are not practical, based
on the event planner’s opinion and experience. The planner must know how to sug-
gest more realistic alternatives without implying that the client’s suggestions were
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ridiculous. The event planner usually consults the chef, maitre d’hétel, or beverage
manager prior to planning an event, although this may not be necessary if there are
proven menu packages in place; however, each catered event is a little different, and
such packages often need to be modified.

If a client requests menu items or services that are outside your company’s
areas of expertise, either try to sell the client alternative menu items that you feel
confident executing or collaborate with someone who can provide the special item
or service requested. For example, if a client requests a buffet with a sushi station,
hire a sushi chef for the evening, or contact a Japanese restaurant that can set up
such a station in a professional manner. A caterer can usually subcontract such
services and mark up the price.

An event planner needs to be conscious of how the client is reacting to any
suggestions. Certain facial gestures and repetitive questions may be signs that the
client is confused or uncomfortable. A good planner will recognize these signs and
either clarify what he or she is saying or offer alternative suggestions.

0 SOMETHING ON THE MENU FOR EVERYONE

Today, dietary restrictions are more prevalent. There has been a growing awareness
of food allergies and sensitivities to ingredients such as wheat and dairy. Some
menu requests may not have the same medical urgency as, say, a severe peanut
allergy, but all the same they need to be accounted for, and menu accommodations
need to be able to meet these demands. Clients may frequently have restrictions
on their diet, such as low-carbohydrate, low-fat, gluten-free, or low-sugar. It is wise
for a caterer to have menu items that directly reflect an awareness regarding these
concerns, as well as menu items that are flexible enough so that they can be easily
altered to meet client needs and wants.

The event planner should find out the age group, cultural background, and
medical concerns of the guests in order to accommodate their needs. While the
majority of catering clients will ask for specific menu items when they expect
children to attend an event, they may not automatically consider the needs of all
of their guests with specific dietary restrictions. Some of their guests may have
opted for a vegetarian or vegan diet and their menu needs must be accommo-
dated as well. Guests may or may not notify their host about their special food
needs prior to an event, making it of particular importance for the event planner
or chef to inquire about these concerns if the client does not bring them up dur-
ing the consultation.

Chefs and event planners alike need to be aware of “hidden” ingredients that
may not be readily thought of, such as roux or soy sauce for someone with celiac
disease, when they are putting together a menu for a client. Chefs must carefully
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read the labels of prepared ingredients to be sure they do not unwittingly cook with
the particular food they need to avoid.

Keep a mental or physical list of the most common food allergens, so that
you have a reference and a reminder to ask all clients when you sit down to plan
the menu.

Most common and/or severe food allergies:
e Peanuts
e Tree nuts (including almonds, Brazil nuts, cashews, hazelnuts, macadamia
nuts, coconuts, pecans, pine nuts, pistachios, and walnuts)
* Eggs
e Dairy products
e Shellfish
e Fish
e Wheat
e Soy
e Tomatoes
e Chocolate

Some menu choices may not be appropriate simply because they will not
appeal to a majority of guests. Many people have aversions to foods such as game,
certain mushrooms, and other, more obscure food items. When planning a catered
event, the event planner should suggest menu items that will not intimidate guests
and are fairly mainstream.

Dealing with Money and Contracts

MENU PRICING

When an event planner uses the proper tools to determine menu pricing, there is less
risk of losing the client to the competition. The planner should also know the specifi-
cations of the ingredients so that a fair comparison can be made among proposals.
For example, a caterer who makes guacamole from fresh Hass avocados usually
has higher costs for that item than one who makes it with canned avocado. But if
the item on both menus reads guacamole, it is up to the event planner to explain the
difference and to justify any higher price (see Chapter 3, “Pricing for Profit”).
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This is not an easy task. Some clients do not have an extensive understanding
of food and are only comparing price. This is an unfortunate reality of event plan-
ning. Caterers should not lower their standards or sacrifice profitability in order to
earn an account. Substitutions may be suggested, but by lowering the price, the
client may come to distrust the caterer: When a price is lowered without modifying
the menu item, it may appear to the client that the price was inflated to begin with.
Modifications can include substituting prepared ingredients (like frozen spinach) for
raw ingredients (like fresh spinach). By making such a substitution, enough labor
may be saved to allow for a decrease in the price of that menu item.

The question that must always be asked is, “How does this change affect
quality?” Depending on the application, a difference in quality may not be percep-
tible to the client. The caterer should not compromise quality in any observable
way in order to accommodate a client’s budget. There are many convenience food
products, however, that save on labor and that do not substantially affect quality,
including prepeeled garlic and prewashed lettuce mixes. These foods should be
tasted and applied to test menu items before using them.

BUDGETING

The event planner works with the client to determine the budget for an event. Written
proposals should separate this amount into food, beverages, services, rentals, other
ancillary services, tax, and possibly gratuities. Some caterers give their customers
an all-inclusive package price for an event that encompasses all of these costs.
Whichever the case, the event planner must determine how much of the total budget
is available for designing the menu while still allowing for profit. Some of the play in
the cost of an event is in the overall cost of its menu.

Suppose a client requests a carved ice bowl| containing extra-large poached
shrimp with cocktail sauce to be served as a hors d’oeuvre, wanting their guests
to help themselves to the shrimp while admiring the ice sculpture. Yet this one
menu item represents the highest cost to the caterer. Because the shrimp are self-
service—and a very popular food—the caterer knows from experience that a lot of
them must be provided, at least four to six shrimp per person. The event planner
prices this item and includes it in the proposal. The client then feels that the overall
menu price is too high and needs some adjustment.

A savvy event planner will suggest changing the higher-priced self-serve
shrimp bowl to shrimp passed on trays by servers. Caterers know that most people
will take only one or two hors d’oeuvre when they are served butler style—so two
smaller, less expensive shrimp can be budgeted per person, rather than five larger
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ones. Shrimp could remain on the menu, but at a lower price point; or the client
could still choose to spend the extra money on the shrimp bowl. Most important,
whatever the client ultimately chooses, by suggesting a substitute or modified menu
item, the event planner has demonstrated the catering company’s expertise and
flexibility.

An event planner must also remember not to cut corners in the wrong place.
If a planner suggests an upscale menu and subsequently serves the food on utility
china, the guests’ overall experience will be cheapened. Decreasing the number
of personnel needed for proper service in order to budget more money for food is
another bad decision. Excellent food that is poorly served will result in a negative
experience for guests. Any services that are subcontracted, such as entertainment,
photography, and equipment rentals, should also be of similar or higher quality than
the services the caterer provides.

All caterers have fixed and operational expenses that they must consider
when pricing an event. Sometimes, a caterer cannot provide services because the
client’s budget is simply too low (see Chapter 3, “Pricing for Profit”). After you have
considered all the options, there are times when you must simply refer a client to
another caterer. Sending away business is always a difficult decision, but working
hard and not making any money is worse. Hopefully, the client will understand your
perspective, respect it, and call you again for a future event whose budget is not as
financially restrictive.

WHEN TO CHARGE MORE, WHEN TO CHARGE LESS

A caterer who can customize services to a customer’s specific requests is entitled
to mark up those services higher than other, more routine services: The extra con-
ceptualizing, planning, and execution justify the higher cost. Generally speaking, off-
premise catering is more expensive than catering at a banquet hall. The additional
planning, transportation issues, and more customized approach result in additional
costs.

But there are several reasons you might consider offering a discount to a
client: repeat business from corporate clients, the third wedding reception you’ve
catered for a valued social client, or a very large party at which the per-person cost
will be much less than for a smaller party, for example. A discount should equal a
decrease in net profit for the caterer, never a financial loss. All discounted prices
must be described in the contract in a clear, detailed manner. If not, referrals from
customers who have received discounts in the past may expect the same deal, even
if the circumstances are different.
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WRITING A PROPOSAL

Within a week after the initial face-to-face consultation, a planner should write a for-
mal proposal detailing estimated costs for the event. Whether an itemized or inclusive
proposal is used, the proposal should be written clearly, look professional, and be well
organized. Each page should bear the caterer’s logo and contact information.

The first page should be a cover letter written by the event planner thanking
the client for the potential business. The second page should contain all of the per-
tinent information about the event. The date, time, number of expected guests, loca-
tion, and type of event are usually listed first. The schedule of events, including any
ceremony or meeting, cocktail hour, the main meal period, and after-meal festivities,
is then discussed. Incorporated within this list may be all of the menu choices and
activities taking place in conjunction with each item. The costs for the event usually
follow and should be listed clearly. A short paragraph stating deposit requirements
and contract information can follow the costs or be included in the cover letter.

The cost for an on-premise event at a hotel, country club, or banquet hall is
often arranged as a package deal. This type of proposal will list all of the services to be
provided by the caterer. There will be a per person price for these services: This type of
proposal does not break down the costs for food, beverages, service, and other ancil-
lary costs, making it simpler for the client to comprehend. Service charges or gratuities
may be included in the per person price or be listed separately. Any applicable taxes
should be listed as a separate entity.

Most off-premise caterers itemize costs on their proposals. An off-premise
event is often more costly because time is needed to set up and clean up, and some
equipment rental is usually required. It is easier for the caterer to justify these costs
to the client by itemizing them on the proposal.

You will want a prospective client to book the event with a deposit as soon
as possible after receiving the bid. Otherwise, you could lose other business for
that date while waiting. Many caterers indicate a “please respond by” date on their
proposals and instruct their event planners to make follow-up phone calls to answer
any questions or hasten a decision.

The event planning worksheet or Inquiry Form is an internal form of correspon-
dence that does not go to the client; it gives instructions to the event manager (for
an example working document, see Wiley BCS “Inquiry Form”).

DOWN PAYMENT AND CONTRACT SIGNING

After a client accepts a proposal (perhaps after some modifications), the caterer
should send a copy of the finished proposal and two copies of the catering contract
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to the client. The client should sign both copies of the contract and send them back
to the caterer along with a down payment. The actual amount or percentage will vary
from caterer to caterer, but is usually between 25 and 50 percent of the value of the
total contract. At the very least, you will want it to cover your food costs in case your
client has to cancel the event at the last minute.

The event planner and anyone else that may be contacted by the client con-
cerning the event should retain copies of the proposal and contract for reference.

You can draw up your own contracts or have your attorney do so for you.
Either way, a contract should be as specific as possible and include at least the
following information:

e Names, addresses, and telephone numbers of the parties involved (buyer and
seller)

e Date of the agreement and date and time of the event

e Location of the event

e The specifications for the room setup, decorations, tablecloths, and so on

e The menu

e The estimated and guaranteed attendance

¢ All service arrangements

e The duration of the event (e.g., open bar from 6 P.M. to 7 P.Mm.)

e A description of the entertainment, if applicable

e Pricing arrangements and conditions under which prices will increase

e The deposit required

e Any discount for full payment at the time contract is signed

e Cancellation provisions, specifying circumstances under which a cancellation
will be accepted (e.g., illness, broken engagement, death) and how much of
the deposit will be retained under such circumstances

e Applicable taxes

e Space for signatures at the bottom of the contract form

Carefully consider contract terms, write them in simple language, and print
them in a size that is easy to read to ensure that everyone understands them. The
contract legally binds the client’s down payment with the caterer’s future services.
A caterer who accepts a down payment must be responsible with those funds: they
must be available to purchase goods for the actual event. Smaller caterers with spo-
radic business should be especially careful with any down payment and probably
reserve it for goods needed for the designated affair.

Is a down payment refundable? This is a complicated issue. There are two
reasons to not refund a client’s deposit. A caterer usually purchases most products,
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especially perishable ones, in the week prior to the event. After a caterer has done the
actual purchasing of goods for an event, the caterer should be compensated for these
costs—through the down payment—in the case of a cancellation. A caterer may also
experience a loss of revenue due to a cancellation. When a caterer is fully booked for
a specific date, he or she may turn down other business for that date. When a client
cancels an event for a date that could have been booked for another event, it is a loss
of potential revenue; a contract should guard against this possibility.

A contract typically lists a timetable for the refund of a down payment;
the timetable and the amount refunded will vary from contract to contract. For
example, a contract may state that 100 percent of the down payment can be
refunded if the client cancels ninety or more days prior to the event, but that the
down payment is nonrefundable if cancellation occurs thirty days or fewer before
the event is scheduled.

Hourly charges for services rendered beyond the designated ending time of
the event should always be enumerated in a contract. Most on-premise catering
contracts also include liability clauses clarifying clients’ liability for damages that
they or their guests inflict on the caterer’s building or equipment. These contracts
will also prohibit clients or their guests from bringing food and beverages to the
event that were not provided by the caterer.

Some caterers even review the contracts of their competitors before writing
their own. And if you do create your own contract, always have a lawyer review it
before using putting it to use (for an example working document, see Wiley BCS
“Event Proposal Contract”).

SUBCONTRACTING ANCILLARY SERVICES

A successfully catered event requires many kinds of services. While food and bev-
erage preparation and service is the primary function of the caterer, other services,
such as entertainment, photography, and decorating, may be provided by outside
sources. All services and activities that occur during an event must be coordinated
carefully regardless of who provides them. Most caterers subcontract certain ser-
vices they need at their events. The client or an independent event planner hired
by the client may also arrange for certain services for the affair. Whoever hires the
subcontractors, each aspect of the catered event must still be executed at the high-
est level of quality.

When a caterer plans an event that requires outside services, several suppliers
for each service should be compared in numerous ways before deciding which one
is the best for the job. Price alone should not be the deciding factor.
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Start by networking. Using the Internet, yellow pages, industry periodicals,
or personal contacts, locate several providers for each required service. A range
of providers that offer different levels of a similar service is best. For example, a
photographer who takes color or black-and-white prints and compiles them in an
album may be priced at one tier. Another photographer who applies special effects
such as antiquing to his or her photos and also compiles a digital slide presentation
may command much higher prices. Once you have found multiple sources for each
service, compare them for price, service, and quality and then decide which ones

e

Some clients will ask to sample certain menu items or to look at certain table

you’d like to work with.

Menu Sampling

appointments prior to an event. In fact, the event planner may have a lot of contact
with the client prior to the actual affair. This is not uncommon and is part of the event
planner’s job.

Most caterers offer some form of menu sampling to the client, many in scheduled
tastings that are part of their marketing plan. For most established caterers, menu
sampling usually occurs after the initial proposal has been drafted and accepted by
the client. Menu sampling should be a way for a client to finalize the menu selection
for an event or for a first-time client to determine whether to book with you. It is also
appropriate to provide samples of certain menu items your event planner has sug-
gested that are not familiar to the client. The client may also want to sample the food
to experience its quality; this will also help to establish your credibility.

Caterers are professionals and should not allow themselves to be microman-
aged by their clients, however. Clients may ask the caterer to provide a sampling
of every menu item to be served at the affair. Although caterers should be sensitive
to their clients’ concerns, such a request is generally unreasonable, and the caterer
or event planner must be careful to handle this situation correctly. The caterer
might be able to accommodate the request at a convenient time for both parties,
but should charge a fee for this service. The fee can be simply the cost incurred
by the caterer for the food or the per person price as included in the proposal.
Caterers should always be compensated for expenses that occur outside the terms
of a proposal or contract, and some caterers ask for a down payment prior to any
menu sampling.
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Some subcontracted service providers need very little management. A wed-
ding photographer, for example, will choreograph photos with the bridal party and
guests. The only interaction the photographer will need with the caterer is likely a
discussion about the schedule of the event, which will provide him or her with infor-
mation about specific photo opportunities.

Other subcontracted services, such as party rental equipment or staffing
through an agency, require a lot of planning and management by the event planner.

Most caterers have an arrangement with their ancillary providers that allows
the subcontracted services to be marked up. A photographer may build an extra
$200 into his or her price to the client and then give that $200 to the caterer as a
finder’s fee or referral fee. Remember, it can work the other way around as well. If
that photographer refers you to a client who ultimately signs a contract for catering
services, he or she may expect a finder’s fee from you.

GUARANTEEING THE NUMBER OF GUESTS

All caterers require their clients to guarantee a number of guests sometime before
the actual event takes place. The guarantee facilitates the planning process, deter-
mining how much food and drink to purchase, staffing requirements, the amount of
tables, chairs, and flatware, and so on.

Most caterers require the guaranteed count one to two weeks before the event;
other caterers require the count thirty, sixty, or even ninety days before. The reality
is that most clients will have the best idea of how many guests they are expecting
one week or so prior to the event: It is not uncommon for people to respond to an
invitation late or to cancel on the same day. Regardless of these circumstances,
once a caterer receives the guaranteed count from the client, that number cannot
be reduced. (This stipulation should be included in the contract.)

The client should always be allowed to raise the amount of guests expected —
up to whatever point is feasible for the caterer. Most caterers will have a cutoff point
forty-eight to seventy-two hours prior to the event before which the client can con-
tinue to add guests to the final head count. This number should not be set as a per-
centage of the total number of guests, but rather as a specific number. The caterer
should set the number at something that can be conveniently accommodated with-
out purchasing and preparing additional product at the last minute. (In fact, most
caterers already include an overage number in their production forecasts, preparing
extra food and beverages in anticipation of overcooking, spillage, and so on.)

The cost of this additional product should always be figured in when pricing
the original proposal. If a caterer prepares for fifteen additional covers on a regu-
lar basis, for example, he or she should use this figure as the maximum allowable
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increase of the head count. On the rare occasion that a large amount of people
beyond the guaranteed count show up at the event without the caterer being notified
in advance, the client can be held liable. In this instance, the caterer’s performance
is jeopardized by being inadequately prepared to handle the additional people and
possibly running out of food and/or providing substandard service. After the event
planner gets a guaranteed guest count from the client, the event is ready to be
executed. And the majority of the time, things will go as planned.

Executing the Event

The client and event planner will need to communicate often during the planning
process to clarify event details. Inevitably, some minor things will change right before
or even during the function, but by the time the client submits the guaranteed count,
all major pending concerns on both sides hopefully will have been laid to rest.

The event can now take place.

Caterers are responsible for the execution of an event regardless of whether
all of their staff shows up or whether a key person is ill. Caterers can never cancel

Specifics about the banquet room’s setup will be provided in the banquet event order. For example: (a) the number
of tables and the number of chairs at each; and (b) and the tabletops’ design (china pattern, linen color, etc.).
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on their clients; this would damage their reputations irrecoverably, quite possibly
putting them out of business. All caterers should have contingency plans in place
for replacement personnel and products.

THE BANQUET EVENT ORDER

After all of the details have been discussed and settled, the event planner will con-
struct the banquet event order (BEO), a document that communicates all pertinent
information about an event to anyone responsible for providing any of the necessary
services for its successful execution.

The banquet event order is usually not given to the client but rather used as
an internal tool. Some caterers do choose to use the BEO as a contract and include
signed clauses that other caterers include in a more formal contract.

A banquet event order usually starts with basic information: the date and time
of the event, the client’s contact information, the type of function, its location, and
the expected number of guests. The schedule of events then follows and includes
menus, wine and beverage choices, and specific information about decorations.
Other information, including table configurations, menus for employee and profes-
sional meals, dietary restrictions, delivery schedules, and so on, should also be
listed. The BEO is then distributed to all personnel involved in the event’s planning,
including the general manager, catering manager, chef, maitre d’hétel, purchasing
agent, housekeeping manager, and possibly others, depending on the size and
organization of the specific operation. The BEO may also be sent to outside vendors
who are providing a service for the event.

Much of the information on the BEO is consistent with that of the written
proposal sent to the client, with the possible exception of prices. Many people in
catering management omit the pricing information on copies of the BEO that are
distributed to personnel to whom costs are not relevant.

There may be many revisions of a BEO prior to the event. The final copy is
printed after receiving the guaranteed number of guests from the client. The purpose
of a BEO is to provide consistent and complete information on one document and
to prevent miscommunication. The BEO should be proofread by the event planner
before distribution and compared to the proposal sent to the client for consistency.
The physical design of the BEO should be straightforward and easy to read.

You can access this sample Off-Premise Banquet Event Order as well as a
sample “Corporate Dinner Write-Up” on Wiley’s BCS.

After finalizing the plans with the client and creating the BEO, the final plans
should be sent to the client along with a Summary of Charges or Statement of
Services, which would indicate final payment.
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OFF-PREMISES

Event Order Invoice: 015298

Account: Event Date: Friday, June 21, 2013
Post As: -
On-site Contact: Location Name:
On-site Phone: Location Address:

Location Contact:

Phone:

Service Entrance:
Payment Terms: Sales Mgr:
Method of Payment: Account Exec:
TIME FUNCTION
7:00 PM - 10:15 PM dinner
MENU COMMENTS BEVERAGE
Guest Location for Meals: recp & dessert in the lobby. Served # of Bars: 2 + butler bar
dinner in 3 galleries: Leir gallery 1st fl / Projects gallery 1st floor | # of Service Bars: 2
& South Gallery on the 2nd floor # of Bartenders: 4
# of Buffets or Stations: 2 dessert Liquor: all by host
Cooking Locations: facility small kitchen for hds / Ed center on Setups: yes (please send white cranberry)
the 1st floor for dinner & dessert Staff Soda: yes
Dietary Restrictions: no Coffee Setup: yes
Kosher: no Thermos Water of Coffee: no
Auxillary Meals: no Table-Set Water: yes
5 tables in the Leir gallery (1st fl) Ice: yes
7 tables in the Projects gallery (1st fl) Beverage Cart: ok
8 tables South gallery (2nd fl) Special Notes:
HORS D’OEUVRE SPECIALTY COCKTAIL

) butlered to guests

TINY SIRLOIN PATTY MELTS caramelized shallots, Gruyere upon arrival & available on the bars

cheese, tomato relish
. SPIKED LEMON TEA
SWEET POTATO DUSTED CRAB CAKES chipotle red pepper salsa | bourbon infused mint tea, lemonade, & peach nectar served in a tall

TOMATO BASIL HAND PIES micro basil, balsamic syrup rocks glass with fresh mint with a lemon sugar rim & lemon wedge
PORTOBELLO MUSHROOM STEAK FRIES balsamic aioli “alconol provided by Museum

BLT SHORTCAKES apple smoked bacon, arugula, tomatoes & TIME LINE
basil : Truck Departure Time 3:00pm
SHRIMP TACOS avocado peach salsa, ginger & lime : Truck Arrival Time 4:00pm

. i . : Room Ready Time 6:30pm
Sl_JSI-!I TWO_WAYS tuna roll with tobiko sauce & hamachi roll : Reception 7:00pm-8:00pm
with jalapefio sauce

: Speeches 8:00pm-8:15pm

SAVORY CANNOLI gorgonzola, figs, pistachio brittle & pink  Dinner Service 8:30pm
peppercorns : Dessert Service 9:30pm

: End Time 10:15pm
AND AS A FINAL PASS . i . o : Staff Departure 11:45pm
MOJITO GRANITA tart lime mint rum ice served in a lime
wedge, on a sea salt sugar bed STAFFING
BAR SNACKS .
served in artisanal carafes trio of snacks : 'g:&g?ﬁ?
TRUFFLE PARMESAN DUSTED POPCORN : Chef 1
ASIAN SESAME NORI BITES : Eﬁg'ﬁi HSC it
COCO-LICIOUS CANDIED ALMONDS : Kitchen Helpers 3

: Bart 4
SPECIALTY COCKTAIL . Wez:litzrr]s ezrzs
butlered to guests upon arrival Coat check
SPIKED LEMON TEA Event: 7:00 PM to 10:15 PM
bourbon infused mint tea, lemonade, & peach nectar served 1 Staff of 39
in a tall rocks glass with fresh mint with a lemon sugar rim &
lemon wedge ADDITIONAL INFORMATION
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OFF-PREMISES
Event Order Invoice: 015298

Account: Event Date: Friday, June 21, 2013
Post As:

Onsite Contact:
Onsite Phone:

Location Name:
Location Address:

Location Contact:
Phone:
Service Entrance:

Payment Terms: Sales Mgr:
Method of Payment: Account Exec:

MENU COMMENTS ADDITIONAL INFORMATION

Menu Prices: $70.00
Bar Setup Price: $6.00
Beverage Price:

# of Radios: 6

Delivery Charge
Rental Will Bill You Directly for All Rentals
1 Prices are based on the party concluding by 10:15pm and
staff departing by 11:45pm. If the party runs beyond, the
overtime staff cost is $975.00 per half hour increment.
1 Administrative Fee 3% of Food & Beverage

146 | Chapter 7 Event Planning



OFF-PREMISES
Event Order Invoice: 015298

Account: Event Date: Friday, June 21, 2013
Post As:

Onsite Contact:
Onsite Phone:

Location Name:
Location Address:

Location Contact:
Phone:
Service Entrance:

Payment Terms: Sales Mgr:
Method of Payment: Account Exec:
MENU COMMENTS

REGULAR & DECAF COFFEE

Serve: 7:00 PM to 10:15 PM
Per Person for Menu

Menu Per Person
Serve: 7:00 PM to 10:15 PM

Per Person for Bar Set Ups

An off-premise banquet event order.
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DURING THE EVENT

The highest level of hospitality should always be extended to all guests and clients
during the event. Service personnel should be encouraged to smile and act pro-
fessionally. Service should be attentive but not overbearing (see Chapter 8, “How
Can We Serve You?”). The client should be approached only as requested or when
absolutely necessary.

The caterer should have business cards on hand during the event but should
wait until someone requests one before handing them out. The event itself should
speak to the quality of your catering business. Too much promotion—placards,
posters, business cards at each plate—will undermine that.

The schedule of events as listed on the BEO will guide the catering staff
through the function. The catering staff should be prepared for any unforeseen
circumstances that may cause a delay in service and always be flexible. The com-
munication between the maitre d’hétel and the chef should always be optimal to
prevent premature final preparation or plating of food items.

If the client or any guest creates a delay in service that causes the catering
staff to work later than the contract dictates, the client is responsible for paying for
that extra time. (In the event that any of the catering staff causes such a delay, no
additional fees should be added to the bill, and the caterer is responsible for any
additional pay that is required.) Either way, the client should never feel rushed or
pressured in any way.

THE PSYCHOLOGY OF THE FINAL PAYMENT

Final payment can be made before, during, or after the event. The remaining balance
owed is usually collected during or afterward; some clients prefer to pay the balance
beforehand to avoid the distraction from their guests. There are also occasions when
the person responsible for payment does not attend the affair and may prefer to
settle the bill in advance—this is common with corporate functions.

The event planner or caterer should discreetly brief the client on when the
final payment is expected. Some caterers collect the balance between service of the
entrée and dessert, when the event’s momentum slows down somewhat, allowing
the host and caterer to meet and settle the bill.

Although rare, there are occasions when a client is unhappy with an aspect
of the event and may want not want to be charged. This is always a difficult situ-
ation to handle. Perhaps a client did not like the sauce that was served with the
lamb; the caterer feels, however, there was nothing wrong with the sauce, nor was it
misrepresented to the client in the proposal or contract. Because it is simply a case
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Company Name

Customer Name January 1, 2004
Attention: Mr. Ms. Invoice # 11111
Address

Address

Address

STATEMENT OF SERVICES
Catering Services for: Customer Name
At: Location

On: Day, Month, Date & Year of Event

0 Guests@ $0.00 Per Person for Menu additional comments, if when need it $0.00
0 Guests@ $0.00 Per Person for Menu additional comments, if when need it $0.00
0 Guests@ $0.00 Per Person for Bar Set Ups, Liquor, Staff, and Coordinating Services $0.00
0 Guests@ $0.00 Per Person for Bar Set Ups $0.00
0 Guests@ $0.00 Per Person for Liquor $0.00
0 Cases@ $0.00 White Wine $0.00
0 Cases@ $0.00 Red Wine $0.00
0 Cases@ $0.00 Beer $0.00
0 Cases@ $0.00 Misc. $0.00
0 Cases@ $0.00 Misc. $0.00
0 Cases@ $0.00 Misc. $0.00
Delivery Charge $0.00

Staff of $0.00

Staff Overtime $0.00

Total Charges $0.00

0.000% Sales Tax (or Tax Exempt #) $0.00

Grand Total $0.00

Less: Advance Payments $0.00

Balance Due Upon Receipt Please make check payable to: $0.00

*You will be credited for any unchilled and unopened (Wine) (Champagne).
The above charges are based on the bar closing, music ending, and party concluding by 0:00 AM/PM and staff departing by 0:00 AM/PM.

In the event the party runs later than the time specified above, the overtime staff cost will be $0.00 per additional half-hour increment
plus sales tax. The overtime for alcoholic beverages will be $0.00 per person, per additional half-hour increment, plus sales tax.

Note: You will be billed for your rentals directly by

Balance due within 7 days.

A simple invoice, like the sample above, is commonly used by caterers who deliver prepared
foods but who may not provide any additional catering services.
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of opinion or subjectivity, the client is responsible for full payment. (If, however, the
caterer feels that there was a legitimate problem with the sauce—or anything else—
an adjustment of the final bill should be made.)

If this unfortunate conversation took place while there were still services to be
rendered, the client would likely have to concede to the caterer to avoid any inter-
ruption during the event. If the caterer waited until all services had been rendered
and the event was over before collecting final payment, however, he or she would
have less leverage when trying to get the client to pay in full. Ultimately, the caterer
might have to accept partial payment and try to collect the balance through legal
channels, such as small claims court.

Most caterers’ clients retain them on a repeat basis. Once a long-standing
relationship has been established with a client, the caterer may find it more suitable
to collect final payment after the event has taken place.

The final bill should be written and itemized clearly. When preparing the final
bill, the contract and proposal should be cross-referenced to avoid any oversights.

FOLLOW-UP

Most event planners or caterers will follow up an event with a letter or card thank-
ing the client for the business and including an additional business card to use for
a referral. Some caterers also enclose a questionnaire about their services so the
client can provide constructive criticism or feedback.

To avoid any misunderstandings, the final bill should be written and itemized
clearly. It may be presented to the client during the event. Like your contract, this
is something you can create yourself. It should be very easy for the client to fill out
and return to you: A follow-up questionnaire can be as brief as three questions on a
self-addressed, stamped postcard—your client can fill this out in a minute and pop
it in the mail. Always add some personal touches to such correspondence, such as,
“Please extend our congratulations to the bride and groom,” or, “Tell the bat mitzvah
girl that we said mazel tov!”

This kind of correspondence should go out a few days after the event, while
its memory is still fresh for all concerned.

Just as important, and often more thorough and ultimately effective, are post-
event reviews done by the managers and chef. Documents of this type can serve to
improve the overall performance of the catering operation by giving detailed infor-
mation about specific menu items and vendors.

In Chapter 8, we’ll learn how to train—and retain—servers so that every event
runs smoothly.
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OFF-PREMISES SURVEY -2

1. Page One

1. Name:
Sample

2. Company/Organization:
Sample Company

3. Event Location:
Sample Location

4. Date of Event (mm/dd/yyyy):
01/01/2014

5. Type of Event:
Philanthropic

6. How would you rate your overall satisfaction with your event? (10 = Extremely Satisfied; 1 = Extremely Dissatisfied)

10

7. If you were planning another event, how likely are you to book it with us? (10 = Very Likely; 1 = Very Unlikely)

10

8. How likely are you to recommend the venue to others? (10 = Very Likely; 1 = Very Unlikely)

10

9. Sales Process: (10 = Extremely Satisfied; 1 = Extremely Dissatisfied)

Initial sales appointment/site visit
Catering Sales Associate’s knowledge
Catering Sales Associate’s responsiveness
Proposal process

Accuracy and clarity of the contract

10. Event-Planning Phase: (10 = Extremely Satisfied; 1 = Extremely Dissatisfied)

Flexibility of Catering or Event Manager in accommodating your needs

Catering or Event Manager’s food & beverage knowledge

Catering or Event Manager’s responsiveness

10

10

9

9

8

8

7
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11. Food/Menu: (10 = Extremely Satisfied; 1 = Extremely Dissatisfied)
10 9 8 7 6 5 4 3 2 1
Overall food quality
Creative presentation

Was it well received by your guests?

12. Event Management: (10 = Extremely Satisfied; 1 = Extremely Dissatisfied)

10 9 8 7 6 5 4 3 2 1
Accuracy of set-up
Flow of event
Responsiveness of banquet staff

Professionalism of banquet staff

13. Quality of Referred Services: (10 = Extremely Satisfied; 1 = Extremely Dissatisfied)
10 9 8 7 6 5 4 8] 2 1 N/A
Music
Flowers
Photography
Audio-visual

Coordination of referred services

14. Additional Comments:

Some caterers use follow-up questionnaires so the client can provide feedback about the event. It
can be lengthier than this one, but it should be easy for the client to fill out and return.
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CLIENT NAME:

EVENT MANAGER:

CLIENT CONTACT:

SALES MANAGER:

TYPE OF EVENT:

DATE OF EVENT:

STAFF

Chef:

Kitchen Crew:

MENU CRITIQUE

Family Meal
Critique

Hd’s Critique

Buffet Critique

# lines Menu Critique

Time it took to serve

Appetizer
Critique

Entrée Critique

Dessert Critique

Specials

#Alts Served

Fish: Veg:

EVENT REPORT

Quality of Food
Delivered to
Event

Quantity of Food
Portioned/
Delivered

Event Timing

Communication

Suggestions for
Improvement

Leftovers and
Utilization

Facility/
Equipment

ADDITIONAL CHEF’S COMMENTS
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COCKTAIL CHEF’S CHECKLIST
TASK TIME/DONE
NOTES

Check in all food from the kitchen: double check quality/quantity

Give overview to cooks and delegate prep responsibilities and cocktail
hour execution

Taste all items while being prepped

Set up HD tray décor: 8 trays per 175 guests and/or 6-7 trays per 8
butlers. Refer to photo book.

Review quantities of each hd (count sheet pans,
etc.) so you can monitor quantities during service

Clean & organize all work areas 30 minutes prior to cocktail hour start
time. Set up stations for each hd.

Have cold trays with HD’s ready 15 minutes prior to cocktail start time.
Note: 20-30 hds per tray

Describe each hd to wait staff each time sending out hd tray

Refresh trays as needed with new décor throughout cocktail hour

Monitor quantities s and ¥2 way through cocktail hour to determine if
you need to slow down/speed up or get back up food

Push to serve all hds, ask for extra wait staff to butler if you feel you
will not serve all hds

HD Chef, Event Chef and Exec Chef taste HDs prior to cocktail start time
to ensure quality and consistency and make adjustments, if necessary

HD REPORT

Sauces: consistency, quantity, quality

HD: consistency, quantity, quality

STATIONS: consistency, quantity, quality

Garnish: consistency, quantity, quality

Décor/Tray: was everything there, quantity, any
vessels need replacement/repair

Party Name: Date:

Chef: HD Chef:

Weather:

A sample kitchen party report and cocktail chef’s checklist.
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2010 PARTY REPORT
EVENT DETAILS

Event Day/Date:

Event Type/Name:

# of Guests: 185

Sales Manager:

Event Manager:

# Captains: 2

# Servers: 21

# Bartenders: 4

COCKTAIL RECEPTION
Butlered HDVs Excellent
Mediterranean Station Excellent
Pasta Station Excellent
DINNER MENU

MENU ITEM/ # SERVED

COMMENTS/NOTES

Appetizer: Shrimp, Tuna and Lobster Tacos

Perfect...everyone loves this app

Salad: Arugula Fine
Entrée #1: Greenmarket Beef Perfect!
Entrée #2: Citrus Grilled Tilapia Perfect!

Veg Alt: Mediterranean

1 requested and well liked

Dessert: Pie in a Jar a la Mode Perfect
BEVERAGE
CONSUMPTION (CHECK ONE) : LowW___ AVERAGE___  HIGH_x_
COMMENTS:
SUPPORT
Stewarding: Great help throughout
Kitchen/Chef: Chef was exceptional throughout this event! Every course on
time, looking and tasting great...no drama, no sweat...she
was a superstar.
Facilities: Fine
Coat check/Concierge: Fine
Restroom: Fine
Wait staff: Excellent job in general
Parking/Valet:
VENDORS COMPANY TIMELY COOPERATIVE QUALITY
Florist Yes Yes Yes
Music Yes Yes Yes
Photographer Yes Yes Yes
Photo Booth Yes Yes Yes

SOMETHING | COULD HAVE DONE DIFFERENTLY:

® PAYMENTS: IN FULL: YES

A party report, filled out after an event.
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We Serve You?




howmanship contributes greatly to the overall success of every
catered event. Bands, orchestras, and disc jockeys (DJs) are often
responsible for creating an upbeat and enjoyable atmosphere.
However, it is a well-trained service staff that really sets the tone for
any affair.

Diners enjoy a meal in an unusual setting—the lobby of the famous Metropolitan Opera House in New York
City, next to its signature arched windows and underneath the famous retractable Austrian crystal starburst
chandeliers.
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The Importance of Staff Training

Good training in the efficient execution of service is the responsibility of dining room
managers. Upper management must demonstrate—and have their service person-
nel practice—the type of service a client desires until everyone understands and
executes well the style of service. This includes what to say to guests as food and
beverages are served. At the very least, clients and guests should be served their
food and beverages in an efficient, professional manner.

When a catering business is firing on all cylinders, service personnel can do
much, much more than simply serve food to contribute to the wow factor of the
event. A parade of servers, each carrying a flaming baked Alaska as they enter
the dining room, is an experience that guests will remember for a long time. Chefs
or servers at interactive buffet stations—currently the most popular buffet service
model—can seem like food television come to life, as they chat with guests about
what is being prepared for them. French service during which a classic Caesar salad
or a flaming dessert is prepared tableside, then plated for each diner, can also be
impressive. Synchronized service shows a snappy precision that only the best cater-
ers can achieve. Even the valet parking attendants, running to fetch the vehicles, can
be service oriented with a “my-pleasure-to-serve you” attitude.

From the event planner or function manager to the busperson, all service
personnel must act as a team with one goal in mind—to meet or exceed the expec-
tations of the client. This means that everyone from the catering business owner to
the event planner to the chef, wait staff, and valet parking attendants should know
what those expectations are. How that information flows to each staff member is
as different as each catering business. Some caterers have weekly meetings with
their event planner, chef, kitchen crew, and other full-time staff to discuss and plan
upcoming events. A second meeting is held a few hours before each event to inform
part-time staffers of the particulars of that evening’s function. For smaller businesses
with fewer full-time staffers, one meeting and a few phone calls might suffice.

Who's Who

The hierarchy of a service team depends on the size of the catering operation, as
well as the occasion or style of each event. Here are the most common service
positions:
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Uniforms provide a cohesive
identity for a caterer’'s staff
and, if they include the com-
pany’s logo, can establish a
brand. They also lend an air
of professionalism.

Event planner or function manager: This is the person who has planned the event with the
client, constructed the banquet event order, and remained the point person throughout
the entire event-planning process. In large hotels, banquet halls, or convention centers,
the event planner might be known by a different title, such as catering manager, catering
sales manager, catering sales representative, convention or conference service manager,
banquet manager, banquet setup manager, or assistant banquet manager. The event plan-
ner is usually present at the event to ensure that every detail is well executed. He or she
also collects final payment from the client unless other arrangements have been made.

Expediter or food checker: The line chefs are sometimes too busy preparing multiple dishes
to pay close attention to detail; the event planner is in the dining area, not the kitchen. The
expediter or food checker, therefore, functions as the quality-control person in a catering
kitchen, examining each plate before it is served to a guest, and warning whoever has
enough authority to tell the chefs that a dish, plate, or platter needs fixing before it goes
out. For efficient foodservice, the expediter should check cold dishes an hour before ser-
vice, and hot dishes thirty minutes before.

Maitre d’hétel: This person supervises the setup of the dining room and choreographs the
service of food and beverages that follow. In addition, the maitre d’hotel may greet the
guests, help them to their seats, and describe the menu items. The maitre d’hétel is also
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the liaison between kitchen and dining room and communicates with the chef

on issues such as the timing of courses, actual guest counts, dietary restric-
tions, and special requests. Very formal events or events held in banquet halls
require a maitre d’hotel.

Captain: The captain manages the service of a specific section of the dining area.
He or she usually remains on the floor, attending to the specific needs of the
guests and making sure that each table in the section gets served properly.
The captain will pour the wine in the absence of a sommelier.

Sommelier: The sommelier or wine steward will recommend specific wines to the
client and, during the banquet, serve them with each course. This position is
only used for the most formal banquets. Many caterers do not hire sommeliers
but, rather, have their waiters or captains serve the wine.

Waitpersons: They may have various responsibilities, depending on the structure
of service, including setting up and breaking down tabletops, passing hors
d’oeuvre, bringing food and beverages to guests, clearing place settings,
pouring wine, and setting up and dismantling the servers’ pantry, an area that
contains items such as extra flatware, napkins, ice, hot beverage machines,
and many other items that may be necessary during banquet service.
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Runners or food handlers: Their main responsibility is to bring food from the
kitchen to the dining room. They may also assist with setup and breakdown of
the dining room and the maintenance of the servers’ pantry.

Buspersons: Responsible for bringing used china, flatware, and glassware
from the dining area to the ware-washing area, buspersons will also typically
pour water, serve bread, and assist with the clearing of the tables between
courses. Buspersons also assist with the setup and breakdown of the dining
facility.

Bartenders: Bartenders set up the bar, mix cocktails, and pour wine, beer, and
soft drinks. It is not uncommon for a bartender to also serve beverages at
tables after the cocktail hour of a banquet has concluded and the guests have
all been seated. Multiple bartenders are often needed to handle the cocktail
portion of the banquet, after which one is left at the bar and the others become
wait staff for the remainder of the event.

Setup crew: Large catering operations commonly employ housemen or a setup
crew responsible for erecting all tables, chairs, dance floors, podiums, tents,
audio-visual equipment, and similar hardware for their events.

The Basics of Table Service

Here are the basic principles of food and beverage service that all wait staff must
know and execute well:

e Serve from the left when a waitperson is placing food from a platter on a
guest’s plate.

¢ Serve from the right when food has been preplated (although modern conven-
tion also allows service from the left).

e Serve all beverages from the right.

e Serve soup from the right; but if the soup is poured by a waiter from a large
tureen into a soup cup, as in French-style service, it is served from the left of
the guest.

e Serve women first and the remaining guests in a clockwise direction.

e Clear soiled plates and glasses from the table from the right.

e Place empty crockery and fresh cutlery on the table from the right.

e Never reach across a guest. Walk to the left or right of the guest to serve or
remove dishes.

The Basics of Table Service
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A place setting with the standard
five-piece flatware, red and white
wine glasses and champagne
flute, and square dinner, salad, and
bread-and-butter plates plates set
atop one another.

Never allow your fingers to touch the food on a plate. If this happens by acci-
dent, apologize and get a fresh plate of food for the guest.

Never serve or remove a glass by grasping the drinking end. Hold the bottom
or stem end of the glass.

WAITPERSON DOS AND DON'TS

O Dos
Appearance

1.

om0

You must be clean and well-groomed at all times, and wear a clean and
pressed uniform and shined shoes.

Keep your hair neat and pulled back.

Makeup must be understated.

. The only earrings permitted are studs.
. The complete uniform must be worn beginning at setup time.

Manners

1. Always be cordial and polite with guests. Smile.

2. Always know what you are serving and how to pronounce it.
3. Greet guests confidently but respectfully.
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Service

1. Always pour wine and champagne using a service napkin.
Fill white wine and champagne glasses half full; red wine glasses, one third full.
Put down plates from the left, using your left hand.
Always serve from the guest’s left and continue clockwise around the table.
Always clear from the guest’s right using your right hand, three plates at a time.

o 0k, wN

Watch for signals from the maitre d’hétel.

O DON'TS
1. Do not smoke or chew gum in the building; eat and drink in the employee
area only.
Never enter or exit through the front entrance.
Never use guest restrooms.
Never leave the kitchen area without a jacket and tie on.

o p oD

Never say “no” to a guest; when unsure of an answer, excuse yourself and
get the maitre d’hotel.

6. Don’t behave casually in guest areas; never lean against walls, put your hands

in your pockets, or chat in groups.

7. Never rush in guest areas.

8. Keep all personal opinions to yourself.

9. Do not refuse coffee at any time once a party has begun.
10. Do not refuse a guest’s request during a cocktail reception even if that guest
is out of your assigned area.

STYLES OF SERVICE

Beyond the basics, the service team will also need to be able to execute any style of
service that the client wishes. For a catered event, the most common styles include
the following.

O AMERICAN

With this type of service, each course is individually plated in the kitchen. It is often
used for sit-down banquets. The advantages of American service include an abil-
ity to present each portion consistently and serve the guests in less time than, for
example, Russian service.

O BUFFET
The most common perception of a buffet is a long table consisting of a variety of hot and
cold foods from which guests serve themselves. In the past, caterers often suggested

The Basics of Table Service
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the buffet model to their potential clients as a way to keep costs low, as buffet service
requires fewer service personnel and no individual plating by the kitchen staff.

This is no longer the case, as the interactive buffet has all but replaced the tra-
ditional model. An interactive buffet consists of separate action stations, such as a
carving station, an omelet station, a stir-fry station, a sushi bar, a mashed potato bar,
and so on. Although the aspect of self-service still remains, there are kitchen or din-
ing room employees at each station, either serving or preparing foods for the guests.

There are many advantages to interactive buffet service for both the caterer
and the customer. For the caterer, the interactive buffet is a premium service and
profits are usually higher. In addition, as it is much more difficult to forecast the
amount of food to prepare for a buffet than a sit-down plated banquet, food is usu-
ally prepared in smaller batches, making it possible to resell foods that have not
gone through their final preparation. For the client, an interactive buffet is a source
of entertainment and gives the guests the opportunity to talk to the chefs and food
handlers about the menu items, their experience, or any other related topic. Due to
the popularity of cooking and food programs on television, the interactive buffet has
become one of the most popular kinds of service for caterers to offer their clients.

STANDARD BUFFET At a standard buffet, platters or chafing dishes of food are
placed on centralized tables and guests serve themselves. Servers will usually bring
beverages to guests and clear their place settings between courses or trips to the
buffet. Coffee service is also usually handled by servers.

At standard buffets, chafing dishes are
placed on tables so guests can serve
themselves.
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A huge banquet room set up with unusual triangular tables; smiling service staff stand at
the ready.

Some buffets incorporate other service styles. For example, many hotels fea-
ture a Sunday brunch at which many foods are served buffet style, but main courses
still come plated from the kitchen via American service. All buffets should be main-
tained by employees whose main function is to replenish foods and keep the buffet
looking neat and tidy. Some caterers still offer their customers the standard buffet
model as a way to cut costs by reducing service staff. Other caterers use the stan-
dard buffet model as a way to offer their clients a varied menu with many choices
and have service personnel attending to each item on the buffet.

INTERACTIVE BUFFET An interactive buffet features action stations at which
food handlers, typically kitchen or dining room employees, prepare, assemble, and
plate food items in view of the guests. Buffet stations are usually set up separately,
according to the style or ethnicity of the food being served at each. Guests visit
these stations in any order and sample the food at each. Most caterers use smaller
plates (six to eight inches in diameter) to encourage guests to graze (rather than
gorge) and sample all of the foods. Coordinating decorations with the type of food
being served will give guests an idea of the type of food being served at each.
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Chefs at an interactive buffet are like food television come to life as they chat with guests about what they
are preparing.

The interactive buffet has emerged as a very popular model of service due to
the public’s ever-growing knowledge of food, cooking, and ingredients. While most
caterers place small signs by each food item at a standard buffet, many caterers do
not provide signage for items served at an interactive buffet in order to encourage
guests and food handlers to engage in a brief conversation about the menu items.

O BUTLER

Butler or passed service is similar to Russian service. At a sit-down dinner, guests serve
themselves from the platter of food a server offers to them. At a reception or cocktail
hour, standing guests select hors d’oeuvre or finger foods from a server’s platter or tray.

O ENGLISH

English service is similar to family-style service: The food is served on large platters,
each containing enough portions for the guests at each table. However, the plat-
ters are placed on each table in front of a designated host; the food is then plated
by each table’s host and the assembled plate passed to each guest, much like a
traditional Thanksgiving dinner. Although this service style is rarely used, it may be
suitable for a celebratory corporate event at which each department head is seated
with his or her respective subordinates.
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This self-service raw bar is all ready for holiday party revelers.

O FAMILY

Family-style service is somewhat informal and may require less staff. All food is
arranged on platters big enough to serve the guests at each table. The platters are
then placed on the table and the guests are encouraged to help themselves to the
food. This style of service is appropriate for a catered Thanksgiving or holiday dinner
because it promotes a feeling of warmth and togetherness among the diners. Foods
that cool quickly (steak) or are hard to handle (spaghetti and meatballs) should not
be served family style. All platters should be warmed or chilled prior to service to
help retain food temperature.

0 FRENCH

French service consists of teams of service personnel—most commonly a captain,
front waiter, and back waiter. Menu items come from the kitchen partially prepared.
The captain or front waiter cooks and plates the dishes tableside in front of the guests.
The front or back waiter serves the dishes to each guest. A cart called a guéridon (a
small, round table in French) equipped with a gas cylinder and burners is customarily
used to assemble the plates. Traditional French dishes such as duck a I’orange, Dover
sole a la meuniére, and flaming crépes suzette are commonly served in this fashion.
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Servers’ uniforms should always be
clean and pressed; their hair should
be pulled back; their makeup and
jewelry should be understated. And
they should always be polite and
smiling.

For a catered event larger than twenty or thirty guests, this style of service is
difficult—and pricy. However, many caterers use the inspiration of French service and
style a component of their service after it. A sit-down banquet can have just one sim-
ple course, such as a mixed salad or soup, served French style, for example. Tableside
desserts, such as bananas Foster or cherries jubilee, which are flambéed, are also

Landmarks like museums, estates, and even train stations, with their beautiful archi-
tectural details, can make lovely locations for banquets.
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manageable French style for large banquets. Although additional servers are required,
profits are usually increased because caterers who offer an element of French service
can charge more than they do for similar menu items served American style.

0 RUSSIAN

With Russian service, food comes from the kitchen on platters, each large enough
to serve a complete table or more. Some operations have the waitpersons carry all
course components on one platter, while others have each waitperson serve a differ-
ent plate component in succession. Because this type of service is considered formal,
waitpersons usually wear white gloves. Finer establishments train their servers to use
a fork and spoon to handle the food, while less upscale operations may require them
to use tongs of some type. The servers place heated or chilled plates (depending on
the menu choice) in front of each guest prior to serving. The chef selects foods that
retain their temperature well and designs, portions, and arranges the food so it is easy

to serve.

With some preplanning to guard against wind and rain—and with the weather’s cooperation—outdoor
events can be memorable affairs.
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OO0 STAND-UP COCKTAIL PARTY

Many banquets, whether sit-down or buffet style, are preceded by a cocktail hour or
reception. The food items served during this period usually consist of finger foods or
hors d’oeuvre that are passed by servers, and possibly some additional self-service
stationary items. Occasionally, this model of service is used for an entire event. In
this case, guests are encouraged to “graze” or consume a larger variety of foods
in smaller amounts. Although considered less formal, stand-up cocktail parties
encourage guests to mingle and are often more fun than traditional, more structured
banquets.

O SYNCHRONIZED

Synchronized service involves multiple servers surrounding a table of guests and
setting down plates of food in front of them simultaneously. The menu items come
out of the kitchen with decorative covers, or cloches, which are also removed in
unison after the plates are set on the table. This type of choreographed service
requires proper training and practice to make it effective. However, synchronized
service may greatly enhance the atmosphere of a banquet and justify higher service
charges.

Clients often request special decorations for theme or holiday parties.
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COORDINATING SERVICE FOR A SIT-DOWN BANQUET

At a sit-down banquet, servers bring food and beverages to guests as they sit at
tables, usually in seats assigned by the event’s hosts. Caterers may use a variety
of choreographed service techniques to distribute the food and beverages to the
guests. Each course should ideally be served within a twenty-minute period. Many
caterers use a multistation model—multiple banquet assembly lines strategically
located behind the scenes in order to serve each course to the entire room in a rea-
sonable amount of time. Each assembly line usually accommodates between 100
and 150 guests; if they are double-sided, their capacity expands to approximately
175 to 200 guests within that twenty-minute window. Each banquet assembly line
is equipped with food-holding units for either hot or cold foods, such as hot boxes,
rolling refrigerators, steam tables, or chafing dishes; serving utensils; plate wipes;
and any special equipment needed for the plating of specific menu items.
Here is how the service team works together for this type of catered event:

Up to one day before: The event planner refers to the banquet event order and
confers with the chef to troubleshoot and confirm details. Off-premise loca-
tion details such as setting up tents or a dance floor are completed under the
supervision of the event planner.

Hours before the event: The setup crew lays out the correct linens, tableware,
china, glassware, floral arrangements, and so on as directed by the event
planner. It also sets up the servers’ pantry and banquet assembly areas. In
addition, the florist, musical entertainment, wedding cake baker, bartender,
photographer, and so on, come in to do their own setup.

An hour or two before dinner is served: The bartender serves drinks. Appetizers
may be served buffet style or passed butler style by waitpersons, usually in
a different area than the one in which the sit-down dinner will be held. At a
formal dinner or gala, a reception at which waitpersons pass chilled glasses
of Champagne among the guests replaces the cocktail hour.

Thirty minutes before dinner is served: The first course, having been inspected
by the expediter, arrives at the behind-the-scenes banquet assembly lines. At
the dinner hour, the event planner, host, or maitre d’hétel gives a signal for the
guests to enter the dining room.

During dinner: The flow of the food and beverage service is now the job of the
maitre d’hotel, banquet manager, or captain. The service of each course during
a banquet should take no longer than twenty minutes, regardless of the number
of guests attending. Good organization and proper setup will help the caterer
meet this objective. The maitre d’hétel sends food handlers or runners to the
kitchen to alert the chefs that guests are ready for each course; the courses are
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usually served in twenty-minute intervals. The expediter or food checker makes
sure each dish or platter of food passes inspection. Food handlers or runners
bring out the food to the banquet assembly stations, which are hidden behind
the dining area. The waitpersons serve the food to the guests, then remove
plates and tableware to the banquet assembly area to get ready for the next
course. Buspersons take the used plates and tableware back to the kitchen for
the dishwashers to clean. The sommelier oversees the wine service. Between
the entrée and dessert, the event planner asks the client for the final payment.

After dinner: Buspersons continue to take items back to the kitchen to be
cleaned. Soiled table linens are collected. The setup crew dismantles the
room. The kitchen crew cleans up the kitchen.

COORDINATING SERVICE FOR A BUFFET

Buffet-style banquets usually feature multiple, identical food stations in order to
avoid long lines and congestion in the dining area. While the number of items at each
station will affect the time each guest spends on the buffet line, fifty to seventy-five
persons can usually be accommodated per line.

Here is how the service team works together on a catered buffet:

Up to one day before: The event planner refers to the banquet event order and
confers with the chef to troubleshoot and confirm details. Off-premise loca-
tion details such as setting up tents or a dance floor are completed under the
supervision of the event planner.

Hours before the event: The setup crew lays out the correct linens, tableware,
china, glassware, floral arrangements, and so on, as directed by the event
planner. It also sets up the servers’ pantry and banquet assembly areas. In
addition, the florist, musical entertainment, wedding cake baker, bartender,
photographer, and so on do their own setup.

An hour before dinner is served: The bartender serves drinks. Appetizers may
be served buffet style or passed butler style by waitpersons, usually in a dif-
ferent area from the one in which the buffet dinner will be held. Cold and hot
foods begin to arrive at the appropriate stations.

At the dinner hour: The event planner, host, or maitre d’hétel gives a signal for
the guests to enter the dining room.

During dinner: The flow of food and beverage service is now the job of the maitre
d’hétel, banquet manager, or captain. The expediter or food checker makes
sure all food passes inspection. Food handlers or runners bring the food out
to the buffet. The maitre d’hétel sends food handlers or runners to the kitchen
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to alert the chefs when menu items need to be replenished. The waitpersons
serve beverages to the guests, then remove plates and tableware as needed.
Buspersons take the used plates and tableware back to the kitchen for the
dishwashers to clean. Toward the end of the meal, the event planner asks the
client for the final payment.

After dinner: Buspersons continue to take items back to the kitchen to be
cleaned. Soiled table linens are collected. The setup crew dismantles the
room. The kitchen crew cleans up the kitchen.

UNIFORMS

Successful caterers require both their front- and back-of-the-house staff to wear
uniforms in order to promote teamwork and professionalism. Uniforms also provide
a professional identity for a catering staff, branding the company and distinguishing
it from its competition. The caterer’s logo embroidered on the uniforms of wait staff,
bartenders, valets, coat checkers, and chefs can promote the catering business in
a quiet yet effective way. (Of course, front-of-the-house staff in direct contact with
guests should also be well groomed, and always have clean hair and nails.)

Some caterers supply and launder complete uniforms for all of their employees.
While this benefit can be costly, it ensures that all personnel will show up to work
with clean, well-maintained uniforms. Other caterers mandate that a certain uniform
be worn but make their employees responsible for the purchase and maintenance
of them. This option is less expensive for the caterer but may lead to some inconsis-
tencies in appearance. Whichever option is implemented, strict penalties must be in
place for those employees who do not comply with uniform requirements as a way
to minimize the amount of management needed in this area.

Sample Checklists for Staff

The following are sample checklists for front-of-the-house staff, breaking down their
various duties.

GENERAL MAINTENANCE TO-DO LIST

[ Walk grounds, checking for debris and garbage.
1 Use power blower to sweep curbsides and parking lots clean.
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[ Turn on air-conditioning and lighting in the ballrooms, bathrooms, ceremony
areas, and administration areas. Check lamps, bulbs, and lighting fixtures.

[ Perform inventory and maintenance of facility equipment and stock.

1 Paint and patch areas throughout the facility where needed.

[ Check maintenance list issued by the operations department for repairs. Perform
upkeep, improvements, and refinements to ensure proper running conditions.

GENERAL MAINTENANCE SEASONAL BUILDING SCHEDULE

Install and remove window air-conditioning units.

Check and clean or replace air-conditioning filters.

Start up and shut down pavilion fountain.

Hook up and disconnect Hudson Pavilion ceremony audio-visual equipment.
Start up and shut down landscape irrigation system.

Start up and shut down the water feed to River Room.

Check and test the heater units for the steam boiler and garage.
Performance test the steam radiators.

Check all gutters and leaders.

oo o0 Udoodo

Create storage space for the winterizing of all equipment.

BREAKDOWN OF DUTIES TO BE PERFORMED IN EACH AREA

Rotunda

These functions are to be performed daily:

Sweep floor.

Mop floor.

Dust and polish tables.

Dust and polish concierge desk.

Clean light fixture by desk.

Clean and check lighting.

Empty and reline ashtrays.

Empty and reline garbage cans.

Clean and polish main entry doors.

Dust all chairs.

Clean mirrors above doors and main foyer.
Clean and polish all brass signage and fixtures.
Dust and clean fireplace.

Make sure storage closet has been properly maintained.

T T Ty Ay Ay Uy A

Dust and water plants.
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Sales Parlor

These functions are to be performed daily:
Vacuum carpet.

Dust shelves.

Dust pictures.

Clean and dust furniture.

Keep cabinets organized.

Polish brass fixtures.

Clean and dust light fixtures.

Clean windows.

Check all lights.

Turn on air-conditioning and house music.

Ty Ty 0 Ay Ay Iy

Make sure the room is set up and ready every day by 9 A.m.

with the following:

e |ce water, hot water

¢ Decaffeinated coffee, tea bags, cream, sugar, sugar substitute
e Napkins and utensils

e Snacks (e.g., cookies, fruit)

Upstairs Balcony Area

These functions are to be performed daily:

(1 Dust woodwork. 1 Dust and polish brass fixtures.
[ Dust light fixtures. (1 Dust and polish wall sconces.
4 Vacuum stairs and balcony.

Suites and Offices
These functions are to be performed daily:

4 Vacuum carpet. d Clean bathrooms.
1 Empty garbage. d Check heating and air-conditioning
d Wipe down doors. equipment.

4 Pull out and clean the cabinet desks. [d Dust pictures.
1 Arrange other furniture accordingly. 1 Clean windows.*
* Weekly

Administration Offices
Most of these functions are to be performed daily:

[ Vacuum carpet. ([ Turn on lights.
d Empty trash baskets. (4 Turn on air-conditioning or heating.
1 Wipe down doors. 4 Wipe down desktops.
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A Clean or wipe down all additional
furniture.
A Clean or wipe down windowsills.

Employee and Clientele Bathrooms
These functions are to be performed daily:
Sweep and mop.

Clean sinks.

Clean toilets.

Clean urinals.

Clean mirrors.

Dust and clean vanity lights.

Wipe stall doors.

Wipe down bathroom walls.

Wipe down handicap bars.

Empty garbage.

Empty sanitary napkin receptacles.
Polish all brass fixtures.

Check air deodorizer units.

I Ty

and sanitary napkins.
a

* Weekly

Dust and clean windows inside and out

River and Pavilion Foyers

These functions are to be performed daily:
[ Vacuum carpet.

[ Dust woodwork.

1 Dust and polish furniture.
1 Dust lighting fixtures.

[ Polish all brass fittings.
1 Empty garbage cans.

* Seasonally

Hudson Pavilion Coat Check Rooms
These functions are to be performed daily:
1 Vacuum carpet.

1 Empty garbage.

4 Wipe down ceilings.
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[ Clean or wipe down shelves.
d Clean or wipe down pictures.
[ Clean or wipe down office equipment.

Make sure there is a full complement of toilet paper, tissue boxes, guest towels,

*

1 Check doors and walls for any type
of markings.

(4 Dust and water plants and planter
boxes.

[ Clean and maintain fireplaces.”



1 Dust shelves.

d Wipe down coatracks.

[ Stock rooms with white shopping bags, tape, coat check numbers, baskets, and
a sufficient amount of hangers.

Skyline Suites
These functions are to be performed daily:

1 Vacuum carpet. ([ Dust windowsills.
d Check lights. d Clean fireplace when needed.
1 Check and clean windows. 1 Set the room accordingly.

3 Clean vents.

Hudson River Room
These functions are to be performed daily:

1 Vacuum carpet. 1 Check pin spot fixtures.

[ Check and clean mirrors and [ Clean and dust window ledges.
windows. 1 Clean vents.

[ Straighten curtains and tassels. 1 Set room accordingly (showcase).

1 Check and dust ceiling tiles.

Pavilion Room
These functions are to be performed daily:

[ Vacuum carpet. [ Check wall lighting fixtures.
1 Vacuum behind the stone railing 1 Clean vents.
(bartender’s station). (d Set room accordingly (showcase).

[ Check and clean windows.

Pavilion Promenade

These functions are to be performed daily:
1 Sweep floors. [ Check and clean windows.*

4 Remove trash and debris. [ Straighten trees and planter boxes.
4 Check lighting fixtures, including (d Check kitchen thoroughly.

timer switch. d Check outside lights and door locks.

* A complete cleaning of ceilings and windows is conducted upon notification by Operations Department.

Outside Grounds

These functions are to be performed daily:

1 Pick up trash and debris beginning at main circle and moving down to lower front
of entranceway.

1 Power blow circle, parking lot, ceremony areas, and surrounding areas.
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Check landscaping lights.
Straighten up woodshed.

Clean windows.*

I U Ty Ay A

Salt and shovel.**

* Weekly
** Seasonally

Clear ceremony fountain of any debris.

Turn on pavilion ceremony sprinkler system for forty minutes, then shut it down.

Trim the ivy on River Room ceremony steps.
Arrange ceremony chairs in line or store them properly.

These functions are to be performed during events, every twenty minutes, without

hampering employee or guest movement. When doing rounds, removing empty

glasses and cleaning ashtrays, if there is a smoking area, are the most important

things aside from the bathrooms.

Upper Gallery

[ Check skyline and pantry doors for fingerprints.

1 Spot sweep carpet down to rotunda.

Skyline (Ladies’ Room)

[ Check mirrors and sinks.

1 Check level of soap and paper
supplies.

Rotunda (Ladies’ Room)

1 Check mirrors and sinks.

[ Check level of soap and paper
supplies.

Pavilion (Ladies’ Room)

1 Check mirrors and sinks.

[ Check level of soap and paper
supplies.

Rotunda

4 Check ash urns.

[ Check marble tables.
1 Check fireplace.*

* Seasonally
** Foul weather only
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Check stalls and toilets.
Remove garbage.
Sweep floor.

Check stalls and toilets.
Remove garbage.
Sweep floor.

Check stalls and toilets.
Remove garbage.
Sweep floor.

Clean glass and mirrors on front doors.
Spot sweep rotunda floor.
Check gray floor mat.**



Front Entrance

a
a

Empty ash urn. (1 Empty valet room garbage.
Spot sweep cement.

Phone Room

a
a

Clean phones. d Empty ash urn.
Wipe down chairs. 1 Spot sweep carpet.

Sales Parlor

4
4

Clear empty cups and any garbage. [ Clean glass on table.
Replenish coffee break. (1 Sweep carpet.

Pavilion Foyer

[ Check Baldwin door glass and brass. [ Check ash urns.

A Dust off and align furniture. 1 Spot sweep carpet.

River Foyer

4 Check elevator walls and glass for (d Sweep elevator and hallway.
fingerprints. 1 Spot sweep foyer carpet, especially

d Check ash urns. by service doors.

1 Check fireplace.*

* Seasonally

COCKTAIL RECEPTION CAPTAIN’S CHECKLIST

n]
a

SETUP

Meeting with maitre d’hétel: Thirty minutes before staff arrival, review the
banquet event order with the maitre d’hétel, focusing on bistro and bar arrange-
ments; set place cards.

Cocktail reception inspection: Make sure there are the correct number of tables
and the proper number of chairs at each, that the linen color is correct, and that
all equipment is in place.

Setup: Make sure the bars, bistros, café tables, busing area, and pantry are
equipped as necessary and that backup food and place cards table are in place.
Final setup: All staff should be ready and in position thirty minutes before invita-
tion time. Call all butlers to the pantry to review the cocktail reception menu. Call
the bartenders to the bar, and get the front door person, card table person, bistro
carver, and runners in place.
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Final inspection: Make sure the lighting and room temperature are correct, all
beverages are at the bars, all food is at the bistro and stations, all candles are lit,
and all staff are in position.

COCKTAIL RECEPTION

Position butlers: Assign them to cover all areas with hors d’oeuvre, drinks, and
busing.

Bars: Open one bar to start, then open the second bar.

Bistro: Check that carvers and servers are preplanning their tasks properly.
Client: Assign a butler to pay special attention to the client during the cocktail
reception.

Reassign staff as needed: Shift butlers to new areas or tasks to troubleshoot
any problems.

Kitchen: Contact the kitchen if food quantities get dangerously low.

Closing cocktail reception: Upon the signal from the maitre d’hétel, send the
staff (except bartenders) to their dining room positions ten minutes before the end
of the cocktail reception.

End of cocktail reception: Send bartenders to their dining room positions; direct
the guests to the dining room.

DINING ROOM CAPTAIN’S CHECKLIST

n]
a

A

SETUP

Meeting with maitre d’hoétel: Thirty minutes before the staff arrives, review the
banquet event order with the maitre d’hétel, focusing on table setting; get the
sign-in sheet, assignment sheets, table numbers, and number slips.

Dining room location inspection: Make sure there is the proper number of
tables and chairs, that the linen color is correct, and all equipment is in place.
Setup: Set up the sample setting, guest tables, service bar, service area, kitchen
prep area, coffee reset area, cake and challah tables, bread baskets, and napkins
(for both guests and service).

Final setup: Set up the ice water glasses. Preset the appetizers and bread. Light
the candles. Wipe down the wine bottles.

DINING ROOM

Wait staff positions: Make sure all wait staff are at their tables with wine and
service napkins; check room lighting and temperature.

Greet guests: The captain at the entrance to the dining room should direct the
guests to their tables.

Maitre d’hétel signals: Help relay signals to the rest of the staff.
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1 Cake: Assemble toasting and cake-cutting equipment and assist the maitre
d’hétel during the toast and cake cutting.

[ Gifts: Collect all personal belongings from the ceremony, client gifts, the top of
the cake, and so on, in coat check room.

1d Breakdown: Collect dirty linen and get it to off-premise storage; clear the service
bar, service area, bride’s room, sales office, and photo location.

[d Sign-out: Sign out all staff and give the sign-out sheet and bar tab consumption
to the maitre d’hétel.

1 Make sure the room setup is correct.

1 Start brewing coffee.

1 Check that breakfast buffet preset is complete: cups and saucers, teaspoons,
all-purpose glasses, juice pitchers, samovars and coffee pourers, cream and

sugar trays, risers and overlays, bread-and-butter liners for butter and preserves,
service silver, paper cocktail napkins, and tea and hot chocolate trays.

1 Check that meeting table presets are complete: water glasses, water pitchers
on liners with a service napkin nest, hard candies, blotters, pads, and pens or
pencils.

1 Confirm that the kitchen staff has arrived and is putting together the breakfast
items.

[

Pour juices in juice pitchers and half-and-half in creamers, and put out lemon
wedges on bread-and-butter plates for tea.

Fill a coffee pourer with hot water for tea and hot chocolate.

Fill samovars with coffee.

Pick up breakfast items from the kitchen and arrange them on buffet risers.

I T i

Place appropriate service silver with each breakfast item (butter knives for butter,
teaspoons for preserves, dessert spoons for berries, forks for cut fruit, and so on).

(]

Put signs in place to indicate coffee, decaffeinated coffee, and hot water.
Go back over the menu to make sure every item is in place.

OO

Let the client contact know that breakfast is ready and ask if he or she needs

anything.

[ Check the buffet every five minutes until the meeting begins; replenish any break-
fast foods, beverages, coffee cups, glasses, half-and-half, and so on.

1 When the meeting begins, leave the room; return when the meeting is over to

clear the buffet and all tables.
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Food Preparation
and Service




he centerpiece of any catered function is, of course, the food. The food you
serve must not only look and taste great, it must also be priced right so
you can make a profit (see Chapter 3, “Pricing for Profit”). The food must
also be served appropriately (see Chapter 8, “How Can We Serve You?”).
The quality and creativity of your food should be your calling card and your
best marketing tool. It should distinguish your events from those of the
competition, bringing you repeat business from existing clients and referrals from word-
of-mouth buzz. That’s a tall order, especially for a new business searching for an identity.

The Menu

Some caterers will develop menus based on what their competitors are offering. Others
will try to design menus that completely set them apart. Either way, the demographic
information about a caterer’s customer base should have a profound influence on menu
selections. For example, most caterers will include popular regional fare in their reper-
toire. Most caterers in the Cape Cod area feature fresh seafood items and clam chow-
der; in New Orleans, caterers offer items such as jambalaya and gumbo; and in Kansas
City, slow-smoked foods like brisket and ribs make their way onto catering menus.

Mainstream caterers, however, offer eclectic menus that appeal to a majority
of people. Although it is important for a catering menu to reflect modern trends in
cooking and eating, it is equally important to include recognizable cultural favorites.
Menu items should correlate with the seasons and climate and include as many
indigenous, locally grown ingredients as possible.

Because catering for a series of events without repeating any menu items can
increase labor costs and create chaos, caterers typically have multiple event-driven
menus. They also develop all-season and all-occasion menus. Most important, a
caterer should develop menus that reflect the core nature of his or her business, with
foods that the kitchen crew loves to produce.

The Recipe Manudl

All of this starts with recipes you’ve created, gathered, modified, tested, and used
successfully in the past. Caterers organize their recipes to make them comprehen-
sive and accessible—very important when everyone from the event planner to the
sous chef needs access to them.
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Whether the recipes are kept in a computer file or arranged in a printed man-
ual, a recipe compilation will help maintain the consistency and efficiency of menu
production. All recipes should:

e Use only standard measurements

e Be written with instructions that are easy to understand

e List ingredients in the order in which they are used

¢ Include the number of servings or another form of yield

¢ Include notations on ingredient substitutions, quirks in preparation, serving
tips, and cost of ingredients

¢ |Include instructions on recipe conversion

Before new recipes are added to the manual, they should all be tested and
proven feasible. Proven recipes, however, are often subject to revision based on
availability of ingredients, brainstorming among cooks, and ongoing food trends.
Recipes should therefore be regarded as living documents or blueprints.

STANDARDIZED RECIPES

All foodservice operations rely on the consistency of their food products for continued
success. If clients hire you for an event next month because they love the baked Brie
appetizer they tasted at one of your events, then that appetizer should taste and look
the same as it did when they tasted it last month. The kitchen staff should be vigilant
about preparing all menu items in a consistent manner. Caterers cultivate customers
who return time and time again—hopefully for each event-worthy occasion. Most
returning clients will request one or more menu items that they have especially liked
in the past and will expect it to look and taste as they remember it. The overall quality
of the food should remain excellent for much of the same reasons. A client who has a
great experience with a caterer’s food during an initial event but is disappointed during
a second event with the same caterer will probably not return for a third try—and the
likelihood of that client referring other potential customers will be greatly diminished.

To ensure consistency:
e Secure reputable purveyors for ingredients and pay their bills promptly.
e Implement procedures for receiving and storing food products.
e Develop and test all recipes.
e Compile recipes in a manual.
¢ Use ingredients that are readily available.
e Purchase and maintain the proper equipment to prepare the recipes.
e Supervise food handlers.
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Recipe Software é

4

There are many software programs designed specifically for catering companies that

link together recipes, inventory, purchasing, and production needs. These programs
allow you to:

¢ |nput a base recipe with notes on food safety and an implied hazard analysis and
critical control (HACCP) system

e Scale the recipe up or down

¢ Include photos that show the finished product

¢ Give step-by-step instructions for the recipe

e Determine inventory requirements for each individual ingredient

e Compile an order sheet for purchasing based on the desired amount of production

e Compute the cost of the recipe based on the actual price of each ingredient

e Taste all products prior to service.
e Educate front-of-house staff on all menu items.
e Include recipe conversion increments in recipes, if possible.

RECIPE CONVERSION

Having designed a recipe to serve 50 people, you might then be asked to decrease
that recipe to serve 20 people or increase it to serve 150 or even 1,500 people. How
would you go about this?

Let's say you want to increase Greenfields Catering’s apple pie recipe,
originally for 8, to serve 50. Begin by converting all recipe measurements to weight,
either ounces or pounds.

SAMPLE RECIPE CONVERSION

-

L A

§ GREENFIELDS CATERING APPLE PIE

YIELD: 8 SERVINGS

Flour, 8 oz Sugar, 4 oz
Butter, 8 oz Ground cinnamon, 1 tsp
Apples, Granny Smith, 8 —about 8 oz

per apple, or 64 oz total
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Now, divide the desired recipe yield by the original recipe yield:
50/8 =6.25

In this case, since you cannot bake part of a pie, round up to the nearest whole
number. Then, multiply each ingredient (except the spice, see below) by the resulting
factor—in this case, 7.

1\ GREENFIELDS CATERING APPLE PIE

YIELD: 7 PIES/56 SERVINGS

Flour, 80z x 7 =56 0z =3 Ibs 8 oz Sugar,40zx7=280z=11b12 oz
Butter, 80z x 7 =56 0z = 3 Ibs 8 oz Ground cinnamon, as needed
Apples, 8 Granny Smith @ 8 oz =

64 0z x 7 = 448 oz = 28 Ibs

Note that the cinnamon in the converted recipe is noted “as needed.”
Ingredients such as spices, leavening agents, and seasonings may not work as exact
conversions and you might need more or less to have the desired result. In the case
here, the pie filling should be tasted to determine the best amount for the cinnamon.

It is helpful to have a recipe conversion chart in your recipe manual. Whenever
a recipe is converted, however, your kitchen staff must make sure that it looks and
tastes as close to the original as possible.

SEASONING ADJUSTMENTS FOR CONVERTED RECIPES
Recipes that are multiplied do not, however, always yield the same results as the
originals. Salt, pepper, dried herbs and spices, and intense flavoring agents such
as hot pepper sauces and fresh herbs do not multiply exactly, so these ingredients
should be always added in small increments until the desired flavor is reached.

The Production Plan

A catering chef will not order the food for an event until a week or less before the
event takes place in order to guarantee a fresh product. (Nonperishable inventory
or frozen products may be ordered further in advance.) There are, however, certain
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menu components, such as soups, sauces, and some hors d’oeuvre, that can be
prepared in advance or frozen. In any case, most of the food production will occur
one to two days before the event. A reputable catering chef will compile a weekly
production plan or prep list. This plan will be based on the banquet event orders
(BEOs) that are passed along from the catering sales department. Most BEOs will be
in the chef’s hands at least two weeks before the event to allow for proper planning.
The guest count, however, will not be final until one week before, with possible addi-
tions coming in up until a day before the event (see Chapter 7, “Event Planning”).

The production plan should be based on the guaranteed count. Purchasing
more products in anticipation of the client adding more guests is not recommended
unless they might be used for other events or preparations. Any food products that
have a one-time or specific use and are purchased to preclude the possibility of
running out may never be used and will decrease net profits.

WORKING WITH PURVEYORS

Before you order those twenty-eight pounds of Granny Smith apples to make your
apple pies for fifty, you’ll need to develop relationships with companies supplying
them—and the other food products, beverages, paper goods, equipment, office
supplies, and many other items you need to run a business. Although you certainly
want the best price for these products, you must also consider service and quality
when you select your vendors.

Certain products, such as liquor, do not change in name brand or quality from
purveyor to purveyor, and service and price become the main criteria for evaluating
the source. The quality of food, on the other hand, vacillates much more widely, and
you’ll need to have several suppliers on hand. Over time, most caterers get to know
the strengths and weaknesses of all of their suppliers and order accordingly.

For example, you may use a full-service produce supplier for the majority
of your fruits and vegetables, but use a smaller produce company for its lettuce
because it is of superior quality and less expensive than the full-service company’s.
Another reason to use multiple suppliers is their delivery frequencies: A seafood
purveyor that can make daily deliveries might be preferable to another that delivers
three times per week, even if its prices are slightly higher.

In order to maintain a good relationship with suppliers, order products as far
in advance as possible and pay their bills in a timely fashion. Last-minute ordering
can greatly inconvenience suppliers of food products as they try to manage their
inventory efficiently and not overstock. In addition, items that they do not normally
stock and have to special order might not be available on short notice. Suppliers
will change their payment policies to COD (cash on delivery) after a caterer has been

The Production Plan

187



repeatedly late paying its bills. Although unethical, some suppliers will also try to
pass off substandard products to their customers who do not pay on time.

SEASONAL MENUS

A caterer who designs menus around fresh, locally grown, readily available foods
will develop a competitive edge. Locally grown products in season are at their best
quality—and at their lowest price. Perishable food items imported from distant
areas often lose quality during transport. Because many clients are used to buying
off-season fruits and vegetables at the grocery store and may not be aware of their
actual growing seasons, event planners should be educated on the seasonality of
fresh food products.

Theme-, Event-, and Venue-Driven Menus

Although most caterers design a variety of menus, many of which are occasion- or
event-specific, very few will be executed without some modification: Most clients
will request deviations from any suggested menu. A good event planner will provide
constructive feedback as to the feasibility of such requests, and know whether they
deviate too far from the theme of the event. Plus, caterers should always be ready
to offer production-proven menu items outside of any preconceived event or theme
menu they suggest originally.

EASE IN PREPARING, HOLDING, AND SERVING

Preparing food for catered events is very different from food prepared a la minute
or order by order, as in most restaurants. All restaurant chefs and catering chefs do
the initial preparation (or mise en place) of their menu items in advance. The main
differences are that catered food is normally prepared in larger volume, and only to
the extent that it needs only final cooking, reheating, or assembly prior to service.
Some popular restaurant menu items therefore require modification when
brought into the catering arena. In a restaurant, the thin slices of veal scaloppine are
sautéed and then served quickly to prevent the meat from overcooking and drying
out. If a catering client requests veal scaloppine for a party of 150, the caterer or
event planner will either have to try to recommend a substitute or modify the item
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to ensure quality. Thicker cut pieces of veal, such as medallions or chops, can be
seared off in bulk and reheated in an oven just prior to serving without too much
moisture loss. If the caterer is still pressured to use scaloppine due to cost or cus-
tomer preference, a thicker coating of breading applied to the veal may extend its
holding ability. A well-trained event planner will be able to guide the client into mak-
ing choices that are practical simply by explaining any challenges associated with
a menu item.

Ease of serving is another important consideration in menu planning. Beef
Wellington, a popular catering entrée for more formal events, is traditionally trimmed
whole beef tenderloin that is seared, spread with a cooked mushroom purée
(duxelles), wrapped in puff pastry, and then baked. Most caterers modify this dish
slightly, first cutting the beef into portion-size slices, searing them off, and then pro-
ceeding in the traditional way. At service time, the portions, which are much smaller
than a whole beef Wellington, can be then baked in much less time. In addition, the
individual Wellingtons do not require slicing, which would release the meat’s juices
and make the pastry soggy.

Foods practical for a sit-down banquet may not be practical for buffet service,
and vice versa. Fresh asparagus can successfully be served hot at a sit-down ban-
quet by reheating it right before plating. However, asparagus placed in a chafing dish
on a buffet will overcook and deteriorate rapidly. A client who requests asparagus on
a buffet should be guided into serving it cold or at room temperature, possibly with
a sauce or vinaigrette on the side. Although catering clients may have specific food
requests, their main priority is that the food be wonderful, and they will take a cred-
ible event planner’s suggestions seriously. (And of course, food served impractically
can damage the caterer’s reputation as well.)

MATCHING MENU ITEMS TO AN EVENT

A catering venue’s atmosphere, be it beachfront, mountain meadow, estate gar-
den, sporting event, or formal dining room, will also influence the menu. Certain
foods are just not appropriate for certain events, occasions, or venues. One com-
mon mistake is serving mayonnaise at an outdoor buffet. Whether in a bowl by
itself or as an ingredient in a salad, mayonnaise becomes translucent and unap-
pealing quickly outdoors—it also becomes unsafe to eat if kept unrefrigerated for
too long.

The time of an event also has impact on its menu design. The menu for a
wedding on a Sunday afternoon may include fresh fruits, light pastries, egg dishes,
and composed salads—items that would not work as well for the same wedding
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on a Saturday evening, when a fancier, heartier menu is expected. A caterer who
accommodates any menu request without considering its impact on production,
service, or atmosphere may encounter problems or challenges that lead to substan-
dard performance.

To help you avoid the “veal scaloppine mistake” and choose the best foods
for catering menus, here are several comprehensive lists.

O PRACTICAL FRESH INGREDIENTS

Meats for Roasting

Roasts are especially practical for catered events. Most are large and serve from ten
to twenty people each. (The following lists of suggested meats, fish, and seafood
are all arranged from most expensive to least costly.)

e \eal rack, veal loin, veal top round
e Beef rib, beef loin, beef tenderloin
e Lamb leg, rack of lamb

e Pork loin, ham

e \enison rack or loin

e Turkey breast

Meats for Pan Searing, Pan Frying, Deep-Frying, or Sautéing
These portion-size items cook individually. Although portion-size items are easier to
serve from a banquet assembly line, they have less holding ability.

e \eal medallions cut from the loin or leg

e \eal rib chops

e Rack of lamb or lamb loin chops

e Beef loin, rib, or tenderloin cut into medallions or steaks
e French-style chicken or pheasant breasts

e Duck breast with skin

e Pork cutlets from the loin

Meats for Braising or Stewing

Braised meats are not often served at banquets because they are perceived as
inexpensive, lesser-grade cuts. All of these items are available several different
ways, including bone out or in, fresh or frozen, and domestic or imported. Any meat
purveyor will be able to help you choose a market form that best suits your needs.
The following items, if prepared properly, can be delicious—and practical —for fall or
winter events or when trying to cut menu costs.
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e Beef chuck, cubed or as Swiss steaks
e Bone-in chicken
e |[amb shanks

Veal shanks (osso buco)

Fish and Shellfish

Fish and shellfish are more costly and have a shorter shelf life than meat. In addition,
they do not hold well after cooking unless cooled quickly and served chilled. When
planning a banquet with fish on the menu, suggest thicker cuts of oily fish, such as
salmon, tuna, or swordfish. These are usually available year-round and have wide-
spread popularity. Popular shellfish items such as shrimp, crab, and lobster can also
be prepared and served successfully if cooked right and especially if served chilled,
which ensures success and protects product quality.

® Lobster salads

e Steamed or boiled lobster

e Chilled crabmeat cocktail

e Crab cakes

¢ Poached and chilled shrimp
e Stuffed and baked shrimp

e Grilled or seared tuna or swordfish steaks
e Tuna carpaccio or tartare

e Pan-seared salmon fillets

e Smoked or cured salmon

e Baked or stuffed clams

e Steamed and chilled mussels

Vegetables

As a general rule, green vegetables are the least stable but the most popular. Root
vegetables, including carrots, parsnips, turnips, and sunchokes, are stable and
simple to cook but may require innovative preparations in order to sell them to a cli-
ent. Vegetable stews or casseroles, such as ratatouille, are the easiest to hold and
can be prepared ahead of time.

Most catering chefs prepare their vegetable dishes well in advance of an
event. Green vegetables are typically parcooked in boiling water or a convection
steamer and then shocked, drained, and reheated in batches close to service time.
Other, more stable vegetable dishes can be reheated in hotel pans using a steaming
unit, oven, or hot box. Caterers who cold plate and reheat plated food in a hot box
must choose vegetables that retain their integrity through this process.
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Vegetables appropriate for batch cookery can be cooked or reheated in
increments during service. They include:

e Asparagus

e Broccoli

e Green beans

e Sautéed spinach and other soft greens

Vegetables and preparations with long holding ability include:

e Braising greens, including collard and kale

e Custards

¢ Grilled and marinated vegetables served room temperature or chilled
e Purées made without green vegetables

e Ratatouille

e Roasted root vegetables

e Salads

e Shell bean ragouts

e Zucchini, squash, or eggplant casseroles

Starch and Farinaceous Products

Most starchy products, such as rice, potatoes, pasta, and grains, can be served
successfully at any banquet if proper handling is exercised. For example, French
fries are difficult to keep hot and crisp during a typical banquet service. By cooking
them in small batches, table by table, however, you will achieve success. But a more
practical approach might be to serve waffle-cut potato chips (gaufrettes) or straw
potatoes, both of which are cut much more thinly than standard French fries and
cooked to a point of almost complete dehydration, which maintains their crispness
even while they are kept warm under heat lamps or in an oven.

Rice dishes reheat poorly in an oven or on top of the stove but do well when
placed in hotel pans, fully wrapped with plastic, and reheated in a steaming unit. The
same holds true for wild rice and grain dishes. Pasta dishes are difficult to execute
consistently; batch cookery is the best way to avoid overcooking them, and baked
pasta dishes such as lasagna or baked ziti are the easiest to execute. Most potato
dishes, with the exception of deep-fried choices, can be prepared and held easily.

Here are some suggested preparations of potatoes, rice, pasta, and other dishes:

Potatoes
e Potatoes gratin
e Small potatoes, roasted with their skin on
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¢ Mashed or puréed potatoes
e Baked potatoes
e Twice-baked or stuffed potatoes

Rice
¢ Rice pilaf
e Steamed rice
e Risotto (parcooked)
e Stir-fried rice

Pasta
e Cannelloni
e Baked ziti or penne
e Lasagna
e Gnocchi gratinée

Other Dishes
e Boiled wild rice
¢ Boiled wheat berries
e Couscous
e Bulgur wheat (tabbouleh)

The Banquet Assembly Line

Many caterers distribute food to the guests of their sit-down events using an assem-
bly line system. The assembly line method works well for American- or Russian-style
service. For American service, a finished, pre-plated meal arrives at each guest’s
place setting. Russian service calls for the servers to approach each table with plat-
ters of food in hand and place the food from those platters onto plates that have
been previously placed in front of each guest.

The banquet assembly line is the most common plating system used in
catering. Simply put, all components that make up a course of a menu are placed
in hotel pans or on platters and arranged in a straight line at a staging area, usu-
ally in the kitchen. Food handlers are assigned to one or more plate component
and, as each plate or platter get passed down the line; they place a portion of
their assigned food item(s) onto each. Food handlers may make up a single line of
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service on one side of the table, or there may be people on each side creating a
double line of service.

ESSENTIAL EQUIPMENT FOR THE ASSEMBLY LINE

Steam tables are commonly used for holding hot food on the assembly line. Hotel
pans and bain-marie inserts full of food are placed in the water bath in the order
dictated by the banquet chef based on the design of the course. Most of the time,
backup pans of hot food are held in a hot box or thermal insulated container or
heated while service of the previous pan commences.

Some caterers use chafing dishes to hold hot food on the assembly line when
steam tables are not available. Although chafing dishes work well, holding temperatures
can vary and the food can cool too much or potentially overheat, impacting proper food
safety and quality. Using chafing dishes for the assembly line is a viable option for off-
premise caterers for events where the plating is staged in a non-kitchen environment.

CATERING TO LARGE GROUPS

For large events, multiple assembly line are often set up in strategic locations to
facilitate faster service. Each assembly line services specific areas within the dining
room and shortens the distance from the plating area to the guest. Some caterers
will plate using one assembly line and transfer covered plates to mobile hot boxes.
The boxes are then rolled out to various staging areas, where the servers can even-
tually place them in front of the guests. The most important consideration is to serve
the entire group of guests within a reasonable amount of time. That time will vary
based on the total amount of guests attending each event, the amount of service
staff, and the complexity associated with serving each course. Caterers should do
all that they can to avoid the scenario where some guests have finished eating a
course while others have not received it yet.

OTHER CONSIDERATIONS FOR USING THE ASSEMBLY LINE

Many caterers feel that the assembly line serving system provides the best scenario
for getting fresh food to the guests in the shortest period of time. The following are
some suggestions for achieving optimum food quality:

e Stagger the cooking and/or reheating of food so that the food on the first plate
served is equal to that on the last plate.
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e Use hot holding equipment for short-term holding to prevent dehydration and
potential loss of quality.

e Determine the number of meals that your staff can serve comfortably from one
assembly line in a fifteen-minute period. This number should fall between 120
and 170 guests.

e Set up multiple lines for larger events or for events where two or more menu
choices are offered.

¢ Consider Russian service as an option (see page 193).

The assembly line system, especially if multiple stations are used, can be very
labor-intensive and require many food handlers for service.

COOK-CHILL-PLATE-RETHERM SYSTEM

Many large-scale caterers serve the guests of their events using a system where
individual plates of food are preassembled and reheated on the plate. While at first
glance the thought of reheating food on a plate may signal potential loss of quality,
it can be done well provided that the caterer uses the proper equipment in the cor-
rect manner. Most caterers that choose the “cold plating” system use sophisticated
combi-ovens to initially cook some or all of the plate components and then again
to reheat the plated food. Combi-ovens provide excellent control of the range of
temperatures and humidity used for either task.

O BASIC STEPS
The following steps outline the basics of the cook-chill-plate-retherm system:

1. Prepare each plate component using traditional and/or contemporary food
preparation techniques.

2. Using a blast chiller, cool any cooked items as fast as possible to avoid food

entering and remaining within danger zone temperatures.

Portion some or all of the components on chilled plates and refrigerate.

Reheat the plated food in the combi-oven closer to service time.

Place the plates in warming boxes.

S

Distribute plates to the guests.

[0 CONSIDERATIONS FOR USING THE COOK-CHILL-PLATE-
RETHERM SYSTEM

There are many other factors to consider when creating a great meal using this

system. Combi-ovens have the ability to reheat food of varying density fairly evenly;

however, a good chef will try not to pair heartier items with ones more susceptible to
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loss of texture or flavor due to overcooking. For example, reheating a two-inch-thick
sirloin steak together with thin asparagus may yield overcooked asparagus and
properly cooked steak or properly cooked asparagus and undercooked steak. In
addition, most sauces are best left off the plate until the last moment. In fact, many
caterers will cold plate several plate components and add the most temperamental
ones just prior to service.

The proper equipment typically used for the cook-chill-plate-retherm system
can be costly and require a large investment of capital. However, some caterers find
that by using this system, the number of people needed to execute their events is
significantly decreased. The decrease of labor is mostly attributed to needing fewer
personnel at the time of service because most or all of the components are already
on the plate.

Techniques for Successfully Holding Foods

There are creative ways to prepare some foods that traditionally do not hold up well.
Brining, dry-curing, and batch cooking can all extend a caterer’s repertoire.

BRINING

Brining or curing meat or seafood increases its shelf life and holding ability while
enhancing its flavor, and many meat and seafood menu items can be improved
through these techniques. Typical brine—or wet cure—is made from salt, liquid (usu-
ally water), sugar, and spices. Salt is the most important ingredient for both dry- and
wet-curing. The salt initially draws moisture out of the product and then creates an
osmotic effect that causes the product to reabsorb more liquid than it initially lost.
The flavor of that liquid is enhanced by the salt, sugar, and spices, which, in turn,
preserve the product, keep it moist during cooking, and make it taste better. Roasts,
whole turkeys and chickens, large fish fillets, and steaks all respond well to brining.

Submerge the meat or seafood in the brine and refrigerate it. In general, larger
products with more fat must brine longer (fat hinders osmosis), but ultimately your
taste preference will determine how long to allow them to brine. You can also inject
brine into larger products by using a brine pump to ensure even curing. After brining,
the product should be rinsed in cold water, dried, and refrigerated overnight so it
can form a tight, skinlike surface known as a pellicle. The pellicle will allow the item
to be cooked or smoked properly without dehydrating.
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DRY-CURING

A dry cure contains all of the same ingredients as brine with the exception of the
liquid. Although the effect is similar to brining, dry-curing is better for smaller, thinner,
leaner cuts of meat or seafood, like beef, pork, and salmon—think beef bresaola,
homemade salami or sausage, prosciutto made from the leg of a pig or duck, or
gravlax.

Seafood meant for dry-curing, such as salmon, scallops, and trout, is sometimes
packed in a mixture of salt, sugar, and spices for a predetermined time, as they would
be if brined. They are then rinsed, dried, refrigerated, and allowed to form a pellicle.

Sodium nitrite or sodium nitrate, in the form of “pink salt” or tinted curing mix-
ture (TCM), is sometimes added to a brine or cure. Used properly, these chemicals
promote pink coloration in meat products, enhance the color of seafood, increase
shelf life, and prevent botulism. It is paramount to follow recipe guidelines or ratios
exactly when using these products: Add too much, and those consuming the cured
or brined products can become ill.

BATCH COOKERY

Many menu items that do not have sufficient holding ability can be prepared in small,
consecutive batches throughout the service period of an interactive buffet. Fully
cooked broccoli held in a hot box for fifteen minutes or longer will lose its bright
green color and become mushy; but parcooked broccoli reheated in either boiling
water, a steamer, or a sauté pan in batches and served French style will not.

Batch cookery can also involve staggering the firing of delicate proteins,
such as portions of salmon, by placing them in the oven sequentially. The por-
tions will then finish cooking incrementally, making it possible to plate them in a
table-to-table manner. Batch cookery may not always be possible, however, espe-
cially for off-premise caterers —sometimes kitchens are not large enough to support
the technique.

Transporting Food

Full-service, off-premise caterers always transport food, beverages, equipment, and
personnel to their events. Other caterers, such as the neighborhood delicatessen,
either deliver food or package it for pickup by the client. In all cases, proper care and
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forethought are needed when packing food products for transport. Some prepared
foods do not transport well and are best prepped on-site. These include fruits and
vegetables that oxidize quickly (bananas, pears, avocados, celeriac, etc.) and airy
foods like whipped cream or meringue, which can deflate.

THE CATERING VEHICLE

Purchase a station wagon, a sports utility vehicle, a van, or optimally a refrigerated

truck. Any catering vehicle should have an automatic transmission so anyone can
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A catering truck ready to be
loaded (a), the truck’s interior,
fully loaded (b), and a worker
packing catering equipment (c).
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drive it. Whatever you purchase, register it as a commercial vehicle so you can dis-
play signs and access parking areas reserved for commercial vehicles. Driving with
food for more than two hours requires a refrigerated vehicle. If you must rent one,
this cost is normally passed on to the client.

Fit your vehicle with bracing devices to hold thermo-insulated containers,
speed racks, coolers, crates, and boxes to prevent them from moving while driving.
Straps and bungee cords also help. Always keep the vehicle well maintained and
clean. An unsanitary catering vehicle can lead to health department violations. And
always drive responsibly.

PACKING FOR TRANSPORT

Pack food in thermo-insulated containers and coolers, which can also be used at
the venue to keep food hot or cold. Liquid foods, such as sauces, soups, and bever-
ages, should be packed in containers with tight-fitting lids.

Square containers will save space. Use sturdy sheet and hotel pans to lay out
portioned food; wrap them completely with plastic film whenever possible. Similarly,
rolling racks of food should be wrapped entirely in plastic film or covered with a
thermo-insulated canvas.

Encourage all employees to lift catering products and equipment safely and
properly: by bending their knees and using their leg muscles to raise the items
upward. The use of ramps or hydraulic lifts helps with loading or unloading trucks.
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Hand trucks and dollies are essential for avoiding employee injury. Larger deliveries

should never be made by one person in case of injury. More safety-related informa-

tion and tips can be found online at www.osha.gov.

The Environment

Climate and overall environment can greatly affect the outcome of a recipe or cook-

ing technique. The most commonly known example concerns the boiling point of

water, which falls as the altitude rises.

High Altitude
e Artificial and natural leavening works more slowly, so an additional amount of

leavening may be needed.
More time is required to aerate cream or egg whites.

Higher Humidity

Products leavened by yeast may proof faster and require retarding.
Crisp foods, such as cookies, chips, and crackers, may become soggy.
Desserts may sweat and become unappealing.

Cheese may develop surface mold.

Colored decorations may run.

Raw meat and fish will deteriorate more quickly.

Extremely High Temperature

Food deteriorates rapidly.

Most fats soften or melt at temperatures over 80°F.
Chocolate does not congeal.

Gelatin will not set.

Extremely Low Temperature

Fats harden or congeal.
Freezing rapidly deteriorates fresh fruits and vegetables.
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Convenience Products

Food products designed to cut down on labor and preparation time vary greatly, and
caterers should only use them if they do not affect the quality of the finished product in
any measurable way. For example, garlic can be purchased whole, peeled, or chopped
and packed in vegetable oil. While using whole garlic and peeling it just prior to use
is best, using prepeeled garlic from a plastic jar is not likely to make a difference in
the taste of the final dish. Prechopped garlic packed in oil, however, has a somewhat
artificial, chemical flavor that makes it a poor choice for use in commercial cooking.

Recommended Convenience Products
e Prewashed lettuce mixes (mesclun, field greens, and so on)
e Prewashed spinach
e Peeled raw potatoes in Cryovac
® Prepeeled garlic and shallots
e Natural demi-glace and other meat sauces not made from base
e High-quality canned tomatoes, artichokes, and roasted peppers
e Peeled, fresh-cut raw root vegetables in Cryovac
e Mayonnaise
e Puff pastry products such as dough, sheets, or parbaked shells
e Chocolate dessert shells
¢ Decorations for cakes and other desserts
e Phyllo dough products
e Frozen and pasteurized egg products
e Some individually quick-frozen seafood products such as king crab, snow
crab, and cooked green-lipped mussels
¢ Fresh pasta products (usually sold frozen)

Dried products designed to be reconstituted, such as baking mixes, sauce
mixes, and instant potatoes, are generally inferior in quality (dried fruits and veg-
etables are exceptions). Avoid most frozen and canned vegetables except for frozen
corn and peas, individually quick-frozen fruits for some uses, and canned tomatoes
when fresh ones are not in season. The following is a list of convenience products
that should be avoided for quality reasons.

Convenience Products to Avoid
e Chopped garlic or shallots in oil
e Most premade salad dressings
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Leftovers d

4

With proper planning, leftover food from a catered event can be minimized. But if
the actual attendance of an event falls considerably short of the guaranteed count,
leftovers will abound. A caterer may want to give the leftover food to the client who
paid for it, but may not be able to do so depending on local health department
regulations. If the client does not refrigerate the leftover food until hours after the
event, it may become contaminated and cause illness when consumed. These cir-
cumstances may also increase a caterer’s liability because of the difficulty to prove
when and where the contamination occurred. It is best to remove leftover food from
the event staging area and store it properly for possible future use.

As a general rule, food that has been prepared in advance, cooled or stored cor-
rectly, and has not gone through its final preparatory cooking stage may be used
again. Leftover food that has been fully prepared and held at an unsafe temperature
or placed on a buffet should be discarded (see Chapter 4, “Setting Up the Catering
Kitchen”).

e Meat and seafood bases
e Premade potato salad, macaroni salad, and coleslaw
e Frozen hors d’oeuvre

SUBCONTRACTED PREPARED INGREDIENTS

Many caterers purchase freshly made products, especially wedding cakes, specialty
breads and cakes, and individual pastries, from other food businesses. Some cater-
ers find it easier to purchase menu items such as sushi for their events instead of
hiring someone proficient in making them. (Of course, it’s much easier to justify hav-
ing a sushi chef on the payroll if selling sushi becomes a common thread in most of
your events.) Caterers also often purchase ice carvings and edible decorations for
their events.

PURCHASING FULLY PREPARED MENU ITEMS

Caterers set themselves apart from their competitors by featuring freshly prepared,
creative menu items. The production process is a complex one, from facilitating the
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kitchen with the proper equipment and workspace, hiring an effective kitchen staff,
purchasing quality products, to eventually turning those products into delicious and
safe food. This “manufacturing” aspect of the catering business is the most complex
and creates the most stress for caterers and their employees. Over the last decade,
there has been measurable growth for companies, often started by former caterers
and hotel chefs, that produce and sell innovative, ready-to-serve menu items. Rising
labor costs for kitchen employees coupled with better-quality products available
have led some caterers away from preparing their menu items from scratch and
toward purchasing them from one or more of these reputable companies. A big
change has come from the technology used to produce and package these prod-
ucts. Sous vide technology is arguably the best process for producing fully cooked
and frozen food items. The steps for this process are as follows:

e Fresh, raw ingredients are placed in a sterile, sealed plastic bag.
e The food is cooked at a low, consistent temperature, usually in water.
e When the food is fully cooked, it is quick chilled and flash frozen.

The benefits of sous vide cooking are that the food retains all of its flavor and
nutritional value. In addition, the food becomes pasteurized and free of virtually all
of its vegetative bacteria. The plastic package also protects the food from freezer
burn while stored for future use. Although this process seems simple and safe, there
are some potentially dangerous problems that can result if it is not done correctly.
Bacteria flourish at temperatures between 70° and 140°F. This type of environment
can be created if the food is not cooked thoroughly or cooled properly. Most health
officials are leery of permitting sous vide cooking on a commercial level, and even if
they do, they require a detailed HACCP plan for each menu item produced.

Cuisine Solutions (www.cuisinesolutions.com) is one of the best choices
for purchasing ready-to-serve menu items produced with the sous vide method.
Although these items do not come cheap, their cost will be offset by savings in labor
and equipment costs. Cuisine Solutions offers high-end seafood, poultry, and meat
entrées, as well as side dishes and desserts. As always, any fundamental decision
that a caterer makes, such as the one to purchase ready-to-serve food instead of
preparing it in-house, requires much careful deliberation.

In Chapter 10, we will look at how to set up the dining room and the bar area
for a catered event.
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nce you have a banquet event order (BEO) for an event, your
staff will need to set up the dining room for serving food and
beverages. In this chapter, we’ll look at how to organize the
physical layout for an event—from the cocktail hour through
the meal to after-dinner coffee and dessert. We’ll start with the

dining room.

Dining Room Management

Along with the event worksheet or BEO (discussed in Chapter 7), you’ll need a
master list of dinnerware and serving ware, a list of any party rentals, an off-premise
event packing list (if it’s an off-premise event), and a floor plan showing how the
banquet or catered event will be set up.

DINNERWARE

Most caterers buy or rent basic, medium-weight white china for dinnerware. A
five-piece place setting includes two 7-inch plates for salad and dessert, a 9- or
10-inch dinner plate, and a coffee cup and saucer. These are purchased or rented
by the piece in quantities (e.g., twelve dozen 10-inch plates), not by place setting.

If the largest number of guests your catering operation can accommodate is
100, then you should buy plates, cups, dishes, glasses, and silverware for 150 to
allow for breakage and loss. If you're renting, 120 place settings will be enough.

You might also need bread and butter plates, soup cups or bowls with their
accompanying plates, parfait glasses, and other dinner pieces. Catering businesses
with a more casual approach to breakfast, brunch, or lunch affairs will want coffee
mugs, too.

For a catered interactive or stationery buffet-type cocktail or dessert party, you
can be more creative, perhaps using smaller, geometrically shaped plates or different
colors; you will also need three or four 5-inch plates per person. For a casual lunch,
you could use inexpensive glass dinnerware. For an outdoor barbecue at a sporting
event, you would most likely employ sturdy, disposable dishes; for a formal event,
bone china.

Each place setting also includes five pieces of silverware: salad fork, entrée
fork, knife, teaspoon, and soupspoon. Depending on what your menu offers, you
might also need to include butter knives, oyster forks, fish knives, dessert forks and
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spoons, or demitasse spoons. A water goblet should also be part of each place
setting, whether or not wine or other beverages are served.

The event planner and maitre d’hétel will supervise the laying of each table in
accordance with the type of meal and service planned for the event.

SERVING WARE

At a catered event, the food is assembled and brought to the guests or served
buffet-style, requiring special serving ware. Wait staff will usually serve with basic
ware, including large round or oval trays and platters, bread trays or baskets, silver
water pitchers, iced tea carafes, coffeepots, creamers and sugar bowls, serving
ladles, serving forks, and tongs. At a stationary buffet table, food is usually served
in chafing dishes, large mahogany salad bowls, silver trays and platters, compotes,
and vegetable dishes. Coffee service usually means coffee urns and hot water urns
for tea, pitchers of iced tea, plus accoutrements for lemon wedges, cream, sugar,
artificial sugar packets, and so on.

Service style impacts the serving equipment needed. For synchronized
service, you need a cloche for each plate; for Russian service, more elaborate silver
trays; for French service, a guéridon (rolling cart), a réchaud (portable gas burner),
and a chafing pan. Similarly, the venue will also dictate how much and what kind
of dinnerware and serving ware you’ll need. If dishwashing is available, then you
can figure on less; if there is no dishwashing and limited water, you’ll need multiple
plates, cups, and water goblets on hand.

The list of dinnerware and serving ware will be unique for each catering busi-
ness. Just as you would detail the list of kitchen equipment necessary to prepare,
cook, and assemble each menu item, you should also detail a list of dinnerware and
serving ware and have enough on hand.

The banquet manager or event planner should consult with the client to deter-
mine table size and overall layout; clients often want to provide other items for the
tabletop design, such as candelabra, candles, floral arrangements, menu cards, and
place cards, and these items must be accommodated. Discussing them during the
initial consultation may yield opportunities for the caterer to help arrange for these
items and earn additional revenue.

LINENS

Along with the place settings, you need to plan for table linens. In addition to table-
cloths to fit each table, you will also have napkins, table skirts for each buffet or

206 | Chapter 10 Dining Room and Beverage Management



CLOTH SIZE TABLE SIZE

54-in square Bridge table or 30-in round
72-in square 48-in to 54-in round or square
90-in round 30-in round cocktail table
108-in round 54-in round or square

114-in round 54-in round or square

120-in round 60-in to 72-in round

120 x 60-in rectangle 96 x 30-in banquet table

Linen and table sizes.

service table, and draping fabric on top. A head table might have special adornment,
such as a gold lamé front skirt and napkins.

A set table should look generous, never skimpy in any way. The tablecloth
should drape adequately, and the napkin should be wide enough to cover the lap.
The fabric should have a good feel and should launder well.

If you use a laundry or linen service, it probably also launders your chefs’
coats and kitchen staff’s aprons. Such services also often offer standard 72-inch
square tablecloths suitable for 48- and 54-inch round tables. But using rental linens
can be problematic: They don’t give your catering business a unique look, and you
can wind up with torn, stained, or otherwise unattractive linens from time to time.
Owning a washing machine and dryer large enough to handle the volume you need
can be a good idea.

DISPOSABLE LINENS

At cocktail parties with passed appetizers or at an outdoor barbecue, dispos-
able paper goods are sometimes used in place of linens. Paper plates, napkins,
tablecloths, and place mats can be pleasing and functional if used in the proper
setting, such as a casual lunch, a casual business cocktail party, or an outdoor
event. Using disposable paper goods in place of china can also be efficient if
dishwashers are not available. They can also eliminate party rentals, thus saving
money for the client.
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OFF-PREMISE EVENT PACKING LIST

It's essential to have an accurate event packing list so you don’t forget anything
for an off-premise event. Go through the menu one line at a time. For each line on
the menu, list each dinner and serving piece required, and the number of each. For
example, if the first course is plated poached salmon accompanied by a white wine,
you’ll need a white wineglass, dinner plate, and fish knife, in addition to the standard
five-piece place settings of dinnerware and silverware per person. If the first course
is appetizers passed butler style, you’ll need cocktail napkins, two or three small
plates per person, and a serving tray for each server.

Dinnerware and serving ware are usually packed in racks, bags, cases, or
boxes that hold a certain quantity of items. After you know the total for each piece,
figure out how that translates into the appropriate packing method. The less you
and your staff handle the dinnerware and serving ware, the less chance there is for
breakage. Your glasses and coffee cups, for example, should be transported to the
site in the same racks in which they’re washed, dried, and stored; plates are usually
stacked twenty high; more than that is difficult for chefs and servers to reach and
use.

Suppose you have to pack for an event of 100 guests at twelve tables. You
need a 200-count box of paper cocktail napkins; three racks each (thirty-six per
rack) of white wineglasses and water goblets; 18 dozen 5-inch plates (packed in
stacks of twenty); 9 dozen dinner plates (packed in stacks of twenty); ten 12-count
bags each of salad and dinner forks, knives, and teaspoons; twelve tablecloths;
120 napkins; one case of brandy ponies; and one 12-count box of salt and pepper
shakers.

The packing list will also include barware and setups, as such ginger ale, tonic
water, cola, orange juice, lemon and lime wedges, cherries, and so on.

DINING ROOM LAYOUT

The event planner, chef, client, and maitre d’hétel will probably all have a hand in
deciding how the dining room will be laid out for the event. The event planner will
have a diagram of the layout based on discussions with the client; however, it is not
uncommon to change things around a bit at the last minute, due to an addition to
the guest count, the direction of the wind (at outside events), or the space needs
of the entertainers: Everyone should remain flexible. As a basic rule, the tables and
chairs should focus on the head table and allow for ease of movement and serving.
The service of beverages, especially alcoholic beverages, can be one of the most
lucrative arenas for a catering business.
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Beverage Management

ALCOHOLIC BEVERAGES

A major question for a new catering business is whether it needs a liquor license.
Navigating the bureaucratic hurdles involved in applying and being approved for a
liquor license in some locations can be both expensive and time-consuming.

Most on-premise catering operations have a liquor license and sell alcoholic
beverages. Usually, the gross profit earned on alcohol is 60 to 80 percent, which
represents a much larger overall gross profit than that earned on the sale of food
items. In addition, alcoholic beverages, with the exception of open bottles of wine
and beer, are not perishable, and with good controls in place there is minimal waste.

Many off-premise caterers do not bother to get licensed because they do not
serve liquor in one location but rather transport alcoholic beverages to a variety of
locations for their events. Whether or not the caterer has a license to sell alcoholic
beverages, most state laws permit alcoholic beverages to be served if provided by
the host of the event or another licensed source. Some arrange for the delivery of
alcoholic beverages to a catering venue from a licensed retail source, such as a
liquor store. The clients pay the liquor store directly for the product and also pay the
caterer a fee for the arrangement.

Off-premise caterers can also find other ways to earn profits on beverage ser-
vice. For example, a per person bar setup fee can be charged if the caterer supplies
everything for the bar except the alcohol. These items may include all soft drinks,
mixers, garnishes, paper goods, and ice.

LIABILITY ISSUES

Either way, if alcoholic beverages are served at a catered event, the caterer can be
held liable for any problems caused by intoxicated guests. A guest who leaves the
event intoxicated and causes an automobile accident may share liability with anyone
who has served him or her alcohol prior to the accident. This includes the host of the
event, the caterer, and especially the server or bartender who served the drinks. All
caterers must have substantial liability insurance policies in place in case they are
sued for causing intoxication in persons who then injure or kill themselves or others.
Anyone who will be serving alcohol should also go through a formal training pro-
gram. Caterers can get most of this training information through local or regional
liquor authorities. The maitre d’hotel, sommelier, or catering owner can conduct this
training, which should cover the following:
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Legal limits: Blood alcohol-level tests are used to determine whether a person is
legally intoxicated; the legal limit for blood alcohol levels while driving differs
from state to state. The differences between driving while intoxicated, driving
under the influence, and passing such a test can be very small—usually in the
range of .01 to .02 percent; the penalties, however, can differ drastically.

Signs of intoxication: Slurred speech, swaying from side to side, a glazed look
in the eyes, and tripping or stumbling are all signs of intoxication.

Alcohol tolerance: Weight affects a person’s tolerance for alcohol. Larger, heavi-
er people have a greater tolerance for alcohol, as do people who drink often.

Variance in products: The alcohol percentages, or proofs, of different alco-
holic products vary widely. Wines range from 12 to 14 percent alcohol con-
tent. Beers run from 3 to 8 percent alcohol content depending on brand.
Hard liquors vary the most. With hard liquor, check the proof on the bottle.
An alcoholic beverage that is 100 proof is 50 percent alcohol (% = proof/2).

Drinking age: Be sure to avoid serving alcoholic drinks to minors.

There are many state-run training and certification programs that offer the best of
this type of education. Check the website of your jurisdiction’s authority governing
alcohol sales and distribution for the type of program available. This website should
also furnish information on the penalties incurred for serving alcohol to minors and
any days and hours when alcohol is not permitted to be served or purchased in
certain towns or counties. (Many counties in the United States—referred to as dry
counties—prohibit the sale of alcohol altogether.)

Some jurisdictions will require a special off-site permit for each individual
event and may ask the caterer to provide detailed information about the site, includ-
ing a diagram with lineation of the area where alcohol will be served. This permit
may be required regardless of whether the caterer is licensed. An off-premise caterer

How to Handle Someone Who Is Drunk

e Try to ignore or stall a drunk person waiting to order another drink.

e Offer him or her a glass of water or something to eat instead. (This will dilute the
alcohol in his or her bloodstream.)

e Kindly refuse to serve him or her.

e Notify a supervisor and the host of the event so that safe transportation can be
provided for the drunk person.
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must be aware of the liquor laws for every location at which it provides service to
avoid breaking any of these laws unintentionally.

O BASIC BAR EQUIPMENT
The bartender is in charge of making sure that the bar area has the appropriate
equipment, which includes bar strainer, bar towels, bottle and can openers, cork-
screws, plenty of ice with tongs or scoops for serving, large pitchers, measuring
spoons, mixing glasses or shakers, mixing or stirring spoons, 1-ounce jiggers, par-
ing knives and zesters, and wastebaskets. The bartender also organizes the mixers,
garnishes, napkins, and barware.
Glassware for bar and wine service includes:

e Narrow tulips or flute glasses for sparkling wine and champagne
e 8- or 10-ounce tall or wide tulips for white or blush wines

e 8- or 10-ounce wide-bowl glasses or goblets for red wine

e Small wineglasses or ponies for fortified wines like port

e Pilsner glasses or sleeves for beer

e 10-ounce highball glasses

e Martini glasses

¢ Rocks or footed rocks glasses

e Snifters for brandy or cognac

You might also want to have a special glass for a signature drink—your own
margarita or martini glasses, for example, for your house concoctions.

0 PORTION CONTROL

Just as with foodservice, you must implement portion control in your alcohol service
if you want to make a profit. The regular size for a bottle of wine or spirits is 750 ml,
or about 25 ounces. Most wine portions are 4- to 5-ounce pours, with five to six
pours per bottle. The portion size for spirits is 172 ounces, with sixteen pours per
bottle. Fit your wine and spirits bottles with the appropriately sized pouring spouts,
and portioning will be automatic.

O TYPES OF BAR SERVICE

CASH BAR At a cash bar, all the guests pay the bartender for their drinks. In some
cases, drink vouchers can be purchased at a centralized location, which makes
it easier on the bartenders—and controls the collection of money. Some caterers
permit the display of tip cups, while others do not but instead charge a separate
bartenders’ gratuity. Cash bars are mostly found at business-oriented events or
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where the consumption of alcohol is subtly discouraged: People paying for their
drinks tend to drink considerably less.

Caterers usually reduce the inventory for cash bars compared to amounts
associated with an open bar.

OPEN BAR An open bar means that guests do not pay for any beverages they drink
during the event. The charge for an open bar is usually a set figure per person. A ser-
vice charge or gratuity is often added to the final bill based on this charge. The price
for an open bar usually depends on the specific beverages that are offered. An open
bar offering top-shelf beverages, for example, will be more costly than one serving
only well drinks—those of inferior brands and quality. Because the drinks are free,
more diligence is required in making sure that no guests become intoxicated at an
open bar event. Most caterers do not permit the display of a tip cup at an open bar.

BY CONSUMPTION The host can also be charged for the actual amount of drinks
consumed at the event. Each type of drink (mixed well drinks, mixed top-shelf
drinks, wine, beer, and soft drinks) is priced individually, and the bartenders keep a
tally of how many of each are collectively consumed by the guests. At the conclu-
sion of the event, the caterer hands the customer an itemized bill for the beverages
and collects payment.

0 ANCILLARY PERSONNEL

A variety of arrangements can be made regarding the service of beverages to ancil-
lary personnel at an event. Some clients may request that band members, photog-
raphers, DJs, and so on, be served alcoholic beverages, while other clients may
not permit it or require them to pay separately for the drinks that they consume. In
any of these cases, the same precautions should be taken to prevent anyone from
becoming intoxicated.

O WINE
Wine is often considered the most food-friendly alcoholic beverage. Most cater-
ers have someone on staff who is knowledgeable about wine and who can assist
the client in choosing appropriate wines and pairing them with menu items. It is
important for this individual to respect the price range and tastes of the client and
not to behave snobbishly or intimidate the client in any way. The sommelier or wine
steward should also be on hand at the event to make sure the wines are opened and
served at the appropriate times.

Wine should be stored properly, in a climate-controlled environment; upon
service, it should already be at the correct temperature. The recommended tempera-
tures for wine are as follows:
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WINE RANGE IDEAL

Dry whites and rosés 44°-54°F 48°F
Light-bodied reds 50°-55°F 53°F
Medium- to full-bodied reds 55°-65°F 60°F
Sparkling 41°-47°F 44°F
Sweet and dessert 41°-47°F 44°F
Ports Room temperature

Wine serving temperatures.

HANDLING AND POURING WINE Servers must be trained to handle and pour
wine properly, and different wines require different types of handling. Older, full-
bodied red wines often contain sediment that collects at the bottom of the bottle.
While the sediment is not harmful if consumed, it doesn’t taste good—or look nice
floating around in a wineglass. Servers must be taught how to decant this type of
wine before serving it. Sparkling wines must be opened carefully, away from guests,
in case the server loses control of the cork.

There are preferred glasses for each type of wine. Red wines need the most
area to breathe, or oxidize, and are usually served in a wider-rimmed glass than
white wines. Sparkling wines are often served in flutes, which have very narrow rims
that prevent excessive loss of carbonation. Caterers should choose wineglasses
that are attractive and allow enough surface area for the wine to release its bouquet.
Any restaurant supply house or rental company can recommend the proper glasses
for the caterer to use. Extremely fragile glasses should be avoided for larger ban-
quets whenever possible.

Most caterers ask their servers to pour four to five ounces of wine per glass.
This amount usually fills the average glass between one-third and one-half full. The
server must use common sense, however, and determine the number of glasses
needed to serve all of the guests before deciding on the portion size.

CORKAGE FEES Some clients will want to provide their own wine for a catered
event. In such cases, it is customary for the caterer to charge the client for handling
and pouring the wine, a fee that offsets the loss of the profit the caterer would have
made from selling wine to the client. The customary corkage fee ranges from $5 to
$15 per bottle.
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O THOUGHTS ON CHAMPAGNE

Many social events include a champagne toast as part of the festivities. Typically,
servers pass around prefilled glasses that contain between three and four ounces
each. A bottle of sparkling wine contains approximately eight servings poured in
this manner. Therefore, an event of 100 guests requires 12 bottles, or one case, of
sparkling wine for the toast alone.

The sale of the sparkling wine produces additional profit for the caterer over and
above what is generated by the sale of other beverages for the event. If, however, a
client needs to trim the budget, a caterer may suggest eliminating the sparkling wine;
guests can always use whatever beverage they are drinking at the time of the toast.

[0 ALCOHOL AND BEVERAGE CONTROL
While alcoholic beverages are the most lucrative menu item for the caterer, serving
them can mean a loss rather than a profit if bottles disappear before, during, or after
an event. Many caterers use an alcoholic beverage control system to deter theft.
Such a system involves making the bartender responsible for taking inventory
before and after the event using a worksheet that the client is asked to sign at the
end of the event, especially if there has been an open bar. Such a worksheet lists
each type of wine or spirits offered at the event and the count for each. Here is an
example of what such a worksheet might look like after a party at which Greenfields
Chianti was served:

Total bottles at the start of the event 100
Total empty bottles at the end of the event 85
Partially used or open bottles at the end of the event ©
Unopened bottles at the end of the event 9
Total number of all bottles at the end of the event 99

Beverage inventory.

Such a form will immediately disclose any missing bottles. In this example,
one bottle has gone unaccounted for.

0 DEALING WITH LEFTOVER ALCOHOLIC BEVERAGES
Licensed on-premise caterers, like bars or restaurants, will take a liquor and wine
inventory after each event, ensure each bottle is closed properly, and lock up
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all alcoholic beverages for future use. Off-premise caterers should not transport
partially used bottles of alcoholic beverages—most states have laws prohibiting
their transport. An off-premise caterer with a liquor license should leave the open
bottles with the client and charge accordingly. This arrangement is best discussed
during the planning stages for the event and should be included in the contract.

0 HOW TO ESTIMATE BEVERAGE CONSUMPTION

It is difficult to estimate the amount of alcoholic and nonalcoholic beverages
required for an event. The majority of commonly served beverages are not perish-
able, and a small amount of overbuying will not matter. The following considerations
may help in planning:

e Most people consume an average of two beverages per hour.

e People drink more at an open bar.

e People drink more alcoholic beverages in cooler weather and more nonalco-
holic beverages in warmer weather.

* More alcohol is consumed during evening events.

e More alcohol is consumed during weekend events.

e More alcoholic beverages are consumed at social events; more nonalcoholic
beverages, during corporate events.

® More alcohol is needed if bartenders are free-pouring rather than using mea-
suring devices.

e The most popular hard liquors are vodka, gin, scotch, and bourbon.

O CONSUMER-TO-BARTENDER RATIO

When planning bar service for an event, most caterers use the ratio of one bartender
for every fifty guests. Two or three bartenders can work out of a single bar if the area
is large enough and set up correctly. Most caterers also assign additional service
personnel to serve drinks butler style during the reception portion of an event. This
reduces congestion at the actual bar area and enhances service overall.

0 STANDARD BEVERAGE SERVICE
At the minimum, a full bar should include:

Alcoholic Beverages
Regular and lite beer
White, red, and sparkling wine
Vodka
Gin
American or Canadian whiskey (rye)
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Bourbon

Scotch

Rum

Tequila

Vermouth (sweet and dry)
Kahlua

Grand Marnier

Campari

Jagermeister

Brandy

Nonalcoholic Beverages
Regular and diet cola
Lemon-lime soda
Tonic water
Club soda or seltzer
Ginger ale
Water
Orange, grapefruit, pineapple, and cranberry juices
Bloody Mary, margarita, daiquiri, and sour mixes

Basic Garnishes
Lemon and lime wedges and twists
Orange slices
Maraschino cherries
Pitted green olives
Cocktail onions
Salt (for rimming glasses)

0 PREMIUM BEVERAGE SERVICE
Most caterers offer their clients premium services that enhance the overall atmo-
sphere of an event and create a more memorable experience.

Some of the premium beverage options most in demand are discussed below.

VODKA BARS Vodka is the most popular hard liquor in the United States, and
it is drunk worldwide as well. Many vodka manufacturers have enhanced their line
of products with flavored or infused vodkas. Some caterers offer a special bar
set up with a variety of vodkas, some infused with signature flavors they prepare
themselves. Many of the ingredients for these house-prepared concoctions will be
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displayed in the bottle or even served out of special decanters. Vodka bottles can
be stored and displayed in drilled-out blocks of ice, which not only keeps the vodka
chilled but creates a dramatic effect as well. Caviar is often served alongside vodka,
taking an already premium service further upscale.

MARTINI BARS Gin, vodka, and sake martinis and their many variations are popu-
lar cocktails. Many caterers offer a martini bar in addition to their regular bar setup.

Typically, a martini is a blend of gin or vodka and dry vermouth. The cosmo-
politan adds cranberry and lime juice to the standard ingredients; the dirty martini, a
few drops of olive brine. Books on martini making (as well as on general bartending)
are available at most bookstores.

FRESH-PRESSED FRUIT OR VEGETABLE JUICE BARS Fresh-pressed juices,
both fruit and vegetable based, are popular and generally healthy. Some cater-
ers go a step further and create alcohol-based cocktails using these preparations.
Frequently, caterers utilize seasonal and local produce items, such as berries, pears,
or fennel, to make fresh-pressed juices and combine them with artisan spirits, some
of which are crafted locally as well. Commercial juicers require electricity and can be
a bit messy to operate, so experiment before selling this premium service.

THEME BEVERAGES Pairing specific beverages with food is a way to upsell the
customer. Specific wines may be paired with each course of a banquet. A somme-
lier or another staff member can introduce the wine just before pouring it, adding
an educational touch to the experience. At an interactive buffet, a sushi station can
offer sake in traditional decorative cups; a Mexican station, beer or shots of tequila;
a caviar station, iced vodkas (as discussed above).

NONALCOHOLIC BEVERAGES

Serving nonalcoholic beverages does not require a license; they can be charged to
the client in the same manner as alcoholic beverages.

0 WATER SERVICE

Water is often preset during catered affairs. Glasses are placed on the tables and
filled with ice and water shortly before the guests arrive. The glasses are replenished
many times during the meal and are usually not cleared until the guests depart.
A water analysis should be done for any catered venue to prevent the service of
distasteful water or ice. Water softeners and filters can usually rectify any problem;
however, if an unpalatable taste persists, the caterer should train event planners to
sell bottled water to all of its clients at a minimal cost.
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OICE

Caterers should never run out of ice during an event. High-volume on-premise cater-
ers purchase or lease high-output ice machines that can replenish ice quickly. The
ice machine manufacturer or commercial equipment dealer can recommend the
right machine for your operation based on the number of guests you serve per hour.

Before an ice machine is purchased or rented, a caterer must decide on the
size and shape of the ice cube, which will determine how much ice will fit in a glass
and how much liquid it will displace. Thin, disc-shaped cubes displace the most
liquid; large, square cubes displace the least. Squares also melt more slowly than
disc shapes and may be preferable to caterers who preset iced beverages prior to
their events. A reputable equipment dealer will provide samples of each type of cube
to assist with decision making.

Most off-premise caterers have arrangements with ice manufacturing compa-
nies that deliver to their event sites. Most of these companies have round-the-clock
emergency service to assist eating establishments when their own machines break
down. The cost of ice and its delivery must be figured into every proposal and
passed on to the customer. Most off-premise caterers have ice machines at their
production facility in order to shock vegetables, store seafood correctly, and control
the temperature of food being transported. Due to the volume required, transporting
ice to each event for beverage service is not as practical as purchasing it from an
ice manufacturer and having it delivered to the site.

O COFFEE SERVICE

Coffee can be served from a glass pot or from a preheated metal or ceramic pot,
depending on the style of service. A metal or ceramic pot should be carried on an
underliner plate with a napkin, with the underliner held as a splash guard while the
coffee is being poured, although good service techniques and well-designed cof-
feepots with long, low spouts will minimize splashes.

When pouring coffee, the cup should be left on the table and filled fairly close
to the top, leaving enough room for cream and to stir it without spilling. By filling
the cups adequately, the server will need to make fewer return trips to the table for
refills. (For the same reason, when pouring for one guest, servers should always ask
the other guests at the table if they would like coffee as well.)

Coffee Service Basics

1. Always set sugars and creamers before serving the hot beverages.

2. One sugar bowl and creamer is needed for every four guests. If guests are just
having espresso, serve sugar only; do not serve lemon twists unless they are
requested.
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3. Set warm coffee cups to the right of guests with the handles at four o’clock.
The coffee spoon may be preset next to the dessert flatware or on the saucer
with its handle at four o’clock.

4. |If guests order cappuccino or espresso, ask whether they would like it before,
with, or after dessert. Besides the basic coffees, a caterer might also want to
provide popular dessert drinks made with coffee, from Irish coffee to flaming
extravaganzas that show off the tableside artistry of a caterer.

OO TEA SERVICE
Tea—Chinese, Indian, and herbal—has become very popular, and people who love tea
are very particular about how it is brewed. Always use freshly boiled water: Start with
cold water to avoid impurities that may be associated with water coming directly from
a hot water heater. Whether you offer loose tea (which most tea aficionados prefer) or
tea bags (which are easier for the caterer), it can brew in either a large or an individual-
size teapot, or in the teacup itself. Most green teas are best brewed at water tempera-
tures between 160° and 180°F; most black teas, between 190° and 210°F. Black tea
should steep for a maximum of five minutes, and green tea for a maximum of three.
To serve tea in a formal, classic manner, use two preheated ceramic teapots
with a capacity of about 12 ounces each. (Preheating takes the chill off the pots,
ensuring a better infusion and helping the tea stay hot longer.) One pot is used for
the infusion. The second, for additional hot water, should be served at the end of the
infusion time. Both pots are presented on underliners with a lemon wedge garnish.
Sometimes the lemon is wrapped in cheesecloth to prevent seeds from falling into the
cup and juice from squirting in unwanted places. A heated cup is served on a saucer.
Guests always pour their own tea: brewed tea first, then hot water if neces-
sary to achieve the desired strength. Since the richness of cream would mask the
delicate flavor of tea, a choice of milk or lemon should be offered. In proper tea
service, sugar cubes are served with tea, though honey may be preferred with
herbals. If only one pot is served, the hot water should be poured over the tea
bag to allow it to steep before the pot is served to the guest. An extra underliner
should be served for the used tea bag, which should be removed from the table
immediately after it is used.

Tea Service Basics

1. Recite the teas that are available.

2. Ask the guest if he or she would like milk or lemon.

3. Place the teapot to the right of the guest above his or her cup and saucer.
4. Explain the recommended steeping time for that particular tea.
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The food, of course, is the centerpiece of any catered event. In Chapter 11,

you’ll learn about sample menus appropriate for various functions.

BASIC BAR CHECKLIST

Liquor
11 bottles:

a

Vodka

4 Gin

| I I Iy Ay A A

Scotch
Whisky/bourbon
Rye

Rum

Sweet vermouth
Dry vermouth
Triple sec
Tequila

Campari

Other Alcohol

4
4

(W]

[ I i W

White Zinfandel

White wine:

Chardonnay

Red wine:

Cabernet Sauvignon or Merlot
Champagne

Beer

Lite beer

Nonalcoholic beer

Juice/Misc.

[ NI N I Ty Iy I

Orange

Cranberry

Grapefruit

Pineapple

Bottled lime juice

Tomato (for Bloody Mary mix)
Sour mix

Water

Soda
7 kinds:

0

Udodood

Cola

Diet cola
Lemon-lime
Ginger ale

Club soda
Tonic water
Sparkling water

Garnishes
7 kinds:

4

U Uddood

Lime wedges
Lemon wedges
Orange slices
Lemon twists
Olives

Onions

Maraschino cherries

Glasses

4
a
a

All-purpose glasses
Champagne flutes
Martini glasses

Other Items

UddouUdodod

(]
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Stirrers

Shakers

Strainers

Scoops

Pourers

Cocktail napkins

Service towels

Tubs (and appropriate linens)
Garbage pail

Ice
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or caterers, creating new dishes and menus in response to their clients’
needs is an ongoing process. To get those creative juices flowing, this
chapter offers sample menus for the most common catered events. Each
event presents a different challenge in terms of both food and service.
These are our recommendations for the types of catered foods that pre-
pare, hold, assemble, and serve well at each—and the creative spin that
a catering chef or owner can put on them.

Brunch Buffet

Brunch buffets, typically on a Saturday or Sunday, are perfect for christenings,
confirmations, bar and bat mitzvahs, and baby or bridal showers, especially if they
can be held outdoors in nice weather. When inviting guests from out of town for
an evening event, many catering clients will also host a brunch buffet the next day
before saying goodbye.

A brunch buffet consists of both breakfast and lunch menu items. Although
this leaves caterers with many menu items from which to choose, it’s better to
serve lighter items than more filling ones. Progressive caterers are steering away
from typical breakfast meats such as pork sausage and bacon, replacing them with
poultry and vegetarian items that also go well with eggs, such as chicken sausage
and vegetable hash.

This brunch is served as an interactive buffet. Bread baskets containing the
morning pastries, butter, honey, and fruit preserves are placed on each table. One
interactive station serves the Bloody Marys and mimosas; another, signature juice
drinks; a third, Belgian waffles and pastrami-cured salmon. Two other buffet areas are
also set up to serve a selection of breakfast entrées and desserts.

On Each Table
e Croissants, scones, muffins, and breads
e Fruit preserves, honey, and whipped butter

Station One

e Pepper vodka Bloody Marys
e Mimosas
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Station Two: Juice Bar
e Greek yogurt-based smoothies
e Citrus coolers
e Fresh-pressed vegetable juice

Station Three
e Belgian waffles with macerated berries and whipped cream
e Gravlax—dill-cured salmon with black bread and mustard-brown sugar sauce

Grand Buffet
e Frittatas with pancetta, zucchini, and roasted peppers
e Ceviche of red snapper and scallops
e Grilled vegetable sandwiches with Manchego cheese
e Corn and jicama salad
e Sliced smoked turkey breast with cranberry relish
e Cobb salad

Dessert Buffet
e Strawberry-rhubarb tart
e Coconut flan
e Assorted cheeses with sliced fruit and spiced almonds
e Chocolate mousse

Corporate or Social Casual Lunch

Corporate luncheons are most often scheduled in order to get employees and asso-
ciates together at a specific time for speeches and presentations, which then take
place periodically during the meal. Because of the business setting, lunch must be
served quickly. You should therefore recommend menu items that hold their tem-
perature well and have universal appeal.

Have multiple corporate casual lunch menus designed to fit a wide spectrum
of budgets.

The style of service for a typical corporate or casual lunch is American, with
wait staff serving each person. This lunch also works well for community and social
groups. It is recommended that the caterer prepare vegetarian and/or vegan alterna-
tives for both the appetizer and entrée.
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On Each Table
e White and red table wines

Amuse-Bouche
e \/egetable samosas

First Course: Appetizer
e Tuna tartare with wasabi cream and house-made kettle chips

Entrée
e Beef tenderloin with artisan bleu cheese crust
e Roasted local fingerling potatoes
e Tuscan kale

Dessert
¢ Pear frangipane tartlettes with salted caramel ice cream

Outdoor Lunch Buffet or Barbecue

Outdoor events are challenging because the weather can greatly affect the event’s
success. Most outdoor events take place under a tent or other sheltering structure,
such as a pavilion. It's best not to commit to cater an outdoor event at a venue
unprotected from the weather.

The most common weather culprits are rain and wind. If you’re catering an off-
premise event outdoors, bring along plenty of tie-downs for tablecloths, tent walls,
curtains, or raised flooring. Tent heaters or fans are available for events that take
place at times when the outdoor temperature is unpredictable. On the positive side,
an outdoor event is usually memorable, especially at a standout location. Caterers
have great success producing events at zoos, botanical gardens, beaches, amuse-
ment parks, and the grounds of private mansions and estates.

Unless your client wants the typical hamburger and hot dog repertoire, why
not grill more unusual, upscale foods? Some caterers specialize in barbecues, pig
roasts, or clambakes, while others rent grills, smokers, and other equipment neces-
sary for outdoor catering on an event-by-event basis.

The style of service for this menu is interactive buffet, and the main station is
the grill. You can be sure that guests will have lots of questions for the barbecue chef.
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At the Bar
e Assorted craft beers and ales
e Mojitos
e Tangerine margaritas

On Each Table
e Crisp pita triangles with hummus and roasted red pepper dip

Grill Station
e Marinated and butterflied leg of lamb
e Grilled Pacific king salmon
e Tempeh and vegetable skewers
¢ Achiote-rubbed grilled chicken breasts

Salad Buffet
e Farro and baby root vegetable salad
e Panzanella salad
e Summer melon salad with crispy prosciutto and radish greens
e Pasta salad with arugula pesto and toasted pine nuts
e Green lentil salad

Additional Interactive Items
e Cuban sandwiches
e Vietnamese salad rolls

Dessert Buffet
e Blackberry- and port-poached peaches with ricotta cream and sablé cookies
e Lemon meringue tarts
e Chocolate cheesecake

Cocktail Parties

STANDARD COCKTAIL PARTY

Stand-up cocktail parties encourage attendees to socialize and mingle; they work
best for events such as open houses, art exhibits, corporate milestone celebrations,
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and retirements, and are sometimes even appropriate for weddings and anniver-
saries. Most cocktail parties are scheduled for less time than full-service sit-down
banquets or buffets and can even precede a sit-down event.

Typically, servers pass finger foods and canapés that can be eaten easily by
guests as they mingle and imbibe. There is usually some seating available. Menu
items served at these events are usually eclectic and reflect a variety of ethnic and
cultural influences.

The type of service for a stand-up cocktail party is butler style.

At the Bar
e Prosecco
e Cosmopolitans

Passed Hot Hors d’Oeuvre
¢ Beef negimaki
e Coconut-macadamia shrimp
e Five-spiced chicken skewers
e Mushroom strudels with goat cheese
e Chesapeake-style crab cakes
e Mini Stilton popovers

Passed Cold Hors d’Oeuvre
e Southwest chicken salad in profiteroles
e Duck prosciutto with figs
e Crostini with grilled eggplant, pesto, and roasted peppers
e Tartlettes with sun-dried tomato, cured olives, and feta cheese
¢ Avocado and salmon rolls

Passed Dessert
e Bite-size assorted “cupcakes”
e Raspberry linzer cookies
e Fruit jellies

PROGRESSIVE COCKTAIL PARTY

Progressive cocktail parties are usually scheduled for a longer time than standard
cocktail parties and may feature stationary or interactive food areas. Menu items
should be designed so the guests eat them either standing or sitting down. At any
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kind of cocktail party, standard or progressive, the food and beverages should be
interesting enough to encourage conversation but not so overbearing in spice or
temperature as to create discomfort among the guests.

This menu includes some of the same items as the menu for the standard
cocktail party, but uses interactive stations. The service is butler style for the wine
and cold and hot appetizers, interactive buffet for the sandwich and seafood sta-
tions, and stationary buffet for the Grand Buffet and desserts.

At the Bar
e Champagne cocktails
e Pomegranate martinis

Passed Butler Style
e Red and white wine

Passed Cold Hors d’Oeuvre
e Coffee-cured salmon canapés
e Tartlets with grilled asparagus and black truffle
e Potato crépes with caviar and creme fraiche

Passed Hot Hors d’Oeuvre
e Prosciutto-wrapped figs stuffed with bleu cheese
¢ Chicken picadillo empanadas
e Polenta cups with wild mushroom ragoGt
¢ Vietnamese shrimp and sugarcane skewers

Station One
e Pulled pork biscuit sandwiches

Station Two
e OQpyster bar

Grand Buffet
e Assorted Middle Eastern mezze
¢ Roasted beef tenderloin with mushroom sauce
e Striped bass en croute with lobster sauce

Cocktail Parties
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Dessert Buffet
e Ganache and raspberry tarts
e Mexican wedding cookies
e Spice cake with candied ginger
e Lemon parfaits

INTERNATIONAL INTERACTIVE BUFFET

At interactive buffets, the food is served at individual action stations where trained
personnel prepare, finish, or assemble menu items in front of the guests. Each sta-
tion often reflects a specific ethnicity or style of food: pasta, sushi, and so on. The
interactive model of buffet has gained immensely in popularity due to the public’s
increased knowledge of food and cooking and its desire for events that encourage
mingling (formal meals tend to inhibit it).

This type of buffet is ideal for large corporate events or social occasions for
which a sit-down dinner is deemed too formal. In this buffet, there is something for
everyone. The menu demonstrates the tremendous variety that can make an interac-
tive buffet an exciting event for all.

The servers bring coffee and tea to each guest at the table and clear plates,
but guests help themselves to offerings from the various stations and buffet
areas.

There are some cost-bearing considerations associated with providing inter-
active buffets instead of standard buffets, including highly trained staff and addi-
tional equipment needs. The fact that an interactive buffet qualifies as a source of
entertainment allows for the caterer to upsell the service, compensate for the addi-
tional expenses, and potentially build in extra profit.

At Each Table
e Water glasses
e Coffee and tea service

Italian Station
e Focaccia and ciabatta (stationary)
e Antipasto, sliced: soppressata, prosciutto, cheeses, and marinated vegetables
(stationary)
e Mushroom risotto (interactive)
e Cavatelli with mixed seafood (interactive)
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American Regional Station

Sliced barbecued beef brisket (interactive)
Chopped salad (interactive)

Parker House rolls (stationary)

New England clam chowder (interactive)
Mini crab cakes (interactive)

Asian Station

Sushi (interactive)

Vegetable and tofu stir-fry (interactive)
Soba noodle salad (stationary)
Chinese sausage fried rice (stationary)

Mexican Station

Black beans (stationary)

Arroz blanco (stationary)

Lamb barbacoa (stationary)

Smoked chicken and poblano pepper quesadillas (interactive)
Watermelon, red onion, and cilantro salad (stationary)
Guacamole (interactive)

Empanadas with cheese and huitlacoche (stationary)

International Desserts Buffet

Créeme br(lée (stationary)

Sticky rice and mango (stationary)
Peach cobbler (stationary)

Ice cream sandwiches (interactive)
Chocolate fondue (interactive)

FORMAL DINNERS

Formal dinners consist of from five to eight courses, each of which is usually
paired with the appropriate wine. The menu items should be upscale, in keeping
with the more formal service. For the proper effect, the tabletop design should be
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elaborate: Use fine china, crystal glassware, and silver flatware, not regular party
rental china, glasses, and silverware. Fresh floral arrangements often grace a for-
mal dinner table if the budget allows. Musical entertainment might also be part of
the festivities.

A formal dinner can begin with a champagne toast and reception, followed
by hors d’oeuvre passed butler style. The event itself, appropriate for a wedding
reception, gala, special awards banquet, anniversary, or celebratory business event,
is always a sit-down dinner. The following menu features wow-factor items such as
sushi, lump crabmeat, beef loin, and artisan cheeses.

The style of service for the dinner itself could be American (each person is
served an assembled plate) or Russian (guests are served from platters by white-
gloved wait staff). For a very important formal dinner, the service style might also
be synchronized, with each guest at a table presented with a dish simultaneously.
Caterers should enlist their best-trained servers for this type of event (see Chapter
8, “How Can We Serve You?”).

Amuse-Bouche
e Sesame cones with spicy hamachi and ginger granita

Appetizer or First Course
¢ Peekytoe crab salad with yuzu gelée

Entrée
¢ Roasted beef rib eye with chanterelle mushrooms, melted leek puréed
potatoes, and haricots vert

Cheese Course
e Stilton, Taleggio, and fresh chévre with walnut-raisin bread

Dessert
e Frozen chocolate soufflés with sour cherry sauce
e Mignardise (petits fours and pastries)

WINE-PAIRING DINNER

Wine-pairing dinners have long been popular at restaurants; now they’ve become
popular for catered events, too. Wine producers or merchants sometimes hire a
caterer to produce an event that showcases their wines. Wine aficionados also cater
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wine-pairing dinners at their residence—for fewer people, but with higher-quality
food and beverages.

This example follows some very general rules in wine pairing, such as serving
a dry sparkling wine with an eclectic array of hors d’oeuvre, an herbaceous white
wine with mild seafood, a big red wine with beef, and a fruity dessert wine to cap off
the dinner. Wine-and-food pairings are always a matter of opinion; however, most
experts agree that matching the basic taste of the food to a wine with a similar qual-
ity (e.g., an acidic wine with an acidic food) makes the most sense.

The service styles for this event include a butler-style reception with sparkling
wine and a formal American-style presentation of plated dishes to each diner with
wine poured by the wait staff, sommelier, or host. Make sure you have enough of
each type of wineglass.

Reception/Cocktail Hour
e Passed sparkling wines: prosecco, Champagne

Hot and Cold Passed Hors d’Oeuvre
e Fingerling potatoes with lobster and mango salad
e Spoons with Kumamoto oysters, apple-mint gelée, and wasabi tobiko
e Asparagus wrapped with prosciutto
e Fontina-filled risotto cakes with sun-dried tomato pesto

First Course
¢ Wines: Sauvignon Blanc or Cétes du Rhéne
e Tuna carpaccio with white beans and basil

Second Course
e Wines: Pinot Noir or Burgundy
e Duck confit with frisée and roasted shallot vinaigrette

Third Course
e Wines: Cabernet Sauvignon or Bordeaux
e Sirloin of beef with truffle sauce
e Green beans with walnuts

Dessert
e Wines: Muscat or Sauternes
e Pear tarte tatins with vanilla sorbet
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Wedding

Every caterer should be able to handle a wedding, but to distinguish yourself from
every other caterer in town, you’ll need to offer exciting, affordable menu items with
a twist. In this case, it’s a seafood bar with raw and steamed items accompanied by
interesting sauces, a quail quesadilla hors d’oeuvre, and the beautiful colors in the
Warm heirloom tomato salad.

The food at a wedding reception needs to please both families. This can pres-
ent a challenge when the two families come from very different cultures. What do
you serve when a wedding will unite a family of Hindu vegetarians who regard cows
as sacred and a family of steak-loving Christians? A creative caterer will suggest
several stationary buffet stations, some serving vegetarian Indian fare and others
serving more traditional American fare, with one exception—instead of beef prime
rib, you will serve rack of lamb. This type of savvy compromise can solve potentially
disastrous problems—and greatly elevate your reputation.

Passed hors d’oeuvre and buffet appetizers, probably accompanied by
Champagne, are followed by a sit-down dinner of two courses and finally, the tradi-
tional cutting of the wedding cake.

There should be a separate table for the wedding cake, beautifully arranged,
perhaps with a silver wedding-cake stand and fresh rose petals as a garnish.
Sometimes the caterer is in charge of making and serving the wedding cake; in other
instances the bride’s family arranges for a wedding cake to be made and delivered
to the event. Either way, you should be ready to showcase the cake to its best effect.

In addition to the cake, brides often want the caterer to provide miniature
desserts as well—small glasses of tiramisu, ramekins of créme brilée, elegantly
decorated cupcakes—to which guests then help themselves from a dessert buffet.
Coffee and tea can be served by the wait staff.

Champagne Toast

Passed Hors d’Oeuvre
e Smoked quail quesadillas
e Beef negimaki
e Creamed wild mushroom tartlets
e Cucumber cups with scallop ceviche
e Barbecued shrimp with bacon
e Barquettes with foie gras mousse and rhubarb compote
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Stationary Seafood Bar
e OQysters with dipping sauces
e Steamed crab claws, mussels, and shrimp

Appetizer
e |obster risotto

Entrée
¢ Roasted grass-fed beef strip loin with chimichurri sauce
e Warm heirloom tomato salad
e Crispy Anna potatoes

Dessert
e \Wedding cake

Corporate or Community Black-Tie

Fund-Raiser Gala

Fund-raising events are held in hopes of collecting enough money from guests to
cover the cost of the event and make a substantial donation to a specific cause.
Tickets to catered fund-raisers are usually quite expensive. Although attendees
know that they are making a contribution, they also expect some value for their
money.

This is the type of event at which showmanship such as synchronized service,
“sabering” off the top of a Champagne bottle, or pouring Champagne down a “foun-
tain” of fluted glasses can really make the evening memorable.

This menu selection is tasteful, and although the perceived value is high, the
menu items’ costs are actually quite moderate—which is necessary to maximize
the donations’ value. Caterers who take on fund-raising events rarely donate their
services, although they may discount them in exchange for promotional opportuni-
ties that are often available through this type of event (see Chapter 6, “Marketing”).

Black-tie fund-raiser galas are a mix of butler-style service for passed hors
d’oeuvre and American service for the sit-down, three-course dinner that follows.
Coffee, tea, and wines are also served by the wait staff.
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Assorted Passed Hot and Cold Hors d’Oeuvre

First Course or Appetizer
e Sweet shrimp crudo with shiitake salad

Entrée
e QGrilled rib eye steak with Cabernet sauce
e Purée of yellow-fleshed potato with garlic scapes
e Seasonal vegetables

Dessert
¢ Flourless warm chocolate cake with raspberry coulis

Late-Night Dessert Buffet

Social or corporate group events after the customary dinner hour, such as orchestral
or theater performances, retirement parties, and so on, often culminate in a dessert
buffet. The guests will usually have eaten dinner prior to the event and will not desire
a full meal so close to bedtime. A dessert buffet with an elegant coffee and tea
service—decaffeinated choices are important here—ends the evening on a graceful
and colorful note.

The menu provided has choices for everyone, from serious chocoholics to
people who prefer lighter, fruitier desserts. For a more stylish presentation, use
individual- or bite-size items, as a whole sliced cake starts to look less than ideal
after the first slice is gone. It’s also easier for guests to serve themselves and enjoy
more variety with smaller desserts.

The style of service for this event is a traditional buffet from which guests help
themselves, with one interactive station. Guests can also help themselves to coffee
and herbal teas—with garnishes like rock candy swizzle sticks, whipped cream,
fresh mint sprigs, and lemon slices.

Dessert Buffet
e Creme brilée
e Chocolate mousse in chocolate cups
e Citrus tarts
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e Linzer cookies

e Chocolate and praline éclairs
e Soufflé glacé

e Petits fours

e Fruit jellies

e Poached Forelle pears

e Tiramisu in glasses

e Pecan diamonds

Station One
e Assorted gelato in mini cones

e Warm chocolate bread pudding

Station Two
¢ Elegant coffee and tea service
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First Course/Appetizers

First impressions, especially when it comes to food, are very important and set the
tone for the overall dining experience. Many restaurants serve an amuse-bouche
to their guests before they order off the menu. This one- or two-bite appetizer is
chosen by the chef and is served free of charge. This morsel of food must be well
presented and delicious and, if executed properly, will stimulate hunger and entice
the guest to order multiple courses, thus driving up the check average.

For caterers, it is equally important to impress all guests with the first bites of
food served at each event. Many caterers preset the first course of their sit-down
banquets. There are many considerations for this type of service, including food
safety, aroma, and holding ability. The ambient temperature of the banquet room,
humidity level, and time between the arrival of the guests and the time that they start
to eat the first course are factors that must be anticipated and planned for prior to
the execution of the event. For example, a preset salad composed of soft leaf let-
tuces and dressed with acidic vinaigrette will wilt quickly in any conditions and is a
poor choice for a preset first course.
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Sa\| AVOCADO AND CRAB SALAD

—

YIELDS: 8 SERVINGS

2 plum tomatoes, cored and chopped Y2 tsp/2 g freshly ground black

1 onion, medium dice pepper, plus more as needed

1 tsp/3 g minced garlic 3 Hass avocados, Vs-in. dice

3 tbsp/9 g coarsely chopped cilantro 3 tbsp/45 ml lime juice

2 scallions, thinly sliced on the bias 10 0z/284 g lump crabmeat

1 tbsp/3 g minced jalapefio 82 0z/241 g créme fraiche or sour
% tsp/3 g salt cream

1. In a bowl, combine the tomatoes, onion, garlic, pepper, cilantro, scallions, and
jalapefo to form a salsa. Season with V4 tsp/1 g of the salt and set aside.

2. In a separate bowl, combine the avocado, lime juice, the remaining salt, and a
pinch of black pepper.

3. In a 2%2-in. diameter by 1V4-in. tall ring mold, layer ¥4 cup/60 mL of tomato salsa,
Y4 cup/60 mL of crab, and 3 tbsp/45 mL of avocado mixture. Press each layer into
the mold gently. They can also be layered into a martini glass or other vessel.

4. Spoon approximately 1 tbsp/15 mL of creme fraiche or sour cream on top of the
avocado layer. If using a ring mold, smooth the créme fraiche so it is even with
the rim of the mold; if using a glass, spoon a dollop on top.

5. Transfer the filled ring to the center of an 8-in. plate and carefully lift off the ring
mold. Garnish with chopped cilantro and crabmeat.

CHEF’S NOTES
When executing this dish for a large event, prepare the avocado mixture in batches as
close to service time as possible to prevent oxidation.

The salad can be assembled in disposable plastic cups or molds, refrigerated,
and unmolded on plates fairly quickly. The avocado mixture can be piped on top using
a pastry bag to save additional plating time.
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m ENDIVE SALAD WITH ROQUEFORT AND WALNUTS

YIELDS: 15 SERVINGS

DRESSING

2 fl 0z/60 mL lemon juice
3 fl 0z/90 mL hazelnut oil
Salt, as needed

SALAD
1 Ib/454 g Belgian endive
3 0z/85 g walnut halves, toasted

1. Blend together the dressing ingredients in a bowl; stir and leave to stand for

30 minutes.

2. Separate and wash the endive leaves and pat dry. Place in a large salad bowl,
add the toasted walnuts, sprinkle with crumbled cheese, and add the dressing.

Freshly ground black pepper, as needed

1 tbsp/3 g chopped tarragon

2 0z/57 g Roquefort, crumbled

Toss well so that all the endive are well coated in the dressing.

3. Serve immediately.

|
~

‘ﬂ CHICKEN SATAY

YIELDS: 10 SERVINGS

CHICKEN SATAY

MARINADE

2 tbsp/1.5 g minced lemongrass

1 tsp/2 g minced ginger

1 garlic clove, minced

Y2 tsp Thai chili paste (nam prik pow)
1 tsp/2 g curry powder

1 tbsp/15 mL melted palm sugar

1 fl 0z/30 mL fish sauce
1 Ib/454 g chicken breast, sliced (long
thin slices)

20 bamboo skewers, 6 in., soaked in hot

water for 1 hour
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PEANUT SAUCE

1 tbsp/15 mL peanut oil, aromatic 10 0z/284 g coconut milk

1 garlic clove, minced Y2 tsp tamarind pulp

1 tbsp/6 g minced shallots 1 tbsp/15 mL fish sauce

1 tsp Thai chili paste (nam prik pow) 1 tbsp/15 mL melted palm sugar

Y2 tsp lime zest, minced 1 Tbsp/15 mL lime juice

Ya tsp curry powder 4 0z/113 g peanuts, roasted, cooled,
1 tbsp/3 g minced lemongrass ground in processor into paste

1. To make the satays, combine ingredients for the marinade and marinate the
meat for a minimum of 1 hour.

2. Thread the chicken onto the skewers.

3. To prepare the peanut sauce, heat the oil; add the garlic, shallots, chili paste,
lime zest, curry powder, and lemongrass; stir-fry until aromatic.

4. Add the coconut milk, tamarind, fish sauce, sugar, lime juice, and peanut paste;
simmer for 15 to 20 minutes.

5. Taste and adjust seasoning.

6. Grill the satay just before service; serve with peanut sauce and green

papaya salad (see Green Papaya Salad recipe on page 248).
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AND PROSCIUTTO

GRILLED VEGETABLES WITH MOZZARELLA CHEESE

YIELDS: 10 SERVINGS

8 0z/227 g Chinese eggplant
Salt, as needed
8 0z/227 g yellow squash

MARINADE

6 tbsp/90 mL extra-virgin olive oil

1 garlic clove, minced

4 tsp/4 g thyme

Pinch marjoram

1 tsp/3 g freshly ground black pepper

LEMON VINAIGRETTE

2 tbsp/30 mL lemon juice

Y2 tsp/1.5 g lemon zest

1 tbsp/15 mL white wine vinegar

10 slices prosciutto
1 Ib/454 g fresh mozzarella, sliced
Y2 0z/14 g microgreens

8 0z/227 g zucchini
1 red pepper
1 yellow pepper

Fleur de sel, as needed

1 tbsp/15 mL basil oil

1 tbsp/15 mL pepper oil

Ya cup/28 g chopped parsley

Y2 tsp/1.5 g salt
Y2 tsp/1.5 g freshly ground black pepper

1. Cut the eggplant and squash on the bias into s-inch slices. Salt the eggplant,

layer it in a colander, and allow to drain for 1 hour.

2. Combine all of the ingredients for the marinade. Rinse the salt from the eggplant

and add it to the marinade along with the squash. Marinate the squash and egg-

plant for several hours or overnight and then grill.

3. Roast the red and yellow peppers. Peel, seed, and slice each into eight pieces.
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4. Mix the grilled vegetables and roasted peppers together. Season with salt and
pepper.

5. Whisk together the ingredients for the vinaigrette until fully emulsified. Reserve.

6. Arrange the grilled vegetables on a platter, along with the prosciutto and
mozzarella. Garnish with microgreens and drizzle with the vinaigrette.
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HEIRLOOM TOMATO AND GOAT CHEESE TART

YIELDS: 10 SERVINGS

5 puff pastry sheets, 6 in. by 8 in., 1 Ib 4 0z/567 g fresh goat cheese
thawed Y2 0z/14 g kosher salt

8 garlic cloves, finely chopped 22 tsp/5 g freshly ground

13%2 0z/383 g olive oll black pepper

3 1b 12 0z/1.7 kg zebra (or other small 1 0z/28 g basil julienne
heirloom) tomatoes, sliced % in. thick 3 0z/85 g balsamic vinegar

1. Cut the puff pastry sheets in half, width-wise. Transfer to a parchment-lined
baking sheet and set aside.

2. Combine the garlic and oil in a small saucepan and warm over medium heat for
20 minutes. Strain the mixture and reserve the oil and garlic.

3. Brush the puff pastry sheets with the garlic-infused oil, and evenly distribute the
cooked garlic over the surface.

4. Arrange tomato slices evenly over the pastry sheets, overlapping, leaving a V4-in.
border around the edge of the dough.

5. Crumble the goat cheese over the tarts. Season with salt and pepper.

6. Bake in a 400°F/204°C oven until the dough is puffed and golden brown, about
20 minutes. Allow the tarts to cool slightly before slicing.

7. To serve, cut the tarts into 2%2-in. squares. Sprinkle each piece with basil, salt,
and pepper. Drizzle lightly with balsamic vinegar. Serve either warm or at room
temperature.

CHEF’S NOTES
Thin slices of zucchini, eggplant, and portobello mushrooms can be substituted for or
combined with the tomatoes for additional variations of this recipe.

Feta and bleu cheese can be substituted for the goat cheese. Try adding feta
cheese and some chopped cured olives for a Greek-style tart and bleu cheese, sautéed
onion, and thinly sliced apples for a cold-weather version.
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ROASTED BEET SALAD

YIELDS: 10 SERVINGS

1 1b/454 g red beets 1 tsp/1 g chopped oregano
1 1b/454 g golden beets 1 red onion, thinly sliced

8 0z/227 g extra-virgin olive oil, 1 egg white

divided use 1 tbsp/10 g sugar

1 0z/28 g kosher salt 4 0z/113 g pecan halves

1 tbsp/6 g freshly ground black pepper  3%2 0z/99 g microgreens
2 0z/57 g balsamic vinegar

1. Wash the beets, trim the stems, and rub with 2 0z/57 g of the olive oil and season
with a sprinkling of salt and pepper. Place in a 375°F/191°C oven and roast until
tender, about 1%z hours. Check the doneness by sliding a knife through the center
of a beet. It should feel tender and slide in easily.

2. Allow the beets to cool. Peel the beets and cut into uniform %-in. slices. Place in
a bowl with the remaining olive oil, balsamic vinegar, and oregano. Season with
salt and pepper, and cover to marinate. Refrigerate.

3. Add the onion slices 30 minutes before serving.
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4. In a medium bowl, whisk the egg white with the sugar until frothy. Fold in the
pecans. Place on a parchment-lined half sheet tray and bake in a 325°F/163°C
oven until light golden brown, 15 to 20 minutes.

5. To serve, place about %2 cup/118 mL of sliced beets with onions on a plate and
garnish with pecans and microgreens. Spoon 2 tsp/10 mL of the marinade over
the greens and serve immediately.

CHEF’S NOTES
If this salad is intended to be a preset course, substitute frisée for the microgreens or
another type of a stiffer leaf lettuce for increased holding ability.

This recipe is also excellent for a buffet and is best served at room temperature.
Sprinkle some crumbled goat cheese over the beets for an enhanced version or garnish
with some crispy bacon to impart some smoky notes of flavor.

WARM HUDSON VALLEY SALAD

YIELDS: 10 SERVINGS

6 0z/170 g butter 3 0z/85 g apple cider vinegar

3 tbsp/9 g shallots, thinly sliced 2 tsp/6 g kosher salt

5 apples, medium dice 1 tsp/2 g freshly ground black pepper
3%2 0z/99 g Calvados 5% 0z/156 g mesclun mix

12 0z/43 g sugar

1. Melt the butter in a large sauté pan over medium heat. Add the shallots and cook
until they are translucent.

2. Add the apples and continue to cook over medium heat until they are slightly
tender, about 4 minutes.

3. Carefully add the brandy and swirl to deglaze, scraping any brown bits that have
formed on the bottom of the pan. Stir in the sugar and continue to cook over high
heat until the liquid has nearly evaporated, about 4 minutes.

4. Add the vinegar and season with salt and pepper. The dressing should be sweet
and acidic.

5. Toss the dressing with the mesclun and serve.

CHEF’S NOTES
This salad is an excellent accompaniment for many dishes, including a grilled pork
chop, roasted chicken, and even a cheese course.
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Other salad greens and vegetable combinations work equally as well for this
recipe. Try substituting frisée for the mesclun or preparing a savoy cabbage slaw and
pairing that with the apples and dressing. A touch of grated aged goat cheese is a
wonderful garnish as well.

WILD MUSHROOM VOLS-AU-VENT

YIELDS: 10 SERVINGS

1 Ib 8 0z/680 g wild mushrooms, 1 tbsp/3 g fines herbes (tarragon, thyme,
assorted chives, chervil, and parsley)

14 0z/3979g butter 12 0z/340 g puff pastry (2 sheets)

Y cup/35 g minced shallots 1 1b/454 g beurre blanc

1 tsp/3 g minced garlic 1 tbsp/15 ml truffle oil

6 0z/170 g Madeira 1 tbsp/3 g truffle peelings

4 0z/113 g demi-glace 1 tsp/1 g chopped chives

3 0z/85 g heavy cream

1. Wash and cut the mushrooms into small dice or slice them, depending on the
variety.

2. Sauté the mushrooms separately by variety in 2 0z/57 g of the butter over medi-
um high heat.

3. Sauté the shallots and garlic and add all of the mushrooms to combine. Cook
over medium heat for 1 minute and season with salt and pepper.

4. Deglaze with the Madeira wine. Add the demi-glace and reduce by half. Add the
cream and reduce until the sauce coats the back of a spoon. Stir in fines herbes.

5. Using a 3-in. diameter scalloped cutter, punch 10 circular cuts from the puff pas-
try. Using a 2-in. cutter, cut out the center from five of the circles, creating rings.
Egg wash the rings lightly and place on top of the five remaining circles. Place
on a half sheet pan lined with parchment, spacing them evenly and leaving room
on all four corners. Place an inverted ramekin or mold, approximately 2 inches in
diameter, in the corners on the sheet pan. Place a half sheet-size cooling rack on
top of the ramekins, which will leave the pastry room for rising but contain it to
the height allowed between the sheet pan and the rack. Bake in a 400°F/204°C
oven until evenly browned, 15 to 20 minutes. Allow to cool completely. Using a
paring knife, cut out the top of the small center of the pastry, creating an area to
place the mushroom filling.
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6. Blend the beurre blanc with the truffle oil, chopped truffle peelings, and chives.

7. Place a vol-au-vent in the center of the plate and spoon in approximately
2 0z/57 g of mushroom mixture. Ladle 1 to 1%z 0z/28 to 42 g of beurre blanc
sauce around the pastry shell.

SHAVED FENNEL AND FRISEE SALAD

YIELDS: 17 SERVINGS

Y2 bulb fennel, core removed 1 garlic clove

Y2 baguette 2 1b/907 g frisée lettuce
Olive oil, as needed 2%2 0z/71 g baby arugula
Kosher salt, as needed Y4 bunch chives

Freshly ground black pepper, as needed

VINAIGRETTE

12 tsp/3 g lemon juice 74 0z/204 g olive oll
1%2 tsp/3 g orange juice Kosher salt, as needed
Y2 tsp/2 g chopped garlic Freshly ground black pepper, as needed

1. Shave the fennel on a slicer or mandoline. It should be paper-thin.

2. Slice the bread on a bias into V4-in. slices. Brush each slice with olive oil and sea-
son lightly with salt and pepper. Bake in a 350°F/177°C oven until golden brown,
10 to 15 minutes. Remove from the oven and rub each slice with garlic.

3. In a large bowl, toss the fennel, frisée, arugula, and chives.

4. To prepare the vinaigrette, combine the lemon juice, orange juice, and garlic in
a food processor. While it is running, slowly stream in the olive oil to create an
emulsion. Season with salt and pepper, as needed.

5. Toss the vinaigrette with the salad and serve on a chilled plate with croutons.

CHEF’S NOTES
Frisée, fennel, and baby arugula are commonly available most of the calendar year and
are fairly hearty vegetables, growing in cooler weather. For warmer months, consider using
other greens such as red oak leaf lettuce, watercress, and méache. A good mix of tender and
stiffer salad greens offers the guests varying textures and increases the time period between
dressing the salad and its degradation due to the acid commonly used in salad dressing.
This salad is an excellent base or accompaniment for other items such as grilled
meat or fish, cured or smoked fish, and roasted or grilled vegetables.
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‘ﬁ GREEN PAPAYA SALAD (SOM TAM)

YIELDS: 14 SERVINGS

8 garlic cloves, minced 8 0z/227 g long beans, cut in 1%2-in.
3 Thai chiles, stems removed, minced lengths

3 tbsp/9 g small dried shrimp, 14 0z/397 g julienne green papaya
chopped 4 0z/1183 g julienne carrot

Y4 cup/60 mL tamarind concentrate 12 cherry tomatoes, halved

2 0z/57 g lime juice 10 cabbage leaf halves

3 0z/85 g fish sauce 3 0z/85 g toasted peanuts, roughly
3 tbsp/12 g palm sugar chopped

1. In a large bowl, combine the garlic, chiles, and dried shrimp. Add the tamarind,
lime juice, fish sauce, and palm sugar. Stir to combine. Add the long beans and
use a spoon to slightly bruise the beans. Add the papaya and carrot.

2. Add the tomatoes, bruising lightly with a spoon. Adjust the seasoning as needed
with fish sauce, lime juice, and palm sugar.

3. Serve the salad on top of the cabbage, and garnish with peanuts.

CHEF’S NOTES
This salad should be dressed and served immediately. However, all of the ingredients can
be prepared in advance and refrigerated. This salad is best served at room temperature.
Green papaya contains enzymes that aid with digestion and this salad subse-
quently makes a great accompaniment for grilled meat.
This salad is an excellent buffet item and can make for an excellent component
on an Asian-inspired interactive buffet station.
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ﬁé‘_ ‘1\ BABY CARROTS WITH ASPARAGUS AND PEARL ONIONS

YIELDS: 10 SERVINGS

1 Ib/454 g baby carrots, peeled and 1%2 0z/43 g butter, softened

tops trimmed 2 tbsp/30 mL chicken glace

11b 5 0z/595 g asparagus 2 tsp/6 g kosher salt

8 0z/227 g pearl onions 1 tsp/2 g freshly ground black pepper

2 tbsp/30 mL olive oil, plus more
as needed

1. In a pot of boiling salted water, cook the carrots until tender, about 4 minutes.
Remove from the water and set aside.

2. Clean the asparagus and separate into uniform bunches of 12 asparagus each.
Tie each bunch with twine and blanch in boiling salted water. Remove from the
water and cut into thirds on a 45-degree bias.

3. Trim the pearl onions and toss with the olive oil. Place the onions on a sheet tray
and cook in a 350°F/177°C oven for about 3 minutes. Remove the onions from
the oven, allow to cool slightly, and peel. Transfer them to a pan, toss with a
moderate amount of olive oil, and roast until completely tender.

4. At service, use a large pan to heat the butter and chicken glace. Add the carrots,
asparagus, and onions, and toss to coat. Season with salt and pepper.

CHEF’S NOTE

Chicken glace is chicken stock reduced to a syrupy consistency. Using glace helps cre-
ate a thin glaze on the vegetables and boosts flavor. Simple sugar syrup or honey can
be a vegetarian substitute; however, it will change the flavor profile dramatically.
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ca\ COUSCOUS WITH CURRANTS AND PINE NUTS

YIELDS: 10 SERVINGS

10%2 0z/298 g couscous 3 0z/85 g pine nuts, toasted

16 fl 0z/454 mL chicken stock, hot Y2 0z/14 g chopped parsley

3 0z/85 g olive ol Y2 0z/14 g chopped thyme

2% 0z/71 g brunoise carrots Y2 0z/14 g chopped tarragon

2 0z/57 g small-dice celery Y2 0z/14 g short-cut chives

2 0z/57 g thinly sliced leeks 2V tsp/8.5 g kosher salt

1 0z/28 g butter, softened 1 tsp/2 g freshly ground black pepper
3 0z/85 g currants 1 tsp/2 g ground turmeric

2 0z/57 g brandy

1. Place the couscous in a bowl and pour the chicken stock over the grains. Cover,
and let sit for 5 minutes, until the liquid has been absorbed. Add the olive oil and
use a fork to toss and separate the grains.

2. In a small pot over medium-low heat, sweat the carrots, celery, and leeks in the
butter until they are almost tender. Set aside.

3. Soak the currants in the brandy for 1 hour and drain.

4. Combine the toasted pine nuts, vegetables, and currants. Add the couscous, the
parsley, thyme, tarragon, and chives. Toss together and season with salt, pepper,
and turmeric.

CHEF’S NOTES
Other vegetables work well in this recipe and can be substituted based on seasonality
and availability. The same applies for herbs, dried fruit, and nuts.

Substitute vegetable stock for the chicken stock to create a vegan version of this
recipe.

Couscous can vary in size and grain coarseness. As a general rule, the coarser
the grain, the more liquid may be required to achieve the correct texture. As a starting
point, increase the liquid amount in this recipe by %2 cup to 3 cups in total.
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1\ FARRO WITH WINTER VEGETABLES

YIELDS: 10 SERVINGS

10 0z/284 g butter 3 tbsp/45 mL olive oil, plus as needed

6 tbsp/90 mL vegetable oil
6 tbsp/90 mL minced shallots

4 bunches baby yellow beets
4 bunches baby candy-stripe beets

4 cups/960 mL farro 4 bunches baby carrots

64 fl 0z/1.92 L mushroom stock, hot 6 0z/170 g peeled pearl onions
1 Ib/454 g butternut squash Y2 cup chive oil

8 0z/227 g butter 2 cup chiffonade parsley

1 Ib/454 g large-dice savoy cabbage

10.

11.

. Heat 2 0z/57 g of the butter and vegetable oil in a large pot. Add the shallots and

sauté over moderate heat until translucent. Do not brown.

. Add the farro over moderate heat and toss to coat with butter, oil, and shallots.
. Add the hot stock and bring to a boil. Cover and place in a 350°F/176°C oven

for 20 minutes or until the farro is soft and the liquid has been absorbed.

. Cut the butternut squash into medium dice, and sauté slowly in 2 0z/57 g of the

butter until tender. Remove from the heat and reserve.

. Dice the cabbage and sauté in olive oil until tender, adding liquid as necessary

to prevent too much browning. Remove from the heat and reserve.

. Cook the yellow and candy-stripe beets after trimming in separate pots starting

with cold water. When tender, cool and peel. Cut in halves.

. Peel and trim the baby carrots and cook in a pot, starting with cold water.
. Toss the pearl onions in a small amount of olive oil and pan roast until tender.
. On pickup, reconstitute the farro with more stock as necessary and add a small

piece of soft butter; fold in the butternut squash and cabbage. Heat the baby
vegetables separately in a sauté pan in butter.

Place the farro mixture in a mold in the center of the plate and add the veg-
etables around it.

Garnish with chive oil and parsley.
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ﬁﬁ OLIVE OIL AND CHIVE CRUSHED POTATOES

YIELDS: 10 SERVINGS

4 1b/1.8 kg Yukon gold potatoes Freshly ground black pepper, as needed
8 0z/227 g olive oil 3 tbsp/9 g chives
Salt, as needed

1. Clean, peel, and quarter the potatoes and place in a medium stockpot with just
enough water to cover. Bring to a boil, reduce the heat to a simmer, and cook
until tender.

2. Once the potatoes are cooked, drain them in a colander and then transfer to a
mixing bowl.

3. Just before serving, crush the potatoes using a large fork, drizzle with olive oil,
and season with salt and pepper. Stir in the chives and serve immediately.

ca\ POMME PUREE WITH ROASTED GARLIC

YIELDS: 10 SERVINGS

2 heads garlic 10 0z/284 g heavy cream, hot

1 tbsp/15 mL olive oil Y2 0z/14 g chopped chives

3 1b/1.36 kg russet potatoes, quartered 3 0z/85 g salt

4 0z/113 g cold butter, diced Freshly ground black pepper, as needed

1. Peel the garlic and place it in a foil pouch with the oil. Roast in a 350°F/176°C
oven until soft and tender, about 40 minutes. Remove from the oven and chop
the garlic into a paste.

2. Fill a pot with cold, salted water and add the potatoes. Bring the water to a boil
over high heat. Reduce the heat to medium and simmer for about 25 minutes,
until the potatoes are tender.

3. Drain the water and cook the potatoes over low heat until dried. Use a food mill
to purée the potatoes into a fresh pot.

4. Add the butter and cream, mixing until the potatoes are smooth and creamy, and
without lumps.

5. Fold in the roasted garlic, chives, salt, and pepper. If piping, place in a piping bag
and keep warm until service.
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CHEF’S NOTES
Many caterers doing large events package the prepared potatoes in pouches made
from plastic wrap containing 1 to 2 Ib/454 g to 907 g of the prepared product and keep
them warm in hotel pans stored in hot holding units. At service time, the packages or
“cartridges” are dispensed into a pastry bag one by one and piped onto the individual
plates.

There are many possible variations of pomme purée. Try substituting grated
horseradish for some or all of the garlic or adding cooked chopped ginger, garlic, and
scallions for an Asian flavor profile.

L
~

ﬁﬁ POTATO AND CELERY ROOT GRATIN

YIELDS: 10 SERVINGS

3 1b/1.36 kg russet potatoes 1 tsp/1 g ground nutmeg
1 gt/960 mL heavy cream 1 tsp/2 g salt
10 0z/284 g celery root 1 tsp/2 g freshly ground black pepper

1. Peel the potatoes and celery root and slice /s in. thick. Place slices directly into
the cream and simmer gently until three-quarters cooked, 20 to 25 minutes.

2. Place the potatoes, celery root, cream, nutmeg, salt, and pepper in a buttered
hotel pan.

3. Bake uncovered in a 350°F/176°C oven for 25 to 30 minutes, or until golden
brown.
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RATATOUILLE

YIELDS: 10 SERVINGS

4 0z/113 g olive oil, plus more as needed
1 1b 8 0z/680 g thinly sliced onion

1 garlic clove, chopped

1 Ib/454 g medium-dice zucchini
Kosher salt, as needed

Freshly ground black pepper, as needed
1 Ib/454 g medium-dice, skin-on
eggplant

2 red peppers, roasted, medium dice

2 yellow peppers, roasted, medium dice
8 0z/227 g tomato sauce

Ya cup/12 g chopped thyme

Y2 0z/14 g chiffonade basil

Y2 0z/14 g chopped oregano
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1. Add 1%z 0z/14 g of the oil a large sauté pan over medium heat. Add the onions
and sauté until translucent and tender, about 10 minutes. Do not let them brown.
Add the garlic and cook for an additional 5 minutes.

2. In a separate pan over medium-high heat, sauté the zucchini in %2 0z/14 g of the
oil until tender and browned. Season with salt and pepper, as needed. Drain any
excess oil and transfer to a pot.

3. Sauté the eggplant with ¥2 0z/14 g of the oil until tender and browned. Season
with salt and pepper, as needed. Drain any excess oil and transfer to the pot with
the zucchini. Add the peppers and onions.

4. Reheat close to service and mix in the tomato sauce. Remove from the heat and
stir in the herbs. Season with salt and pepper.

CHEF’S NOTES

Ratatouille is a typical vegetable stew that utilizes seasonal ingredients. Other vegetable

combinations can be used; however, the cooking times will vary based on type.
Vegetable stews can be stored in the refrigerator for up to four days or frozen in

airtight bags or containers.

ROASTED FINGERLING POTATOES

YIELDS: 10 SERVINGS

8 0z/227 g garlic cloves 2 Ib 8 0z/1.13 kg small fingerling

8 0z/227 g peeled shallots potatoes (2 to 3 in.)

12 0z/340 g olive oil, plus more as Kosher salt, as needed

needed Freshly ground black pepper, as needed

1 0z/28 g chiffonade parsley

1. Place the garlic and shallots in a small saucepan, and add enough oil just to
cover. Simmer on low heat until soft and tender, about 40 minutes. When soft,
drain and mash with a knife to form a paste.

2. Season the potatoes with salt and pepper and rub with olive oil. Lay the potatoes
in a single layer on a baking sheet and cover with foil. Roast in a 375°F/191°C
oven for about 40 minutes.

3. When the potatoes are almost tender, toss them with the garlic paste to coat evenly.
Return to the oven and cook until completely tender, an additional 10 to 15 minutes.
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4. Transfer to a pan and stir in the parsley. Season with salt and pepper, as needed,
and serve immediately.

CHEF’S NOTES
Fingerling potatoes are generally sourced from local farms and vary in size and shape.
When preparing this recipe, sort the potatoes by size and stagger the cooking by plac-
ing pans of the larger ones in the oven approximately 10 minutes before the medium-
size ones, and so on.

Other, more common varieties of potatoes are easily substituted in this recipe,
including red bliss, purple-fleshed, and yellow-fleshed varieties.

i‘.a\‘ SAFFRON RICE PILAF

YIELDS: 10 SERVINGS

3% 0z/99 g small-dice onions 1 bay leaf

Y2 0z/15 mL olive oil 1 thyme sprig

6 0z/170 g parboiled rice 1 tbsp/10 g salt

Y2 tsp/1 g saffron threads 2 0z/57 g butter, cubed

24 fl 0z/680 mL seasoned vegetable
stock, hot

1. In a small saucepan over medium heat, sweat the onions in the olive oil until
translucent and aromatic, 5 to 6 minutes.

2. Add the rice and mix to coat with oil. Remove from the heat and cool slightly. Add
the saffron and mix to combine.

3. Add the stock, bay leaf, thyme, and salt. Bring to a simmer over high heat.

4. Cover and place in a 375°F/191°C oven until tender, 18 to 20 minutes.

5. Dot the rice with the butter and let rest for 5 minutes. Fluff with a fork before serving.

CHEF’S NOTE

Rice or grain pilafs are based on ratio of grain to liquid. For example, this recipe is based
on parboiled rice and the ratio of 2 parts liquid to 1 part rice (2:1). Other varieties of rice
or grain will vary in ratio and cooking time.
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‘ﬁ SAUTEED BROCCOLI RABE

YIELDS: 10 SERVINGS

2 1b/907 g broccoli rabe Salt, as needed
2 tbsp/30 mL olive ol Freshly ground black pepper, as needed
2 garlic cloves, thinly sliced

1. Cut and trim the broccoli rabe by removing all of the leaves and florets and peel-
ing the stems. Cut the stems on a bias into bite-size pieces, or cut the broccoli
rabe into 2-in. pieces. Save the stems and finely slice them once cut.

2. Blanch, shock, drain, and reserve the broccoli rabe.

3. Heat the olive oil in a large sauté pan, add the garlic, and lightly toast to a golden
color. Add the broccoli rabe and continue to cook until tender.

4. Season as needed with salt and pepper and serve.

‘ﬁ SOFT POLENTA

YIELDS: 10 SERVINGS

2 0z/57 g olive oil 1 1b/454 g cornmeal

Y2 0z/14 g minced garlic 3 0z/85 g hard grating cheese, such as
3 pt/1.44 L milk Parmigiano Reggiano, or Asiago, grated
44 fl 0z/1.3 L vegetable stock 3 0z/85 g butter

Kosher salt, as needed 1%2 0z/43 g chiffonade parsley

Freshly ground black pepper, as needed

1. In a heavy-bottomed pot over medium-high heat, heat the oil and add the garlic.
Sweat until it releases its aroma, about 3 minutes.

2. Add the milk and stock, season with salt and pepper, and bring to a simmer over
medium-high heat.

3. Gradually add the cornmeal, while whisking. Simmer the polenta over low
heat, stirring constantly, until it is no longer gritty and is slightly sweet, about
40 minutes.

4. Remove from the heat and add the cheese, butter, and parsley.
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CHEF’S NOTE

Firm polenta can be prepared using a slightly different ratio of liquid to cornmeal. The
ratio used in this recipe is approximately 4 to 5 parts liquid to 1 part cornmeal by vol-
ume. Decrease the ratio to 3 parts liquid to 1 part cornmeal for firm-style polenta. Cook
the firm polenta as directed and then spread onto clean hotel or sheet pans in an even
layer and cool fully. Cut into desired sizes and shapes and bake, sauté, or grill shortly
before serving. Firm polenta is often more practical than the soft variety for larger events.

WHITE BEAN RAGOUT

YIELDS: 10 SERVINGS

1 Ib/454 g Corona beans, soaked, Sachet d’épices with sage and thyme
rinsed, and drained Bouquet garni
96 fl 0z/2.88 L chicken stock

GARNISH

2 tbsp/30 mL olive oil 4 0z/113 g small-dice leeks

1 0z/28 g minced garlic 2 0z/57 g small-dice bacon, cooked and
4 0z/118 g small-dice carrots chopped

4 0z/113 g small-dice celery root 3 tbsp/9 g chopped parsley
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1. Simmer the beans in the chicken stock until tender, about 2 hours, making sure
to add a bouquet garni and sachet d’épices to the pot during the last hour of
cooking.

2. Sauté the garlic, carrots, celery root, and leeks separately in olive oil until nicely
caramelized, adding chicken stock if they begin to get too dark.

3. After the beans are fully cooked, add the vegetables and bacon and toss to
combine. Wait to fold the vegetable garnish into the beans until you are ready to
serve.

4. Add the parsley just before serving. Adjust with more stock if the ragoQt looks dry.

Soups are featured on menus worldwide and they often reflect the flavors of a par-
ticular culture and indigenous ingredients. Soups have evolved over the years from a
food that was created out of by-products and designed to easily feed a large amount
of people to one that is concentrated in flavor and can be served in a shot glass.

Serving soup as part of a catering menu has its advantages and some chal-
lenges. A great purée soup can be made from vegetable trim and can produce
high profits compared to shellfish chowder, which may be costly to produce.
Nonetheless, from a chef’s perspective, all soups are relatively easy to make, can
be prepared well in advance, and have good holding ability.

Soup can be challenging to serve, especially if intended to be eaten very hot.
It is important to choose a practical soup cup or bowl so that service personnel do
not spill the soup or spoil the presentation. Chilled soups are often easier to handle.

Modern caterers often serve soups as a reception-type food using Asian-style
porcelain spoons, demitasse cups, or shot glasses as the serving vessel. Creative gar-
nishing helps increase the customer’s perception of value and justifies the sales price.
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259



a\ BLACK BEAN SOUP

YIELDS: 10 SERVINGS

2 1b/907 g black beans

128 fl 0z/3.84 L chicken stock

3 smoked ham hocks

Y2 0z/14 g chorizo

1 Ib/454 g onions, minced
Y2 0z/14 g garlic, minced
1 0z/28 g olive oll

1 tbsp/2 g ground cumin

1 tbsp/2 g chili powder

2 tsp/2 g thyme

2Y2 0z/71 g white wine

1 0z/28 g cider vinegar

1 1b/454 g plum tomatoes, seeded,
medium dice

Ya cup/12 g chopped cilantro

8 0z/227 g sour cream

. Soak the black beans overnight in plenty of water.

. Simmer the beans in the stock with the ham hocks. Cook until the hocks and
beans are tender, about 12 hours. Remove the ham hocks.

. If desired, purée the soup for 4 or 5 seconds with the immersion blender, until
smooth.

. Remove the rind and bones from the ham hocks and cut it into medium dice.
Return the diced ham hock meat to the soup after it has been puréed.

. Sauté the chorizo, onions, and garlic in the oil. Add this along with the cumin,
chili powder, and thyme to the soup and simmer for 10 minutes. Add a little more
stock as it cooks to thin as necessary.

. Add the white wine, vinegar, diced tomatoes, and cilantro. Simmer for 5 minutes,
then adjust the seasonings.

. Place the sour cream in a bowl and garnish each cup as it is served.
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SUMMER GAZPACHO

YIELD: 10 SERVINGS

1 lb 4 0z/567 g dry crustless white
bread

1 Ib 8 0z/680 g tomato juice, plus as
needed

Y cup/85 g tomato purée

2 1b/907 g tomatoes, peeled and seeded

1 lb 4 0z/567 g cucumbers, peeled and
seeded

10 0z/284 g red peppers, roasted and
peeled

1 1b/454 g onions, sliced

4 garlic cloves, mashed

Ya cup/12 g finely chopped cilantro
Extra-virgin olive oil, as needed

Red wine vinegar, as needed

Salt, as needed

10 0z/284 g green peppers, roasted and Freshly ground black pepper, as needed

peeled

‘
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CROUTONS
Y4 loaf bread Freshly ground black pepper, as needed

Olive oil, as needed 1 cucumber for garnish, short julienne

Salt, as needed

1.
2.

Soak the bread in the tomato juice and tomato purée.
Grind the tomatoes, cucumbers, peppers, and onions through a food mill using a
large screen or through an electric grinder using a large die and reserve.

. Fold the ground vegetables into the soaked bread with the garlic and tomato

juice and purée, using a stick blender. Add the remaining ingredients and adjust
seasoning. Adjust the consistency with tomato juice as necessary.

. Refrigerate overnight and adjust seasoning the next day, before serving.
. Cut the bread into Y4-inch cubes. Toss with olive oil, salt, and pepper, and bake

in a 400°F oven for 15 minutes, or until lightly browned and crisp. Reserve.

. Garnish with short julienne of cucumber and baked croutons.

MINNESOTA WILD RICE SOUP

YIELDS: 10 SERVINGS

2 0z/57 g small-dice leeks, white 1 ham hock (about 9 0z/255 g)

part only 1 0z/28 g dry sherry

3% 0z/99 g butter 8 0z/227 g heavy cream

3 0z/85 g all-purpose flour 1 0z/28 g chopped parsley

48 fl 0z/1.44 L chicken stock 22 0z/71 g wild rice, cooked in boiling

6 0z/170 g wild rice salted water, for garnish

1. In a large soup pot over medium heat, sweat the leeks in the butter until tender.
Add the flour and stir to make a blond roux, 3 to 4 minutes over medium heat.

2. Add the chicken stock while whisking and bring to a boil. Add the rice and ham
hock, and cook over low heat until tender, about 1 hour.

3. Remove the ham hock and dice the meat. Transfer half of the soup to a blender
and purée. Return to the pot, and add the diced ham.

4. Add the sherry, cream, and parsley, and garnish each portion with cooked wild rice.

CHEF’S NOTES
For a vegetarian version, substitute vegetable stock for chicken stock and omit the ham

hock from the recipe. To retain a smoky flavor in the soup, consider adding 3 0z/85 g

small-dice smoked tofu to the recipe.

262 | Chapter 12 Recipes for Catering



As the soup sits, the wild rice keeps absorbing liquid and the soup may get
thicker. Be sure to adjust the consistency with some extra hot stock just prior to serving.

NEW ENGLAND CLAM CHOWDER

YIELDS: 10 SERVINGS

15 1b/6.8 kg cleaned topneck clams 2 1b/907 g milk

8 0z/227 g salt pork, minced to a paste 2 1b/907 g heavy cream

8 0z/227 g clarified butter Y2 0z/14 g salt

1 1b 8 0z/680 g minced onions Y2 0z/14 g freshly ground black
12 0z/340 g small-dice celery pepper

10 0z/284 g all-purpose flour 2 tsp/4 g Tabasco sauce

2 Ib/907 g medium-dice peeled russet 2 tsp/4 g Worcestershire sauce
potatoes
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1. In a covered pot over high heat, steam the clams in water until they open. Decant
and strain the broth through a filter or cheesecloth and reserve. Pick the clams
and chop and reserve the meat.

2. Render the salt pork in a large, heavy-bottomed saucepan over medium heat.
Add the butter, onions, and celery, and sweat over medium heat until they are
translucent, 6 to 7 minutes.

3. Add the flour and cook over medium-high heat to make a blond roux, 5 to 6
minutes.

4. Whisking, gradually add the clam broth to the pot and incorporate completely.
Simmer for 30 minutes, stirring constantly and skimming the surface as needed.

5. Add the potatoes and simmer over low heat until tender.

6. Before serving, return the soup to a simmer and add the clams.

7. In a separate saucepan, combine the milk and cream and bring to a simmer over
medium heat to scald. Strain the mixture into the soup through a sieve.

8. Season with salt, pepper, Tabasco, and Worcestershire sauce.

CHEF’S NOTES

This classic recipe has been reinvented many times. Creating variations using the chow-
der technique is easy. Substitute different seafood products such as shrimp, scallops,
or oysters for the clams. In addition, substituting bacon for salt pork can add a smoky
flavor to the recipe.

Classic Manhattan clam chowder omits the butter, flour, milk, and cream from
the recipe and adds chopped fresh or canned tomatoes and stock as a replacement.
Rhode Island chowder omits the milk and cream and adds clam juice or stock as a
replacement.

Vegetarian Main Courses

Vegetarian menu options are gaining popularity within many segments of foodservice,
including restaurants, business and school cafeterias, and catering operations.
Many operators offer other choices to satisfy customers who have adopted a vegan
lifestyle, have food allergies, or require other dietary accommodations. At the very
least, all caterers should have a sizable repertoire of meat- and seafood-free menu
choices that are as compelling for their customers to order as the animal protein-
centric choices featured on their menus.
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Pasta, risotto, and other grains often provide a substantial base for a great
vegetarian dish and can be embellished by adding grilled or sautéed vegetables,
vegetable ragodts or stews, or roasted mushrooms to them to create more complex
flavors and textures as well as visual appeal. A good chef will design vegetarian
items that include dairy products such as cheese or eggs while retaining the ability
to remove these components when necessary to allow the dish to become vegan.
The recipes that follow are designed in this way. The notes included with the recipes
explain how to modify them to become vegan.

ﬂ\ RISOTTO WITH ASPARAGUS AND PEAS

YIELDS: 10 SERVINGS

3 1b/1.36 kg frozen or parcooked peas 128 fl 0z/3.84 L vegetable stock

2 Ib/907 g asparagus 8 0z/227 g butter, cubed

4%> 0z/128 g shallots, minced Ya cup/12 g chopped parsley
Extra-virgin olive oil, as needed 1 cup/85 g hard grating cheese, such as
1 lb 4 0z/567 g Arborio rice Parmigiano Reggiano, or Asiago, grated
Salt, as needed Hard grating cheese, such as

Freshly ground black pepper, as needed Parmigiano Reggiano, or Asiago,
4 0z/113 g white wine shaved, as needed for garnish
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1. Shell the peas. Boil half of the peas in salted water. Shock, drain, and reserve.

2. Remove the tips from the asparagus and reserve. Slice the asparagus stems into
Y2-inch pieces. Shock, drain, and reserve.

3. Sweat the shallots in olive oil, add the rice, and cook for 3 minutes. Season with
salt and pepper.

4. Add the wine and a portion of the vegetable stock and stir to develop the starch.

5. Keep adding stock while gently stirring. Cook the rice until it is about three-
quarters done.

6. Stir in the butter, fold in the asparagus and peas, and adjust the consistency with
more broth if necessary.

7. Fold in the parsley and grated cheese. Adjust with broth for consistency, if neces-
sary. Garnish with shaved cheese just before serving.
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CORN AND ASIAGO CHEESE RISOTTO CAKE

YIELDS: 10 SERVINGS

62 0z/184 g small-dice onions 6%2 0z/184 g heavy cream

1 tbsp/11 g minced garlic 2 bunch green onions, sliced

1 0z/28 g olive oll 2 tbsp/4 g herbs, chopped, such as

1 1b/454 g Arborio rice tarragon, thyme, chives, parsley

3 0z/85 g white wine 1 cup/57 g hard grating cheese, such as
48 fl 0z/1.4 L vegetable stock, plus Parmigiano Reggiano, or Asiago, grated
more as needed Salt, as needed

1 bay leaf Freshly ground black pepper, as needed

3 ears corn, or 3%2 cups/20 g
fresh corn kernels
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BREADING

1 Ib/454 g all-purpose flour 4 0z/113 g panko bread crumbs

4 eggs Qil for frying, as needed

SALAD

4 0z/113 g thinly sliced fennel /3 cup/80 mL champagne vinegar

2/; cup/160 mL olive oil Salt, as needed

4 0z/113 g baby arugula Freshly ground black pepper, as needed
1. Sweat the onion and garlic in the olive oil, add the rice, and cook for 3 minutes.

11.

12,
13.
14.

. Add the white wine and a portion of the vegetable stock, and stir to develop the

starch. Add the bay leaf.

. Shuck the corn and cook half of it in boiling water, about 3 minutes. Allow to cool

slightly and cut off the cob and reserve.

. Take the remaining corn and place in a pot with 62 0z/184 g cream and cook

until very tender and a little thick. Purée in a blender.

. Keep adding stock and cook the rice until it is three-quarters done.
. Add the corn, corn purée, green onions, and herbs; cook for 2 more minutes.
. Fold in the cheese and spread on a half sheet pan and refrigerate covered until

it is completely cool.

. Using a 4- to 5-in. diameter round cutter, cut cakes from the chilled risotto.
. Apply breading to the cakes using the eggs, flour, and bread crumbs.
10.

Heat a large sauté pan over medium heat, add the oil, and pan-fry the cakes.
Drain on paper toweling as they are removed from the pan.

Sweat the fennel in the olive oil. Add remaining vegetable stock and additional
water if necessary, just to cover and cook out until very mushy. Purée in a
blender and season.

Clean the baby arugula.

Whisk together the oil, vinegar, salt, and pepper to make the vinaigrette.

Plate each cake with some of the purée on top and salad on the side.
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1\ TORTILLA DE PAPAS

YIELDS: 10 SERVINGS

3 1b/1.36 kg red-skinned potatoes 2 tbsp/30 mL extra-virgin olive oil
5 Spanish onions, cut in a large, thick 1 tbsp/15 mL balsamic vinegar
julienne and caramelized 2 tbsp/6 g parsley, chopped

2 tbsp/30 mL olive oil 1 tbsp/3 g thyme, chopped

Salt, as needed 1 bunch chervil, pluches

Freshly ground black pepper, as needed 30 eggs

4 red peppers 10 0z/284 g fresh goat cheese,

4 yellow peppers crumbled

6 artichokes, cooked in a blanc until
tender, cooled

1. Boil the potatoes in salted water until they are tender. Drain and allow to cool at
room temperature. When the potatoes have cooled, peel them and slice '/ in. thick.

2. Sauté the onions in the oil. Reserve the onions and potatoes separately. Season
both with salt and pepper.

3. Char the peppers under the broiler. Remove them from the heat, cover them, and
let set for 30 minutes. Peel and julienne. Combine the peppers with the cooked,
drained, and cut artichokes, olive oil, parsley, thyme, balsamic vinegar, salt, and
pepper. Hold in a warm area.

4. Pick the chervil pluches and place them a cup covered with damp paper towel
until pickup.

5. Heat a nonstick skillet and add a little olive oil. Beat the eggs and season with
salt and black pepper. Assemble in alternating layers of potatoes and onions
starting with the potato. Allow the bottom potato layer on the bottom to brown a
bit before adding the egg, pouring it over the top. Place the pan in a preheated
325°F/163°C oven until set.

6. Slice to serve and arrange a spoonful of the roasted pepper and artichoke
mixture on top of each slice of the tortilla. Sprinkle the rest of the tortilla with
crumbled pieces of goat cheese and the chervil pluches.
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ﬁ VEGETARIAN SHEPHERD’S PIE

—

YIELDS: 10 SERVINGS

4 0z/113 g roux Salt, as needed

64 fl 0z/1.89 L vegetable stock Freshly ground black pepper, as needed
8 0z/227 g baby candy-stripe beets 3 Ib/1.36 kg sweet potatoes

8 0z/227 g baby golden beets 3 1b/1.36 kg russet potatoes

6 0z/170 g baby turnips 8 egg yolks

11 0z/312 g peeled pearl onions 2 0z/57 g butter

1 Ib 8 0z/680 g parsnips Y2 cup/24 g fines herbes, finely chopped

1 1b 8 0z/680 g carrots

1. Heat the roux in a saucepot and gradually whisk in the vegetable stock. Reduce
to a heavy nappé.

2. Roast the beets and baby turnips separately with their skin on in a 400°F/205°C
oven until tender, 30 minutes to 1 hour, depending on their size. Allow the veg-
etables to cool enough to handle, and peel and quarter. Reserve.

3. Pan roast the pearl onions in a preheated 400°F/205°C oven, shaking occasion-
ally until tender, about 20 minutes. Reserve.

4. Oblique-cut the parsnips and carrots and roast them in a 400°F/205°C oven until
tender, about 20 minutes.

5. Mix the cooked vegetables together and fold into the velouté. Season well and
place in casserole dishes. Cover and refrigerate.

6. Bake the sweet potatoes in a 400°F/205°C oven until tender. Boil the russet pota-
toes until tender. Mill the potatoes.

7. Add half the egg yolks and the butter to the russet potatoes. Add half of the fines
herbs to the mix. Place in a piping bag and reserve.

8. Peel the sweet potatoes, mill, and mix with the remaining egg yolks and no butter.
Add the remaining herbs and season. Place in a piping bag and reserve.

9. Pipe out both potato mixtures in alternating stripes over the vegetable mixture
in the casserole dishes. Bake in a 350°F/176°C convection oven until nicely
browned, about 20 minutes. Serve immediately.
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Main Courses

The main course, or principal plate, is often viewed as the star of the catering menu

and represents a large portion of the cost. Most caterers plan the catering menu

with their customers starting with the main course and then balance the menu by

incorporating other types of foods into the earlier courses, desserts, and recep-

tions foods that are typical of a catered event. Given that a catered event is usually

planned by a single person or small group of people other than the majority of the

guests, it is recommended to suggest and prepare main courses that appeal to the

masses and are not esoteric.

Many caterers will offer more than one choice of main course, which can

be a little more logistically challenging, but in the long run often helps service run

smoother because special accommodations do not have to be created on the spot.

Some party guests will inevitably have dietary restrictions due to lifestyle choices,

religious obligations, and/or allergies. It is important for the caterer to try to obtain

this information well in advance of the event. Most of the time, a well-thought-out

gluten-free vegan option (such as the Vegetarian Shepherd’s Pie) that looks and

tastes great will satisfy most of the guests who have these needs or preferences.

The following recipes are practical for any caterer to prepare and simple to

execute with a high level of quality and consistency.

"

f‘ﬂ\ BEEF TENDERLOIN WITH BLEU CHEESE CRUST

YIELDS: 10 SERVINGS

12 0z/43 g all-purpose flour

22 0z/71 g butter

2 Ib 3 0z/1 kg beef broth

5 0z/142 g Madeira

Kosher salt, as needed

Freshly ground black pepper, as needed
3 Ib 2 0z/1.4 kg beef tenderloin, center
cut, trimmed

2 0z/57 g bread crumbs

4 0z/113 g bleu cheese

Y2 cup/24 g parsley, chopped

Y2 cup/24 g chives, chopped

Y2 tsp/1 g black peppercorns, crushed
1%2 tbsp/22 mL olive oil
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1. Rub the flour into the butter to form a beurre manie. Set aside.

2. In a saucepan, bring the beef broth and Madeira to a boil. Whisk in the beurre
manie until is it completely dissolved. Simmer for 15 to 20 minutes, until the liquid
is thickened and reduced by half. Season with salt and pepper.

3. While the sauce is simmering, preheat the oven to 350°F/177°F. Spray the rack of
a roasting pan with nonstick spray and place in the roasting pan.

4. Slice the tenderloin into 10 portions that are approximately 3 in. in diameter and
1%z in. thick. Tie butcher’s twine around the beef medallions so they maintain their
shape while cooking.

5. Combine the bread crumbs, bleu cheese, parsley, chives, and peppercorns.

6. Heat the olive oil in a nonstick skillet over high heat. Sear the medallions until just
browned, 2 to 3 minutes on each side. Arrange the medallions in the roasting pan,
and coat the top side of each medallion with 3 tbsp/45 mL of the bleu cheese and
herb crust.

7. Place in a preheated 425°F oven for approximately 5 to 7 minutes until a mini-
mum of a 145°F internal temperature is reached and the bread crumb mixture is
golden brown.

ﬂ DUCK BREAST WITH PORT WINE-PEPPERCORN SAUCE

—

YIELDS: 10 SERVINGS

1 1b 4 0z/567 g duck bones 3 0z/85 g Pinot Noir

2 Ib 2 0z/960 g demi-glace, fortified 3 0z/85 g port wine

10 duck breasts, scored 3 tbsp/21 g minced shallots
Kosher salt, as needed Pinch black peppercorns, crushed

Freshly ground black pepper, as needed

APPLE GARNISH

1 0z/28 g butter Y2 tsp/1.5 g lemon zest
8 0z/227 g apples, red and green, 2 tbsp/14 g cognac
medium dice Y2 0z/14 g brown sugar
Y2 tsp/1.5 g orange zest 1 tbsp/7 g Madeira

1. Roast the duck bones in a 500°F/260°C oven until brown and slightly crispy.
Transfer to a pot, add the demi-glace, and simmer over low heat for 3 hours.

2. Season the duck breasts with salt and pepper, and score the skin. Beginning with
a cool skillet over medium heat, carefully brown the duck breasts, skin side down.
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Pour off the fat as it renders from the skin. When the skin is golden brown and
crispy, flip the breasts and cook until brown. Cool on racks on sheet trays.

3. To make the sauce, reduce the Pinot Noir and port, and add the shallots and
peppercorns. Add the reduction to the demi-glace. Simmer for 10 to 15 minutes
and strain.

4. To prepare the garnish, brown the butter in a small sauté pan over high heat.
Add the apples and cook until they are just tender. Add the zests, cognac, brown
sugar, and Madeira, and remove from the heat.

5. Finish the duck breasts by roasting to 130°F/54°C (medium-rare) and slice to
order. Serve with the apples and sauce.

CHEF’S NOTES

The most important aspect of this recipe is rendering the skin fat out properly. Check
crispness by sight and by touch before searing the duck breast on the underside. Only
minimal fat will render from the breast during reheat.

Duck breast is often sliced at serving time. For plated service, consider slicing each
breast in half or in three slices only as it is being plated so that the duck does not dry out
or lose its juices prematurely and is easier for the customer to handle. If serving as part of
a buffet, slice thinner, perhaps in six slices per breast, for even easier customer handling.
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ca\ HERB-CRUSTED SALMON

YIELDS: 10 SERVINGS

3 1b 12 0z/1.7 kg salmon fillet, cut into 2 tbsp/6 g chopped dill

6-0z/170-g portions 2 tbsp/6 g chopped chives

2 tbsp/20 g kosher salt 2 tbsp/6 g chopped parsley

1 tbsp/6 g freshly ground black pepper 22 0z/71 g fresh white bread crumbs
5 0z/142 g butter 32 0z/99 g prepared horseradish,

2 tbsp/6 g chopped chervil drained

1. Place the salmon on a greased baking sheet and season with salt and pepper.

2. Mix the butter with the chervil, dill, chives, parsley, bread crumbs, and horserad-
ish to create a compound butter. Shape into a log that roughly matches the shape
of the salmon portions and chill.

3. Cut the cold compound butter into %-in. slices and place on top of each portion
of salmon.

4. Bake the salmon in a 400°F/204°C oven for 10 minutes.

5. Remove from the oven and place under the broiler until slightly brown on top.

CHEF’S NOTES
The salmon portions can be set up with the compound butter and frozen for later use.

When catering off-premise and a broiler is not available, sear the salmon in
advance, cool, and place on the butter slices. Reheat in a very hot 500°F degree oven
to brown the topping.

Halibut, cod, and other salmon varieties such as Arctic char and steelhead trout
work well for this recipe. The type of fish and thickness of the fillet will have an effect on
the cooking time and doneness preference. Generally, salmon varieties are best served
slightly underdone, while halibut and cod varieties are best fully cooked.
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ca\ RACK OF LAMB PERSILLADE

YIELDS: 16 SERVINGS

4 (about 6 Ib 11 0z/3 kg) racks of lamb, 1 0z/28 g garlic paste

frenched 6 0z/170 g fresh white bread crumbs
Kosher salt, as needed 2 tbsp/6 g parsley, chopped

Freshly ground black pepper, as needed 6 0z/170 g Dijon mustard

1 0z/28 g vegetable oil

1. Season the lamb with salt and pepper, and wrap the bones in foil.

2. In a large skillet or rondeau over medium-high heat, heat the vegetable oil. Sear
the racks on both sides, ensuring even browning on all sides. The lamb should
be rare, about 120°F/49°C. Transfer the racks to a sheet pan.

3. Season the garlic paste with salt. Gradually add the bread crumbs and parsley.
Season with salt and pepper, as needed.

4. Brush the top of each rack with mustard and sprinkle with the breadcrumb mixture.

5. Place in a 350°F/177°C oven until the meat is 140°F/60°C at the thickest point,
about 40 minutes. Allow the meat to rest for 20 minutes before slicing into
3-0z/85-g chops.

CHEF’S NOTES
Racks of lamb can be purchased already frenched for a premium. These usually come
in pairs and are in Cryovac packaging.

When choosing New Zealand or Australian lamb products, be aware that these
are usually grass fed and more strongly flavored.

Purchase racks based on your target portion. For example, larger racks can yield
three or four portions while smaller racks can yield two or less.

When catering off-premise, wait until you get to the site before placing the bread-
crumb mixture on the racks.

Main Courses
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NAPA CABBAGE

ROASTED MISO-MARINATED SALMON WITH STIR-FRIED

YIELDS: 10 SERVINGS

CABBAGE

Y2 0z/14 g vegetable oil

2 0z/57 g minced garlic

2 0z/57 g finely minced ginger
3 Thai chiles, finely minced

SALMON

12 0z/340 g white miso
7 0z/198 g sake

10 0z/283 g mirin

5 0z/142 g brown sugar

1. To prepare the cabbage, heat a wok over high heat and add the oil. Sweat the

2 0z/57 g sliced green onions
1 head napa cabbage, sliced
2 0z/57 g soy sauce

12 0z/43 g sugar

2 0z/57 g sliced green onions
12 0z/43 g cilantro leaves

10 salmon fillets, 6 0z/170 g each

garlic, ginger, chiles, and scallions until fragrant, about 1 minute.

2. Add the stalks of the cabbage first, and when they become tender, add the

leaves. Stir-fry lightly and finish with the soy sauce and sugar.
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3. To prepare the marinade, whisk together the miso, sake, mirin, and brown sugar.
Add the green onions and cilantro and mix to combine.

4. Place the salmon in the marinade and allow to marinate for 2 hours.

5. Place the salmon on a sheet tray and bake at 400°F/204°C until the salmon is
cooked, about 10 minutes.

6. Serve with the stir-fried cabbage and steamed white rice.

CHEF’S NOTES
Halibut, cod, and other salmon varieties such as Arctic char and steelhead trout work
well for this recipe. The type of fish and thickness of the fillet will have an effect on the
cooking time and doneness preference.

The fish can be served with many other vegetable and starch combinations.

Try serving the roasted miso salmon with grilled Japanese eggplant and a tossed
mizuna salad for a lower-carbohydrate version.

There are three basic philosophies that caterers choose from when strategizing the
best ways to create, prepare, and serve desserts at their events.

The first and most costly for a startup business is to hire a baking and pastry
staff that has the talent to design and produce all of the dessert, bread, and confec-
tion needs of the business. These folks need space and equipment as well, which
significantly adds to the initial and ongoing costs of the business. The eventual pay-
off lies in the ability to customize and create unique and high-quality menu items,
which can give the catering business a competitive edge. In addition, the majority of
ingredients required for baking and pastry are lower in cost than expensive protein
and plant-based ingredients commonly used to prepare savory food, thus potentially
increasing profit margins.

The second option is to purchase fully prepared baked goods and dessert
items from one or more wholesale distributers. Typically, most caterers exercising
this option will embellish the service presentation of premade desserts by adding
one or more sauces, fresh fruit, or other types of confectionary garnishes, some of
which can be purchased as well. While the labor costs associated with this option
are much lower, so are the net profits due to a higher cost of goods. In addition,
the quality is easily duplicated by the competition, which often has access to the
same suppliers.

Desserts
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A third option is to prepare “kitchen desserts” or preparations that are deli-
cious and high in quality and can be prepared by any capable and trained kitchen
employee. The advantages of this option lie in the low ingredient costs and the
ability to produce these menu items in a typical kitchen setup. Most caterers that
prepare these types of desserts supplement their repertoire with some premade,
purchased enhancements such as mentioned in our second option. The following
recipes represent straightforward, delicious dessert items that can be produced by a
capable and well-trained cook and will still please your catering clients and guests,
even those with discriminating palates.

ALMOND-ANISE BISCOTTI

YIELDS: 42 BISCOTTI

9 eggs 2 1b/907 g all-purpose flour, plus more
1 1b 3 0z/539 g sugar as needed

Y2 tsp anise extract 1 tbsp/15 mL baking soda

% tsp/3 g salt 11b 5 0z/595 g almonds

1 0z/28 g anise seed

1. In the bowl of a mixer, combine the eggs, sugar, and anise extract. Whip on high
speed until light and thick, about 8 minutes.

2. In a separate bowl, stir together the salt, flour, and baking soda.

3. Switch to the paddle attachment, and add the dry ingredients to the egg mixture
in three stages. Mix until just incorporated.

4. Onlow speed, add the almonds and anise seeds in two parts. Mix until incorporated.

5. Divide the dough into two equal portions. On a floured surface, roll each piece
into a log the length of a sheet tray. Place on a parchment-lined sheet tray and
press to flatten the log so that it is 3 in. wide.

6. Bake in a 300°F/149°C oven until lightly golden, about 45 minutes. Remove and
let cool slightly, for 5 to 10 minutes.

7. Slice the warm logs on a 30-degree bias into 2-in. slices. Return the sliced cook-
ies to the sheet tray and bake at 275°F/135°C until they are golden brown, about
25 minutes.
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CHEF’S NOTES
For a simple chocolate variation, omit the anise seeds, substitute vanilla extract for the
anise extract, and add 1 0z/28-30 g cocoa powder to the dry ingredients. Dip half of
each baked biscotti in melted chocolate for added value, if desired.

Dried fruit can be added to the recipe for additional variations. Substitute half the
weight of the almonds with dried cherries, raisins, or chopped dried figs.

A plate of several varieties of biscotti usually will have a higher perception of value
for the customer and can be an upsell for the caterer without adding an excessive
amount of food and labor cost.

a\ CHOCOLATE POT AU CREME

YIELDS: 14 SERVINGS

2 0z/71 g sugar 3 eggs

1 tsp/3 g salt 5 egg yolks

1 tsp/5 mL lemon juice 72 0z/213 g semisweet chocolate,
12.8 0z/363 g milk chopped

1 pt/480 mL heavy cream Sweetened whipped cream, as needed

1 vanilla bean, scraped

1. In a saucepot, combine the sugar, salt, and lemon juice. Cook over high heat
under the sugar caramelizes to a medium brown, about 3 minutes.

2. Immediately add the milk, cream, and vanilla bean and cook over medium-high
heat until the sugar is fully dissolved. Remove from the heat.

3. In a medium bowl, whisk together the eggs and yolks.

4. While whisking, pour one-third of the milk mixture into the eggs to temper. Slowly
pour the remaining milk mixture into the eggs, while whisking.

5. Strain over the chopped chocolate and stir until the chocolate is fully melted.

6. Skim any foam from the top of the mixture and pour into ramekins, filling three-
quarters of the way.

7. Bake in a water bath in a 300°F/149°C oven until slightly firm, about 50 minutes.

8. Remove from the water bath and cool to room temperature before refrigerating.

9. Serve with whipped cream.

Desserts
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CHEF’S NOTES
White chocolate can be substituted for the semisweet variety for another version.

Pot au cremes can be refrigerated for up to three days prior to serving. Once the
custards have fully cooled, place on a sheet pan, lay parchment paper over the top,
and wrap with plastic wrap to prevent a tough skin from forming on the custards. Allow
the pot au cremes to temper at room temperature for 10 to 15 minutes prior to serving
for optimum taste and texture.
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YIELDS: 12 SERVINGS

ESPRESSO SIMPLE SYRUP
2 0z/57 g sugar
2 fl 0z/60 mL water

FILLING

4 egg yolks

3 0z/85 g sugar

3 0z/85 g sweet Marsala

FINISHING
40 ladyfingers

8 0z/227 g slightly sweetened whipped

cream
Ground cinnamon, as needed

6 fl 0z/180 mL strong coffee
2 fl 0z/60 mL brandy

8 0z/227 g softened mascarpone
8 0z/227 g whipped cream

Cocoa powder, as needed
Confectioners’ sugar, as needed
Chocolate shavings, as needed

. To prepare the syrup, combine the sugar, water, coffee, and brandy in a medium
saucepan over medium heat. Cook until the sugar has dissolved. Cool and strain
through a cheesecloth, and set aside.

. To prepare the filling, combine the yolks, sugar, and Marsala in a small stainless-
steel bowl over a hot water bath. Whisking constantly, cook the mixture until it
thickens and reaches 140°F/60°C. Transfer to the bowl of a mixer and beat on
low speed until cool to the touch.

. Fold in the mascarpone and whipped cream.

. Brush the ladyfingers with the espresso syrup and layer in a half-hotel pan, alter-
nating ladyfingers and filling. Refrigerate or freeze overnight.

. To finish, spread the sweetened whipped cream over the top of the tiramisu.
Combine the cinnamon, cocoa, and confectioners’ sugar, and dust the top.
Garnish with chocolate shavings.

CHEF’S NOTES

This recipe can be portioned for plating by freezing the pan of tiramisu and then cutting
into approximately 12 portions while frozen. The frozen portions then are placed on

plates, allowed to thaw, and served at the appropriate time.
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This recipe can be portioned individually in glasses, ramekins, or molds. It will
yield approximately 12 average dessert portions. It can also be portioned small in shot
glasses, for example, to be served as part of a dessert assortment or buffet.

i‘.a\‘ WARM CHOCOLATE CAKE

YIELDS: 15 SERVINGS

7 0z/198 g butter 1 0z/28 g all-purpose flour, sifted
Y2 tsp/2 g salt 812 0z/241 g egg whites

13%2 0z/383 g bittersweet chocolate Y2 tsp/1 g cream of tartar

1%2 0z/43 g cocoa powder, sifted 3 0z/85 g confectioners’ sugar

1. In a large stainless-steel bowl, combine the butter, salt, and chocolate and melt
over a double boiler.

2. Remove from the heat and add the sifted cocoa powder and flour to the choco-
late and butter mixture. Cool to 100°F/38°C.

3. Whip the egg whites and cream of tartar. Add the confectioners’ sugar in three
parts to make a medium stiff meringue.

4. Gently fold the meringue into the chocolate mixture, in thirds, until fully incorporated.

5. Let the mixture stand at room temperature until is it firm enough to scoop or
spoon into prepared 5 fl oz molds.

6. Bake in a 350°F/177°C oven until a tester, when inserted into the center of a cake,
comes out clean, 8 to 10 minutes.

7. Dust with more confectioners’ sugar. Serve with your choice of sauce and
whipped cream, if desired.

CHEF’S NOTES

When catering large events, it's best to stagger the baking of the cakes so that they
do not sit longer than 5 minutes before serving. Gauge the amount fired at one time
by table size. For example, for events where the guests are seated at a table of 10,
fire 20 cakes at a time staggered at 2-minute intervals so that quality is optimized and
consistency ensured.

This item can be executed in an interactive manner as part of a small buffet with
the correct equipment. A tabletop convection oven can do the trick. The cakes can be
baked in batches in a staggered format so that the customers experience them at their
peak of height.
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Glossary

[A]

Advertising Promoting your business online, on television or radio, or in magazines
and newspapers will bring in new business and give your catering business a presence
in the marketplace.

American service Each course is individually plated in the kitchen. It is often used for
sit-down banquets. The advantages of American service include an ability to present
each portion consistently and serve the guests in less time than, for example, Russian
service.

Assembly line system This method works well for American- or Russian-style service;
the most common plating system used in catering.

Back of house Consists of kitchen personnel and those in purchasing and receiving.

Bain-marie A large pan containing hot water over which smaller pans may be set to
keep food warm; often used on a buffet line.

Banquet event order (BEO) A document that communicates all pertinent information
about an event to anyone responsible for providing any of the necessary services.

Banquet manager Makes sure that banquets run smoothly. May also function as the
event planner.

Batch cookery Can involve staggering the firing of delicate proteins, such as portions
of salmon, by placing them in the oven sequentially.
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Brining Increases shelf life and holding ability while enhancing flavor; many meat and sea-
food menu items can be improved through these techniques. Typical brine—or wet-cure—is
made from salt, liquid (usually water), sugar, and spices.

Brunch buffet Consists of both breakfast and lunch menu items. While this leaves
caterers with many menu items from which to choose, it’s better to serve lighter items
than more filling ones.

Business plan The financial framework for how you run your business.

Butler or passed service Similar to Russian service. At a sit-down dinner, guests serve
themselves from the platter of food a server offers to them. At a reception or cocktail hour,
standing guests select hors d’oeuvre or finger foods from a server’s platter or tray.

Captain Waitperson in charge of a section of the dining room. Carries out the orders
of the maitre d’hotel.

Cash bar All the guests pay the bartender for their drinks. In some cases, drink vouch-
ers can be purchased at a centralized location, which makes it easier on the bartenders—
and controls the collection of money.

Catering equipment Designed to produce large quantities of food in a safe and con-
sistent manner. Caterers require equipment not only to prepare and cook or bake foods,
but also to hold and then assemble foods at an event site.

Catering sales representative Sells the events. May also function as the event planner.

Coffee service \When pouring coffee, the cup should be left on the table and filled fairly
close to the top, leaving enough room for cream and to stir it without spilling.

Combi-oven Compact and multifunctional, combi-ovens are an excellent choice when
space is an issue. These combination ovens heat conventionally as well as with convec-
tion, and also have a steam cycle.

Convection oven These ovens come in various sizes and use various kinds of fuel.
They have fans that circulate the heated air inside, dispersing heat more evenly and
shortening overall cooking time.

Convection steamer A convection steamer is a tightly sealed compartment, big
enough to hold multiple sheets or hotel pans, into which pressurized steam is pumped.

Convenience products Food products designed to cut down on labor and preparation
time vary greatly, and caterers should only use them if they do not affect the quality of
the finished product in any measurable way.
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Corporate luncheon Most often scheduled in order to get employees and associates
together at a specific time for speeches and presentations, which then take place periodi-
cally during the meal.

Culinary-driven caterer An experienced chef who begins a catering business will
be concerned with offering the best-quality foods and his or her own opportunities for
creativity.

(o]

Distribution Involves how products or services get to the customer. Marketing deci-
sions about distribution can be affected by transportation considerations, perishability,
packaging, inventory management, and order processing.

Dry-cure Contains all of the same ingredients as brine with the exception of the liquid.
Although the effect is similar to brining, dry-curing is better for smaller, thinner, leaner cuts
of meat or seafood, like beef, pork, and salmon.

(E]

English service Similar to family-style service: The food is served on large platters,
each containing enough portions for the guests at each table. However, the platters are
placed on each table in front of a designated host; the food is then plated by each table’s
host and the assembled plate passed to each guest, much like a traditional Thanksgiving
dinner.

Event planner Essentially in charge of making sure the event is a success from start
to finish.

Event-planning personnel They may sell and plan events and interface directly with
the executive chef and maitre d’hétel.

[F]

Family-style service Service is somewhat informal and may require less staff. All food
is arranged on platters big enough to serve the guests at each table.

Fixed expenses Includes equipment you’ve purchased, a mortgage, maintenance
contracts, and insurance.

Food cost Refers to the total cost of a food item; food cost does not include utilities,
labor, or supplies.
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Food processor, VCM, and buffalo chopper Food processors will speed up the
preparation of many menu items. A vertical chopper/mixer (VCM) is essentially a large
food processor with variable speeds. A buffalo chopper has a rotating blade set verti-
cally that remains stationary as the bowl! of the unit rotates.

Food safety Food safety begins with the safe handling of food as soon as it enters the
catering kitchen and ends with the proper handling of leftovers and cleanup after the
catered event.

Formal demographic market survey Produces information about the residents of the
area, including its total population, average age, per capita income, ethnicity, religious affili-
ations, spending habits, mobility, and possibly their professions.

Formal dinner Dinner consists of from five to eight courses, each of which is usually
paired with the appropriate wine. The menu items should be upscale, in keeping with the
more formal service.

Formal proposal Details estimated costs for the event.

French service Service consists of teams of service personnel—most commonly a cap-
tain, front waiter, and back waiter. Menu items come from the kitchen partially prepared.

Front of house Consists of the dining room, planning, and administrative staff.

Functional garnish An accompaniment garnish on a dish that makes sense and actu-
ally contributes to the final flavor of a dish, such as curls of Grana Padano cheese scat-
tered across an arugula salad.

Fund-raising event Held in hopes of collecting enough money from guests to cover the
cost of the event and make a substantial donation to a specific cause. Tickets to catered
fund-raisers are usually quite expensive. Although attendees know that they are making a
contribution, they also expect some value for their money.

(el

Gluten-free diet A diet that excludes gluten. People with celiac disease must avoid
gluten; increasingly, others are opting for a gluten-free diet for personal or health reasons.

[H]

Head or executive chef In charge of all kitchen activities. Plans menus, develops and
tests recipes, creates recipe manual, orders foods and sometimes beverages, trains kitch-
en staff, and interacts with event planner. Reports to business owner.

HVAC Heating, ventilating, and air-conditioning.
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Incorporation An accounting device that protects your business from litigation.

Independent contractor Also known as freelancers, they are hired on a per job basis
and are given guidelines and deadlines.

Institutional catering These caterers at hospitals, universities, airlines, large hotels,
and retirement centers provide a wide variety of food and drink to a large number of
people on an ongoing basis—usually at the institution itself. The institution usually con-
tracts with a catering company to have this service provided.

Insurance coverage Covers a caterer to compensate a loss of property; insurance
also covers injury or illness to clients, guests, and employees resulting from negligence
on the caterer’s part.

Interactive buffet Features action stations at which food handlers, typically kitchen or
dining room employees, prepare, assemble, and plate food items in view of the guests.

Just-in-time Inventory delivery system in which demand is forecasted and only as
many items as are expected to be needed are ordered. Inventory costs are lower, but
there is a higher chance of running out at an unfortunate time.

(K]

Kitchen layout plan The main areas of a commercial kitchen include receiving and
storage, cleanup, production, and office space. Efficiency of motion and flow of service
are also points of consideration.

Kitchen scale A large floor scale placed in the receiving area will allow your receiving
or purchasing agent to weigh foods as they are delivered.

Kosher catering For observant Jews who keep kosher. Kashrut, or Jewish dietary law,
prohibits the consumption of certain foods completely while also prohibiting eating some
foods in combination with others. Other food products may not be consumed during
specific times of the year.

Labor cost Includes the cost of service, and may include the cost of food preparation
as well.
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Leasing Leasing equipment is similar to renting it, but includes an option to purchase
the equipment at the end of the lease.

M|

Maitre d’hotel The head waitperson in charge of service in all dining areas. Hires and
trains all wait staff and supervises the setup of the dining area. Works closely with the
executive chef and event planner.

Marketing Essentially means showcasing your business and all it has to offer in appeal-
ing ways in order to attract the maximum amount of viable customers to it.

Menu design Not a simple process; there are many variables to consider, such as
budget, food and beverage availability, and style of service.

Mobile catering Taking food to where the market is.

N

National Restaurant Association The NRA is the largest foodservice trade association
in the world, with nearly 500,000 restaurants in membership. It lobbies for the foodser-
vice industry and provides guidance on best practices and trends. Its mission is to build
customer loyalty, rewarding careers, and financial success.

(o]

Off-premise catering The caterer has a production facility but holds events some-
where else. The caterer transports all required food, beverages, personnel, and equip-
ment for an event to a location usually chosen by the client.

On-premise catering Operation is made up of a food production area (kitchen) and a
connected area where people dine. Examples of on-premise catering operations include
restaurants, hotel banquet departments, cruise ships, country clubs, catering halls, and
even some religious structures.

Open bar Guests do not pay for any beverages they drink during the event. The charge
for an open bar is usually a set figure per person.

Occupational Safety and Health Administration (OSHA) Federal agency managed
by the US Department of Labor; sets and maintains progressive standards for safety in
the workplace.

Overhead cost Represents the variable and fixed expenses of any catering business.
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[Pl

Performance review Usually conducted after a probationary period and annually
thereafter. To conduct a performance review, you must first have criteria and information
for evaluation.

Prep cook Prep cooks prepare foods and assemble dishes on the banquet line. Take
weekly inventory of all foods. Report to the sous chef.

Price Marketing decisions in this area can be affected by seasonality, availabil-
ity, volume discounts, wholesale versus retail pricing, and the pricing strategy of
competitors.

Pricing formula Overhead + Materials + Labor + Profit = Price.

Product Refers to both specific products and services. Marketing decisions on prod-
ucts should be based on quality, style, safety, functionality, and uniqueness.

Production plan Should be based on the guaranteed count of guests.

Progressive cocktail parties Usually scheduled for a longer time than standard cock-
tail parties and may feature stationary or interactive food areas. Menu items should be
designed so the guests can eat them either standing or sitting down.

Promotion The communication of information about the business to customers with
a positive end result. Decisions in this area are affected by marketing budget, the avail-
ability of advertising vehicles, sales personnel, and publicity.

Purchasing/receiving agent Sources quality products from purveyors, handles the
ordering, then checks the original order against the invoice to ensure the delivered goods
are correct and of good quality.

[R]

Russian service Food comes from the kitchen on platters, each large enough to
serve a complete table or more. Some operations have the waitpersons carry all course
components on one platter, while others have each waitperson serve a different plate
component in succession. Because this type of service is considered formal, waitpersons
usually wear white gloves.

(sl

Sales-driven caterer Business-minded caterers may offer average-quality foods and
a simpler menu, and drive the business using enhanced services or clever marketing.

Glossary | 289



Social catering These caterers provide food and beverage services to civic groups,
charities, corporations, businesses, and individuals on-premise at a catering or banquet
hall or off-premise at a selected location.

Sous chef Responsible for the physical condition of the kitchen. Supervises kitchen
personnel. Reports to the executive chef.

Sous vide Caterers have also been using this technique, essentially cooking “under
vacuum” to help streamline service and ensure consistency of their menu items.

Special dietary catering Your identity might be gluten-free or weight-loss foods, if the
demographics in your area can support it. Vegetarian or even vegan catering is popular
with entertainment industry professionals.

Standard buffet Platters or chafing dishes of food are placed on centralized tables and
guests serve themselves.

Standardized recipes Necessary for the overall quality of the food to remain excellent
for much of the same reasons.

Stand-up cocktail parties Encourage attendees to socialize and mingle; they work
best for events such as open houses, art exhibits, corporate milestone celebrations, and
retirements, and are sometimes even appropriate for weddings and anniversaries.

Steam table Most caterers use steam tables while plating hot food at an event. Often
referred to as bain-marie, steam tables come in many designs, but virtually all work by
thermostatically heating several inches of water within the bay of the unit.

Storage There are four basic storage areas, including secure storage for wines and
spirits, dry storage for products that are shelf stable, cold storage for foods that need
refrigeration, and frozen storage.

Synchronized service Involves multiple servers surrounding a table of guests and set-
ting down plates of food in front of them simultaneously.

Tea service To serve tea in a formal, classic manner, use two preheated ceramic tea-
pots with a capacity of about 12 ounces each.

Tilt skillet/Swiss brazier The tilt skillet is one of the most practical pieces of cooking
equipment in catering. The tilt skillet has a thermostat that keeps its temperature consis-
tent. The tilt feature allows for easy removal of liquid products, such as soups or stocks,
and makes it easy to clean.
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Underliner A larger plate placed underneath the plate on which food is served.

Vegan diet Veganism is a type of vegetarian diet that also excludes any animal product,
including eggs, dairy products, and honey.

Vegetarian diet A diet that excludes meat products; the term is sometimes modified (e.g.,
pesco-vegetarians eat fish; lacto-vegetarians eat dairy but not eggs) to specify restrictions
or exceptions to this diet.

Vertical mixer A vertical stand mixer is an invaluable tool. Vertical mixers come in either
tabletop or floor models, depending on the bowl capacity. They are equipped with a dough
hook, wire whip, and mixing paddle.

[w]

Wait staff Serves food and beverages to guests. Must be trained in a variety of serving
styles, from American and Russian to English and butler style.

Yield The amount of servings or quantity that can be expected from a recipe. Overportion-
ing (giving guests more than the suggested serving) will reduce the yield, possibly leading to
a shortage; underportioning will increase the yield but might make guests unhappy.
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Equivalency Charts

U.S. STANDARD WEIGHT EQUIVALENT

1 pound = 16 ounces

METRIC WEIGHT EQUIVALENCIES

WEIGHT 1 gram = 1,000 milligrams
1,000 grams = 1 kilogram

VOLUME 1,000 milliliters = 1 liter

WEIGHT CONVERSIONS BETWEEN
U.S. STANDARD MEASURE AND
METRIC MEASURE

1 ounce = 28.35 grams

1 kilogram = 2.21 pounds

VOLUME CONVERSIONS BETWEEN
U.S. STANDARD MEASURE AND

METRIC MEASURE

1 liter = 33.4 fluid ounces

30 milliliters = 1 fluid once
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VOLUME EQUIVALENTS

1 tablespoon = 3 teaspoons
1 cup = 16 tablespoons

1 pint = 2 cups

1 quart = 2 pints

1 gallon = 4 quarts

ADDITIONAL VOLUME EQUIVALENTS

1 tablespoon = %2 fluid ounce

1 cup = 8 fluid ounces
1 pint = 16 fluid ounces
1 quart = 32 fluid ounces

1 gallon = 128 fluid ounces
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bar equipment, 211 Ambition, 87 Asparagus, 189
beer, 210, 217, 220 American service, 163, 193 As-purchased cost (APC), 42
champagne, 214 Ancillary service providers, 129, As-purchased quantity (APQ), 42
consumer-to-bartender ratio, 140-142, 212 Assembly area, layout of, 53-54
215 APC (as-purchased cost), 42 Assembly line, 171, 193-196
control of, 214 Appearance, 168 Availability of product, 44-45
estimating consumption of, Appetizers, food allergies/ Avocado and Crab Salad
215 intolerances and, 56 (recipe), 238
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Baby Carrots with Asparagus
and Pearl Onions (recipe), 249
Background checks, 94
Back of house, 88
Bacteria, 203
Bains-maries, 74, 75
Baker’s Aid, 66
Baking equipment, 61
Baking section, layout of, 53
Bankruptcy, 30
Banquet assembly line, 193-196
Banquet event order (BEO),
144-147
as communication tool, 127,
143, 144
as contract, 144
in event planning manual, 129
and production plan, 187
purpose of, 144, 148
room setup/tabletop design
specified in, 143
sample, 145-147
Banquet halls, 10
Banquet managers, 88, 126-127.
See also Event planners
Banquet rooms, 8, 143
Bar, 220
Barbecue, 224-225
Bar equipment, 211
Bar service, 211-212
Bar setup fee, 209
Bartenders, 90, 161, 211, 214,
215
Batch cookery, 197
Beef Tenderloin with Bleu
Cheese Crust (recipe),
271-272
Beef Wellington, 189
Beer, 210, 217, 220
Benefits package, 113
BEO, see Banquet event order
Beverage management, 209-220
alcoholic beverages, 209-217
bar checklist, 220
estimating consumption, 215
nonalcoholic beverages,
217-220
premium service, 216-217
standard service, 215-216
Beverage service, 161, 215-219
Billing forms, final, 129
Black Bean Soup (recipe), 260
Black teas, 219
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Black-tie fund-raiser galas,
233-234
Blast chillers, 69, 84
Bleach, 84
Blenders, 61
Blodgett, 67
Blood alcohol, legal limits of, 210
Board of directors, 28
Borden, Neil H., 115
Bottled water, 217
Brainstorming, 133
Braising, meats for, 190-191
Branding, 116
Bridal shows, 123
Brining, 196
Broccoli, 197
Brochures, 118
Brunch buffet, 222-223
Budget, 132, 136-137
Buffalo chopper, 62, 63
Buffet service, 163-166,
172-173, 222-225, 228-229,
234-235
Buffet stations, 158
Building codes, 118
Building inspectors, 52
Building insurance, 30
Building the business, 33-35
Business cards, 118, 148
Business expos, 123
Business identity, 6, 33-34
Business plan, 19-29
company description, 21-22
competition, 25
creating, 19-20
example of, 20-29
executive summary, 21
financial data/statements, 29
formal, contents of, 19-20
industry analysis, 22-23
long-term development/exit
plan, 29
management and
organization, 27-28
marketing plan and sales
strategy, 25-26
operations, 27
products and related services,
23
target market, 23-24
Buspersons, 90, 161
Butler-style service, 166, 215
Buying equipment, 78, 79

Calendar, 129
Cambridge Chamber of
Commerce, 24
Capital, 18, 33
Cappuccino, 219
Captain, 90, 160, 167, 179-181
Car dealerships, 123
Career outlook, for catering, 3—4
Cash bars, 211-212
Cash on delivery (COD), 187-188
Casual lunch, 223-224
Catchphrase, 118
Catering niches, 6-7
Catering sales representatives,
89
Catering scenario, 7
Catering services:
business-plan listing of, 27
career outlook for, 3—-4
categories of, 2
culinary- vs. sales-driven, 33
discounted, 122
home-based, 4
institutional, 2, 3, 12-13
kosher, 13-15, 57
mobile, 13
off-premise, 11-12
on-premise, 7-13
owner-run, 4
piggyback, 123
profile of successful, 4-6
users of, 2-3
Catering vehicles, see Vehicles
Caviar, 217
Census.gov, 17
Ceramic tile, 52
Certificate of occupancy, 52
Certification, food safety, 31
Chafing dishes, 74, 194
Chafing pans, 206
Chambers of commerce, 123
Champagne, 214
Charitable events, 122
Chefs, 95, 128
Chicken Satay (recipe), 239-240
Children (as guests), 134
Chocolate, 200
Chocolate Pot au Creme (recipe),
279-280
Citizenship, 107
“City” clubs, 9
Civil Rights Act of 1964, 105
Cleaning, design for, 52-53
Cleanliness, 87



Cleanup areas, 53, 81-82

Clearing table, 161

Clients, 54-55, 126, 129-131,
134, 136

Clipboards, 77

Cloches, 170, 206

Clothing, 84. See also Uniforms

Clubs, private, 9

Coat checkers, 90

Cocktail parties, 166, 170, 207,
225-228

COD (cash on delivery), 187-188

Coffee service, 206, 218-219

Cold dishes, 159

Cold foods, 53, 84-85

Colors of foods, 49, 50

Combi ovens, 68-69

Commissions, on rental
equipment, 12

Commitment, 18

Communication, 87, 143, 144,
158

Community-minded customers,
24

Company, business-plan
description of, 21-22

Compass Group, 12

Compassion, 87

Compensation, 28

Competition, 25

Competitive strategy, 25

Condenser units, 69

Consistency, 184-185

Consultants, 28

Consultation, initial, 132

Consumer-to-bartender ratio,
215

Consumption, bar service by,
212

Containers, 199

Continental breakfast, 181

Contracts, 129, 135-143

Contract feeders, 12-13

Controls, business-plan listing
of, 27

Convection ovens, 67

Convection steamer, 65, 66

Convenience products, 201-203

Conversion, recipe, 185-186

Converting between units of
measure, 294

Conveyor belts, 53-54, 75

Cook and hold cabinets, 73

Cook-chill-plate-retherm system,
195-196

Cooling, for off-premise sites,
133

Coordination, service, 171-173

Corkage fees, 213

Corn and Asiago Cheese Ricotto
Cake (recipe), 267-268

Corporations, 2, 30, 117,
223-224

Cosmopolitan (cocktail), 217

Cost, food, 42-46

Country clubs, 9

Couscous with Currants and
Pine Nuts (recipe), 250

Cover letters, for proposals, 138

Coving (table surfaces), 32

Cream, 218, 219

Creativity, 87

Critical violations, 31

Cross-contamination, 84

Cruise lines, 9

Cuisine Solutions, 72, 203

Culinary-driven caterers, 33

Cultural customs/traditions,
dietary restrictions based on,
57

Customers, 24. See also Clients

Customer base, 24

Customer reviews, 26

Customized services, 137

Cutting boards, 15, 70-71, 84

Dairy products:
kosher, 15
lactose-free, 55
Danger zone, temperature, 84,
85
Database, for part-time help, 93
Dates, 131, 138
Daytime affairs, 132, 189
Deck ovens, 67
Decorations, 165
Decorative garnishes, 50
Deep-fryers, 63-64
Deep-frying, meats for, 190
Delays, 148
Delivery, business-plan listing
of, 27
Demographic information, 17
Demographic market survey, 17
Deposits (down payments), 129,
138-140
Deseeders, 63

Design, kitchen, 52-54
Desserts, 56, 158, 169, 232-233
Dessert buffet, 234-235
Dessert drinks, 219
Dessert recipes, 277-282
Almond-Anise Biscotti,
278-279
Chocolate Pot au Creme,
279-280
Tiramisu, 281-282
Warm Chocolate Cake, 282
Dicers, 63
Dietary restrictions and
preferences, 7, 134-135
and kitchen setup, 54-57
kosher, 13-15
Dining room layout, 208
Dining room management,
205-208
Dinner menus, 229-231
Dinnerware, 205-206, 208
caring for, 49
for kosher kitchens, 15
and presentation for profit,
47, 48
Direct mail advertising, 122
Dirty martini, 217
Disciplinary system, 111
Discounts, reasons for offering,
137
Discounted catering, 122
Discrimination, 105
Dishwashers, 88
Dishwashing, 49, 206
Disposable linens, 207
Distribution, marketing and, 116
Documentation, 107, 111
Dollies, 200
Down payments (deposits), 129,
138-140
Drains, 53
Draping fabric, 207
Dress code, 108
Drinking age, 105, 210
Drink vouchers, 211
Drop-off area, 8
Drop-off catering, 12
Drug abuse, 105
Drug testing, 105
Dry counties, 210
Dry-curing, 197
Dry staples, 83
Dry storage, 77
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Duck Breast with Port Wine-
Peppercorn Sauce (recipe),
58-59, 272-273

Ease, in preparing/holding/
serving, 188-189
Education, business-plan listing
of, 27
Education level, 95
Efficiency of motion, 53
Egg whites, 200
Electrical systems, 52, 54
Electronic media, advertising in,
119-122
Emergency preparedness
information, 81
Employees, 7, 8, 27-28. See also
Staff/staffing
independent contractors vs.,
106
model, 108-109
training and education of, 27
Employee files, 112
Employee handbooks, 108
Employment applications, 90-91,
94
Employment history, 95, 105,
112
Endive Salad with Roquefort and
Walnuts (recipe), 239
Endurance, for off-premise
catering, 11
English service, 166
Entertaining, passion for, 4
Environment, 200. See also
Weather
Epoxy flooring, 52-53
Equipment, 57-80
for banquet assembily line,
194
bar, 211
buying, 78, 79
for cook-chill-plate-retherm
system, 196
determining needs for, 58-60
and growth, 78
for holding/assembling/
serving food, 73-76
in kitchen layout, 54
for kosher catering, 14, 15
large/small, 58
leasing, 79
for off-premise catering, 12
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for preparing/cooking/baking
food, 60-71
and receiving, 76
renting, 79-80
for sous vide cooking, 71-72
storage, 77
Equivalency charts, 294
Espresso, 219
Evening affairs, 132, 190
Event(s):
date of, 131
overhead and size of, 38
reason for, 132
Event-driven menus, 189-193
Even-tempered employees, 87
Event packing list, 208
Event planners, 10, 88, 126-129,
159
Event planning, 126-155
budgeting, 136-137
and clients’ objectives, 126
down payment, 138-140
and ease of preparation/
holding/serving, 188-189
execution of event, 143-155
guaranteeing number of
guests, 142-143
initial consultation for, 132
initial-contact questions for,
130, 131
menu design, 133-135
menu pricing, 135-136
menu samplings, 141
off-premise-site visit for, 133
pricing/contracts, 135-143
process of, 129-135
proposal writing, 138
role of event planner, 126-129
subcontracting services for,
140-142
Event-planning manual, 129
Execution of event, 143-155
and banquet event order,
144-147
considerations for, 148
and follow-up, 150-155
and psychology of final
payment, 148, 150
Executive chef, 88, 107-108
Executive summary, in business
plan, 21
Exit plan, business-plan listing
of, 29
Expeditor, 159

Facebook page, 26

Facilities, business-plan listing
of, 27

Family-style service, 167

Farinaceous dishes, 192-193

Farro with Winter Vegetables
(recipe), 251

Fat, 196, 200

FDA (Food and Drug
Administration), 105

Federal employer identification
number (FEIN), 30

Fees, for ancillary services, 142

Feeding employees, 111

FEIN (federal employer
identification number), 30

FIFO (first-in-first-out), 83

Film production caterers, 13

Final billing, 129, 148-150

Final payment, 148-150, 160

Financial data and statements,
29

Finding staff, 88-94
with advertising, 91-92
for back of house, 88
for front of house, 88-91
and job description, 90, 91
and job requirements, 90
for part-time work, 93
through agencies, 93-94

Fine-mesh strainers, 61

Fire department, 32, 52

First course recipes, see
Appetizer/first course recipes

First-in-first-out (FIFO), 83

First year, 33

Fish, 191

Five-star dining at home, 6-7

Fixed expenses, 38

Flaming desserts, 158

Flatware (silverware), 15,
205-206

Flexibility, 87, 137

Floors, 52-53

Floor drains, 53

Flooring, 32

Floor scale, 60

Flow of goods, 53

Follow-up, 129, 150-155

Food allergies/intolerances, 54,
134, 135

Food and Drug Administration
(FDA), 105

Food aversions, 135



Food-borne illnesses, 49, 82,
202
Food checker, 159
Food cost, 42-46
Food handlers, 161
Food handling, in kosher
kitchens, 15
Food mills, 61
Food preparation and service,
183-203
banquet assembily line,
193-196
convenience products,
201-203
and environment, 200
and food safety, 84
holding techniques, 196-197
leftovers, 202-203
menu, 183
production plan for, 186-188
recipe manual, 183-186
theme-/event-/venue-driven
menus, 188-193
transporting food, 197-200
Food preparation careers, 3-4
Food processors, 62
Food production, business-plan
listing of, 23, 27
Food safety, 72, 84
Food safety course, 83
Food safety manual, 82-85
Formal dinners, 229-230
Formal training, 108-110,
209-210
Four Ps of marketing, 115-116
Freelancers, 106
Freezers, 77
French fries, 192
French service, 158, 167, 169,
206
Fresh ingredients, 190-193
Front of house, 88-91
Frozen foods, 83
Fruits, 84, 198, 200, 201
Fruit juice bars, 217
Frying, meats for, 190
Full-service companies, 44
Fully-prepared menu items,
202-203
Functional garnishes, 50
Function manager, 159
Fund-raiser galas, 233-234
Future opportunities, business-
plan listing of, 23

Future plans of company, 22, 26
Future trends, 22-23

Galas, fund-raiser, 233-234

Garlic, 201

Garnishes:
beverage, 216, 220
functional vs. nonfunctional,

50

Gelatin, 200

General contractor, 52

Glassware, 15, 162, 206, 211,
213, 220

Gloves, 84, 169

Gluten intolerance, 55

Goals, 29, 112

Grammar, 95

“Green” business professionals,
24

Green Papaya Salad (Som Tam)
(recipe), 248

Green teas, 219

Grills, 64-65

Grilled Vegetables with
Mozzarella Cheese and
Prosciutto (recipe), 241-242

Groupon, 26

Growth of business, 32-35, 78

Guafrettes, 192

Guaranteed count (of guests),
142-143, 187

Guéridon, 167, 206

Guests, number of, 131,
142-143, 187

HACCP (hazard analysis and
critical control) system, 72, 203

Hand trucks, 200

Hand washing, 83-84

Hard liquor, 210

Hazard analysis and critical
control (HACCP) system, 72,
203

Head chef, 88

Health codes, 49

Health department, 31, 52

Health insurance benefits, 111

Heating, of off-premise site, 133

Heating, ventilating, and air-
conditioning (HVAC), 52

Heirloom Tomato and Goat
Cheese Tart (recipe), 243

Help wanted ads, 91-92

Herb-Crusted Salmon (recipe),
274

High altitude, 200
Higher humidity, 200
Hiring staff, 94-107
ancillary services, 140
interviews, 95
resume review, 94-104
screening applicants, 105
tax issues, 106-107
undocumented workers, 107
Hobart, 61
Holding cabinets, 73
Holding foods:
on banquet assembly lines,
194
leftovers, 202
techniques for, 188-189,
196-197
Holidays, food costs and, 46
Home-based caterers, 4
Honey, 219
Hors d’oeuvres, food allergies/
intolerances and, 56
Hospitality, 148
Hostile work environment, 108
Hot boxes, 73, 194
Hot dishes, 159, 194
Hotels, 8-9
Hotel trade shows, 123
Hot foods, 53, 84-85, 194
Hourly charges, 140
Hours of operation, 27
Housekeeping, 85
Housemen, 161
Humidity, 200
HVAC (heating, ventilating, and
air-conditioning), 52
Hydraulic lifts, 199
Hygiene, personal, 83-84, 108

I-9 forms, 107

Ice, 218

Ice machines, 218

Ice manufacturing companies,
218

Immersion blenders, 61

Immigration and Naturalization
Service (INS), 107

Incentives, 28, 111

Incorporation, 30

Independent contractors, 106

Independent event planners,
128

Industry analysis, 22-23

Inflation, food costs and, 46
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Ingredients:

allergies/intolerances to,
54-55, 57, 134, 135

“hidden,” 134-135
kosher, 14, 15

Initial consultation, 132

Initial contact forms, 129

Initial-contact questions, 129-
131

Innovation, 87

INS (Immigration and
Naturalization Service), 107

Inspections, 31-32

Institutional catering, 2, 3, 12-13

Insurance coverage, 30-31, 106

Interactive buffet, 217, 224-225,
228-229, 233

Interactive buffet stations, 158,
164-166

Internal Revenue Service (IRS),
106, 107

International interactive buffet,
228-229

Interviewing job applicants, 95

Intolerance, food, 54

Intoxicated guests, 209-210, 212

Intoxication, 210

Inventory, 43, 77, 80

Invoices, 76, 149

IRS (Internal Revenue Service),
106, 107

Islamic Food and Nutrition
Council of America, 57

Jewish dietary law, 13-15
Job descriptions, 90, 91, 109
Job requirements, 90

Juices, 220

Juice bars, 217

Juicers, 217

Kashrut, 13, 15
Kettles, 64
Key employees, 27-28
Kitchens, 10
kosher, 15
layout of, 53-54
Kitchen safety, 80-82
Kitchen scales, 45, 60
Kitchen setup, 52-85
design/construction of, 52-54
and dietary restrictions/
preferences, 15, 54-57
equipment, 57-80
food safety, 82-85
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and growth, 78
for kosher catering, 15
receiving and storage, 76-77
and size, 10
worker safety, 80-82

Knives, 61

Know-how, 19

Kosher catering, 13-15, 57

Labeling, 83
Labor:
with cook-chill-plate-retherm
system, 196
pricing and, 39-40
Lactose intolerance, 55
Large events, 12, 194
Late-night dessert buffet,
234-235
Laundry service, 207
Lawyers, 140
Layout:
dining room, 208
kitchen, 53-54
table, 207
Leasing, equipment, 77-77, 79
Leavening, 200
Leftovers, 85, 202, 214-215
Legal limits, of blood alcohol,
210
Legal residency status, 107
Lemon, 219
Liability clauses, 140
Liability insurance, 30
Liability issues, with alcoholic
beverages, 209-211
Licensure, 31
Lifestyle magazines, 120
Lifts, hydraulic, 199
Lifting, 199
Lighting, 133
Linens, 206-207
Linen service, 207
Liquid food, 85
Liquor, 220
Liquor license, 37, 209
Loading area, 53
Local health department, 31, 52
Location(s):
of catering business, 17, 18
of event, 131
market, 24
for on-premise catering, 7-8
unusual, 157, 168
Locking casters, 54

Logo, 116

Long-term development, 29
Lowboy refrigerators, 69
Lunch/luncheons, 223-225

Magazine advertising, 120
Magnetic signs, 118
Main courses, food allergies/
intolerances and, 56
Main course recipes, 271-277
Beef Tenderloin with Bleu
Cheese Crust, 271-272
Duck Breast with Port Wine—
Peppercorn Sauce, 58-59,
272-273
Herb-Crusted Salmon, 274
Rack of Lamb Persillade, 275
Roasted Miso-Marinated
Salmon with Stir-Fried
Napa Cabbage, 276-277
vegetarian, 264-270
Maintenance, 173-179
duties by area, 174-179
during events, 178-179
general to-do list for, 173-174
seasonal building schedule
for, 174
Maitre d’hétel, 90, 107-108,
159-160
Management, 27-28
beverage, 209-220
dining room, 205-208
staff, 110-113
Marble, 71
Marinades, 84
Marketing, 115-124
and branding, 116
at bridal and trade shows, 123
with brochures/business
cards/stationery, 118
direct mail, 122
four Ps of, 115-116
by linking to events, 122
by piggybacking, 123
plan for, 117-124
with print/electronic
advertising, 119-122
with scheduled tastings, 123
with signage, 118
timing of, 115
word of mouth, 124
Marketing mix, 115
Marketing plan, 25-26, 117-124
Marketing strategy, 25-26



Market location, 24
Market penetration, 25
Market trends, 24
Markup, 37, 42
Martini bars, 217
Mashgiach, 14, 15
Massachusetts Chamber of
Commerce, 24
Materials, pricing and, 38-39
Mayonnaise, 189
Meats, 190
brining, 196
dry-curing, 197
kosher, 14, 15
sous vide cooking of, 72
Meat thermometers, 84
Mentors, 108-109
Menu(s):
business-plan listing of, 23
design of, 133-134
equipment needed for, 58-60
in event-planning manual, 129
and food allergies/
intolerances, 56
healthy options on, 56-57
pricing of, 135-136
sample, see Sample menus
and service
sampling of, 141
seasonal, 188
style choice for, 47-48
theme-/event-/venue-driven,
188-193
on websites, 121
Metric measures, 294
Metropolitan Opera House (New
York City), 157
Milestones, business-plan listing
of, 29
Minimum age requirements,
105
Minnesota Wild Rice Soup
(recipe), 262-263
Minors, serving alcohol to, 210
Mise en place, 188
Mission statement, 21
Mixing bowls, 61
Mobile catering, 13
Multistation model, 171

National Restaurant Association,
22,107

National Safety Foundation
(NSF), 70

Networking, 141

New England Clam Chowder
(recipe), 59-60, 263-264

New York State, 105

Nonalcoholic beverages, serving,
216-219

Noncritical violations, 31

NSF (National Safety
Foundation), 70

Occupancy codes, 32
Occupational Safety and Health
Administration (OSHA), 30,

32, 81

Offices, 11, 27, 54

Off-premise caterers,
organizational chart for, 89

Off-premise catering, 11-12
alcoholic beverages at, 209
event planners for, 127, 129
initial consultation for, 132
packing list for, 208
pricing of, 137, 138
and rental equipment, 79-80
site visits, 133

Off-site permits for alcohol,
210-211

Olive Oil and Chive Crushed
Potatoes (recipe), 252

Online marketing and
advertising, 25-26

On-premise caterers,
organizational chart for, 89

On-premise catering, 7-13, 132,
138, 139. See also Institutional
catering

Open bar, 212

Open houses, 123

Operations, business-listing of,
27

Organization:
of business, 27-28
as desirable employee trait,

87

Organizational charts, 89

Orthodox Union, 57

OSHA, see Occupational Safety
and Health Administration

OSHA standards, 32

Outdoor banquet areas, 10, 12,
132, 169, 224

“Out of warranty,” 79

Ovens, 66-69
capacity of, 78

for kosher kitchens, 15
number of, 67

Overhead, 10, 38

Owner-run catering services, 4, 7

Ownership, business-plan listing
of, 28

Package deals, 138
Packing, for transport, 199-200
Packing list, 208
Pan frying, meats for, 190
Pan searing, meats for, 190
Parcooking, 191, 197
Parisienne, 63
Partitioned rooms, 10
Part-time workers, 93
Party platters, 6
Party rental services, 79, 80
Passed service, 166
Pasta dishes, 193
Pastry chef or baker, 88
Pastry equipment, 61
Payroll services, 106-107
Payscale.com, 7
Peelers, 63
Pellicle, 196
Performance reviews, 112-113
Permission, for mobile catering,
13
Permits, 13, 210-211
Personal hygiene, 83-84, 108
Pest-control program, 85
Phone book ads, 119-120
Photographers, 141, 142
Pick-up catering, 12
Piggyback catering, 123
Pink salt, 197
Place, 115
Place settings, 162
Planner, 129
Planning, event, see Event
planning
Plastic storage tubs, 61
Plate caddies, 74
Plate trees, 73-74
Plating:
in banquet assembily line,
193-196
profit and, 46-50
timing of, 49
Platters, 161, 166, 167, 169
caring for, 49
and presentation for profit,
47, 48
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Plumbing systems, 52
Point of sale, 26
Pomme Purée with Roasted
Garlic (recipe), 252-253
Portable gas burner, 206
Portion control, 45, 211
Portion scale, 60
Portion scoops, 75
Postevent reviews, 150-155
Potato and Celery Root Gratin
(recipe), 253
Potato dishes, 192-193
Pot washers, 88
Poultry:
for kosher catering, 14
raw, 77
Pouring spouts, 211
Premade sous vide food, 72
Prep cooks, 88, 109-110
Preplated food, 161, 162
Prep tables, 53, 70
Prep workspace, 53
Presentation:
basics of, 49-50
and functional vs.
nonfunctional garnishes, 50
profit and, 46-50
Price/pricing, 37-50
and customized services,
137
food cost calculation, 42-46
formula for, 37-41
and growth, 35
information about, 144
and labor, 39-40
and marketing, 115, 116
and materials, 38-39
to maximize profitability,
37-46
menu, 135-136
and overhead, 38
plating and presentation for
profit, 46-50
and profit, 40-41
The Princeton Review, 4
Principals, key, 27-28
Print media, advertising in,
119-120
Private clubs, 9
Private property, 12
Proactivity, 87
Probationary periods, 112
Products, 11, 23, 35, 115
availability of, 44-45
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convenience, 201-203
starchy, 192-193
Production areas, 53, 82
Production plan, 186-188
Professional experience, 95
Professional support resources,
28
Profit(s), 7, 8, 40-41, 209
Progressive cocktail parties,
226-228
Progressive disciplinary system,
111
Promotion, 115, 116
Proof, liquor, 210
Proofreading, 5
Props, in presentation, 47
Property insurance, 30
Proposals, 138
Proposal forms, 129
Public relations firms, 26
Punctuality, 87
Purchasing, 34, 83
Purchasing agent, 88
Purveyors, 187-188

Quality, 136, 159, 194-195
Questionnaires, 150
Quid pro quo harassment, 108

Rack of Lamb Persillade (recipe),
275

Rack ovens, 66

Radio advertising, 120-121

Ramps, 199

Ratatouille (recipe), 254-255

Rational, 68

Raw bar, 167

Reach-in refrigerators, 69

Realtors, 123

Receipts of deposit, 129

Receiving, 34, 76

Receiving agent, 88

Réchaud, 206

Recipes, 236-282, 292-293. See
also specific categories, e.g.:
Soup recipes
calculating food cost for, 42
converting, 185-186
desserts, 277-282, 293
equivalency charts for, 294
first course/appetizers, 237-

248, 292

main courses, 271-277, 293
sides, 249-259, 292-293
soups, 259-264, 293

standardized, 184-185
vegetarian main courses,
264-270, 293

Recipe costing form, 43

Recipe manual, 183-186

Recipe software, 185

Recommendations, 127

Record keeping, 76

Red wines, 213

References, 94

Referrals, 26, 124, 131, 137

Refrigerated vehicle, 198

Refrigerators/refrigeration,
69-70, 78, 83

Refunds, 139-140

Regional foods, 183

Reheating, 84, 195-196

Related services, 23

Religious beliefs/customs,
dietary restrictions based on,
57

Religious groups, 10-11

Rental equipment, 12, 79-80

Repairpersons, 5-6

Repeat business, 137, 150, 184

Repetition, in advertising, 119,
121

Reserve capital, 33

Resorts, 8-9

“Respond by” date, 138

Restaurants, catering by, 8, 11

Restaurant Industry Forecast
2010, 22

Restaurant Industry Forecast
2013, 3

Restaurant Industry Report, 22

Restaurant trade shows, 123

Resumes, 94-104

Retail food shows, 123

Retail spaces, 11

Retaining staff, 113

Retherm, 73, 195-196

Rice dishes, 192-193

Risk evaluation, 29

Risotto with Asparagus and Peas
(recipe), 265-266

Roasted Beet Salad (recipe),
244-245

Roasted Fingerling Potatoes
(recipe), 255-256

Roasted Miso-Marinated Salmon
with Stir-Fried Napa Cabbage
(recipe), 276-277

Roasting, meats for, 190



Robot Coupe, 62

Rolling carts, 206

Rolling hot boxes, 194

Rolling ovens, 66

Rolling prep tables, 70

Rolling racks, 53, 66, 199
Rotating deck ovens, 67
Runners, 161

Russian service, 169, 193, 206

Safety, 32, 133
food, 72, 82-85
in lifting products and
equipment, 199-200
worker, 80-82
Safety manuals, 80-85
Safety valves, 32
Saffron Rice Pilaf (recipe), 256
Sake, 217
Salaries, 7, 113
Sales-driven caterers, 33
Sales strategy, 25-26
Salt, 196, 197
SAMHSA (Substance Abuse
and Mental Health Services
Administration), 105
Sample menus and service,
222-235
black-tie fund-raiser gala,
233-234
brunch buffet, 222-223
cocktail parties, 225-228
dinner, 229-231

international interactive buffet,

228-229
late-night dessert buffet,
234-235
luncheon, 223-225
outdoor lunch buffet/
barbeque, 224-225
wedding, 232-233
Sampling menus, 141
Sanitization, 49, 84
Sauce guns, 75
Sautéed Broccoli Rabe (recipe),
257
Sautéing, meats for, 190
SBA (US Small Business
Administration), 19
Scales, kitchen, 45, 60
Scheduled tastings, 123, 141
Seafood, 191
brining, 196
dry-curing, 197

prices of, 45
shellfish allergies, 55
Search engines, 121
Searing, meats for, 190
Seasonal building maintenance,
174
Seasonality, cost of foods and,
45-46
Seasonal menus, 188
Seasonings, 186
Self-service hors d’oeuvre,
136-137
Self-service raw bar, 167
Servers, see Wait staff
Service, 157-181
basic principles of, 161-173
for buffets, 172-173
business-plan listing of, 23
checklists for staff, 173-181
cocktail reception captain’s
checklist, 179-180
and communication, 158
for continental breakfast
setup, 181
dining room captain’s
checklist, 180-181
ease of, 189
during event, 148
hierarchy of service team,
158-161
from left vs. right, 161
maintenance checklist,
173-179
sample, see Sample menus
and service
for sit-down banquets,
171-172

styles of, see Styles of service

as teamwork, 158
and training, 158
and uniforms, 173
Service contracts, 79
Service ware/serving ware, 206,
208. See also specific types,
e.g.: Glassware
caring for, 49
for kosher kitchens, 15
and presentation for profit,
46-48

training staff in handling of, 48

Settings, place, 162
Setup:
of banquet rooms, 143
for continental breakfast, 181

kitchen, see Kitchen setup
for off-premise catering, 12
Setup crew, 161
Sexual harassment, 108
Shaved Fennel and Frisee Salad
(recipe), 247
Shellfish, 191
Shellfish allergies, 55
Shelving, 69-70
Shredders, 63
Sides recipes, 249-259
Baby Carrots with Asparagus
and Pearl Onions, 249
Couscous with Currants and
Pine Nuts, 250
Farro with Winter Vegetables,
251
Olive QOil and Chive Crushed
Potatoes, 252
Pomme Purée with Roasted
Garlic, 252-253
Potato and Celery Root
Gratin, 253
Ratatouille, 254-255
Roasted Fingerling Potatoes,
255-256
Saffron Rice Pilaf, 256
Sautéed Broccoli Rabe, 257
Soft Polenta, 257-258
White Bean Rago(t,
258-259
Signage, 118
Signature menu items, 34
Signature style, 6
Silverware (flatware), 15,
205-206
Single deck ovens, 67
Sinks, for kosher kitchens, 15
Sit-down banquet, 171-172
Slicers, 63
Social catering, 2, 3, 117,
223-224
Social media, 121-122
Sodas, 220
Sodexho, 12
Sodium nitrate, 197
Sodium nitrite, 197
Soft Polenta (recipe), 257-258
Software, recipe, 185
Sole proprietorship, 30
Sommelier, 160, 212, 217
Som Tam (Green Papaya Salad)
(recipe), 248
Soup, serving, 161
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Soup recipes, 259-264
Black Bean Soup, 260
Minnesota Wild Rice Soup,
262-263
New England Clam Chowder,
59-60, 263-264
Summer Gazpacho, 261-262
Sourcing, 34
Sous chef, 88
Sous vide cooking, 203
benefits of, 71-72
equipment for, 72
premade sous vide food, 72
Sparkling wines, 213, 214
Special dietary catering, 7. See
also Dietary restrictions and
preferences
Special products, 11
Specialty items, 44, 46
Speed racks, 66
Spelling, 95
Sponsored Web sites, 121
Sponsorships, 122
Squeeze bottles, 75
Staffing agencies, 93-94
Staff/staffing, 87-113. See also
Employees
characteristics of model
employee, 87
and dietary restrictions, 55-57
event planner’s role in, 127
finding, 88-94
getting the best from, 111
hiring, 94-107
importance of, 87
for kosher catering, 14
managing, 110-113
number of, 87
organizational charts for, 89
training of, 48, 107-110
Stainless-steel, 53
Standard beverage service,
215-216
Standard buffet service, 164-165
Standard cocktail parties,
225-226
Standardized recipes, 184-185
Stand-up cocktail parties, 170
Starchy products, 192-193
Startup of catering business,
17-35
business plan in, 19-29
and growth of business,
32-35
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and location, 17
and permits/licenses/
insurance, 29-32
tips for successful, 18-19
State employment agencies, 91
Stationery, 118
Steam generators, 66
Steam-jacketed kettles, 64, 65
Steam tables, 74-75, 194
Stewards, 88
Stewing, meats for, 190-191
Storage areas, 53, 77, 81, 83
Strainers, fine-mesh, 61
Strategic opportunities, 22-23,
26
Strategies, business-plan listing
of, 29
Straw potatoes, 192
Street fairs, 123
Style, 5
Styles of service, 163-170
American, 163, 193
banquet assembily line,
193-196
buffet, 163-166, 222-225,
228-229, 234-235
butler, 166, 215
cook-chill-plate-retherm
system, 195-196
English, 166
family, 167
French, 167-169
Russian, 169, 193, 206
and serving ware, 206
stand-up cocktail party, 170
synchronized, 170
Subcontracting, 134, 137, 140-
142, 202
Substance Abuse and Mental
Health Services Administration
(SAMHSA), 105
Sugar, 218, 219
Suggestions, 127
Summer Gazpacho (recipe),
261-262
Sushi station, 217
Swill brazier, 64, 65
Synchronized service, 158, 170,
206
SYSCO, 44
Systems, business-plan listing
of, 27

Table, size and layout of, 207

Tablecloths, 206, 207
Table service, 161-172
American-style, 163, 193
banquet assembily line,
193-196
basics of, 161-172
buffet-style, 163-166,
172-173
butler-style, 166
at cocktail party, 170
cook-chill-plate-retherm
system, 195-196
coordinating, 171-173
English-style, 166
family-style, 167
French-style, 167-169
Russian-style, 169, 193, 206
for sit-down banquet,
171-172
styles of, 163-170
synchronized, 170
Table skirts, 206, 207
Tabletop design, 143
Target market, 23-24, 117
Tastings, scheduled, 123, 141
Tax issues, 106-107
TCM (tinted curing mixture), 197
Teamwork, 158
Tea service, 219
Telephone directory ads,
119-120
Temperature:
for cooking, 84
danger zone for, 84, 85
for food safety, 83, 203
for holding foods, 84, 194
and outcome of recipes/
techniques, 200
in refrigerators, 69
for reheating foods, 84
Tequila, 217
Terminating employees, 111
Thank-you cards, 129, 130, 150
Thawing foods, 83
Theme beverages, 217
Theme-driven menus, 188. See
also Event-driven menus
Thermo-insulated equipment,
73, 199
Thermometers, 61, 84
Tilt kettles, 65
Tilt skillets, 64, 65
Timetable, for refunds, 139-140
Timing, of final payment, 140, 148



Tinted curing mixture (TCM), 197
Tip cups, 211
Tiramisu (recipe), 281-282
Title VII of the Civil Rights Act of
1964, 105
Top-shelf beverages, 212
Tortilla de Papas (recipe), 269
Tour events, maintenance during,
178-179
Tourney, 63
Towels, 84
Trade magazines, 120
Trade shows, 78, 123
Training, 27, 87, 107-110, 158
about food allergies/
intolerances, 55-56
for emergency preparedness,
81
formal, 108-110, 209-210
in handling service ware, 48
Transporting alcoholic
beverages, 215
Transporting food, 11, 12,
197-200. See also Vehicles
Trucks, 13, 198-199
Trustworthiness, 87
Twitter, 26

Undercounter refrigerators, 69

“Under the table” payment, 107

Undocumented workers, 107

Unemployment insurance, 106,
111

Uniforms, 159, 168, 173

US Department of Health and
Human Services, 105

US Department of Labor, 32, 105

US Foodservice, 44

US Small Business
Administration (SBA), 19

US standard measures, 294

Units of measure equivalencies,
294

Unusual settings, 157, 168

Used equipment, 78, 79
Utensils, 15, 75, 77

Valet parking attendants, 90, 158
Variable expenses, 38
VCM (vertical chopper/mixer), 62
Veal scallopini, 188-189
Vegans, 7, 134, 223
Vegetables, 84, 191-192, 198,
200, 201
Vegetable juice bars, 217
Vegetarians, 7, 134, 223
Vegetarian main course recipes,
264-270
Corn and Asiago Cheese
Ricotto Cake, 267-268
Risotto with Asparagus and
Peas, 265-266
Tortilla de Papas, 269
Vegetarian Shepherd’s Pie,
270
Vegetarian Shepherd’s Pie
(recipe), 270
Vehicles, 12, 13, 118, 198-199
Venue-driven menus, 188. See
also Event-driven menus
Vertical chopper/mixer (VCM), 62
Vertical stand mixers, 61-62
Visiting off-premise sites, 133
Visualization, 127
Vodka, 217
Vodka bars, 216-217
Volume equivalencies, 294
Vulcan, 68

W-2 form, 106
W-4 form, 106
Waffle-cut potato chips, 192
Wait staff, 90, 160, 167
basic service principles for,
161-173
dos and don’ts for, 162-163
styles of service, 163-173
uniforms for, 173

Walk-in refrigerators, 69, 77

Walls, 53

Warm Chocolate Cake (recipe),
282

Warm Hudson Valley Salad
(recipe), 245-246

Washing hands, 83-84

Washing machines, 207

Water goblets, 206

Water service, 217-218

Weather, 11, 169, 224

Websites, 121

Weddings, 232-233

Wedding cakes, 232

Weight equivalencies, 294

Well drinks, 212

Wet-cure, 196

Wheelchair accessibility, 8

White Bean Rago(t (recipe),
258-259

Wild Mushroom Vol-au-Vent
(recipe), 246-247

Wine, 160, 210, 212-213, 217,
220
corkage fees for, 213
handling/pouring, 213
for kosher catering, 14
storing, 212-213

Wine-pairing dinners, 217,
230-231

Wine steward, 160, 212

Women, serving, 161

Wooden cutting boards, 70

Word of mouth referrals, 26, 124

Workers’ compensation
insurance, 31, 81, 106

Worker safety, 80-82

Workplace behavior, 108

Yeast, 200
Yellow pages, 119-120

Zero-tolerance policy, 108

Index | 303



Photo Credits

CHAPTER 4

Page 61: © Ben Fink; Page 62 (Left): © Ben Fink; Page 62 (Right): © Ben Fink; Page 64
(Right): © Ben Fink; Page 65: © Ben Fink; Page 66: © Ben Fink; Page 67 (Left): © Ben
Fink; Page 67 (Right): © Ben Fink; Page 68 (Left): © Ben Fink; Page 68 (Right): © Ben Fink;
Page 70: © Ben Fink; Page 71: © Ben Fink; Page 74: © Ben Fink; Page 75: © Ben Fink.

CHAPTER 7

Page 127: © Abigail Kirsch; Page 128: © Ben Fink; Page 131: © Abigail Kirsch;
Page 132: © Ben Fink; Page 143 (Left): © Ben Fink; Page 143 (Right): © Abigail Kirsch;
Page 145-147: © Abigail Kirsch; Page 149: © Abigail Kirsch; Page 151-152: © Abigail
Kirsch; Page 153-154: © Abigail Kirsch; Page 155: © Abigail Kirsch.

CHAPTER 8

Page 157: © Abigail Kirsch; Page 159: © Ben Fink; Page 160 (Left): © Ben Fink; Page 160
(Right): © Ben Fink; Page 162: © Ben Fink; Page 164: © Abigail Kirsch; Page 165: © Ben
Fink; Page 166: © Ben Fink; Page 167: © Ben Fink; Page 168 (Top): © Ben Fink; Page
168 (Bottom): © Ben Fink; Page 169: © Ben Fink; Page 170: © Ben Fink.

CHAPTER 9

Page 198 (Top): © Ben Fink; Page 198 (Bottom): © Ben Fink; Page 199: © Ben Fink.

All other images © The Culinary Institute of America.

304 | Photo Credits



WILEY END USER LICENSE AGREEMENT

Go to www.wiley.com/go/eula to access Wiley’s ebook EULA.


http://www.wiley.com/go/eula

	Cover
	Title Page

	Copyright

	Contents
	Recipe Table of Contents
	Preface
	Acknowledgments
	Dedication and About the Author
	1 INTRODUCTION TO CATERING
	2 STARTING YOUR CATERING BUSINESS
	3 PRICING FOR PROFIT
	4 SETTING UP THE CATERING KITCHEN
	5 STAFFING
	6 MARKETING
	7 EVENT PLANNING
	8 HOW CAN WE SERVE YOU?
	9 FOOD PREPARATION AND SERVICE
	10 DINING ROOM AND BEVERAGE MANAGEMENT
	11 SAMPLE MENUS AND SERVICE
	12 RECIPES FOR CATERING
	Glossary
	Equivalency Charts
	Index
	Photo Credits
	EULA

		2015-04-03T19:55:55+0000
	Preflight Ticket Signature




