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Native American Casino

\When our salads arrive, the server asks if he might
bring us 2 bread sampler, He conveniently chooses
not to mention that dinner ro'ls are served with our
meal — or the $8 price tag for that special bread
basket.

Just a couple of things that, in my mind, con-
stitute half-hearted hospitality. This isn't up-sell-
ing. It isn't offering the guests a choice they didn't
know was available.This is an attempt to make the
quest look cheap if he doesn't take the server up on
his recommendation. It's putting the bottom line of
the restaurant and the tips in the servers' pockets
above the desire to give the diner a good experi-
ence.

We find this most often when we're enticed
into trying a restaurant’s slow-season promotion.
These promotions are, theoretically, intended to
introduce quests to a restaurant they haven't tried

fore or, sometimes, chefs’ specialties that aren’t
on the regular menu. They can provide extra work
shifts for your restaurant staff that they might not
otherwise have had. They can give quests a new
reason to visit or revisit your casino, bringing visi-
tors to your property not only to dine but, hopeful-
ly, to spend some time at the gaming tables or
slots.

But these promotions only work if the staff
buys into them. If they aren't enthusiastically offer-
ing the special and describing it, the quests end up
reacting negatively to the whole misquided effort.
It's happened to us on more than one occasion.

We've chosen to go to a casino restaurant
because of the very modestly priced, multi-course
dinner being offered for a limited time. The server
presents the regular menu, mentions the nightly
specials and asks if there are any questions he
might answer. My question is, "Why haven't you
offered us the prix-fixe special we came here to try?
Why do we have to ask for it?* We're off to a bad
start all because the server didn't wish to offer a
bargain-priced menu to the quests. The thinking
being: The less the guest spends, the lower the tip.
How/’s that for all-for-one and one-for-all?

Speaking of poor service practices, one of my
least favorite is the specials recitation without
accompanying prices. You wouldn't purchase any-
thing in any other type of retail store (yes restau-
rants are retail operations, as you're selling directly
to the consumer) without knowing the price, Why
is it okay in 3 restaurant setting? I've actually
known of servers who “float” prices on daily spe-
dials, literally charging what they believe the traffic
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will bear, They often do this with the tadit approval of management.

Other samples of less-than-hospitable service:

+  Reservation phones that ring and ring without anyone answering or lines
that are always busy; when someone finally answers, the “you're interrupt-
ing me” attitude of the reservationist.

+  Hostesses chatting with each other or with servers at the podium. Guests’
first impression is often the back of a service team member. Ko one at the
hostess stand to say goodnight when you leave and do a final quest satis-
faction check.

«  Menus that are dirty, dog-eared of in general disarray. Table tents covered
in food or fingerprints.

< When it's obvious that tabletop items are never moved — just swiped
around — when the table is dleaned.

«  Team service in which the last time you see the senior server is when he’s
taking your order. Or staffs that congregate in the side station or kitchen
instead of monitoring their stations. These “disappearing acts” really irk
diners.

«  Servers who spend all of their time visiting with their regulars and ignore
their other quests; or become unprofessionally chummy with their long-
time customers.

« Whenan apology for a problem or mistake is not empathetic or sincere and
an inexpensive comp would have made all of the difference.When a letter
of complaint goes unanswered. Remember, on average a dissatisfied quest
will tell 11 other people about his bad experience.

+  Whenanyone on staff argues
with a quest. In his book

excuse for this. Teach your staff to either place 2 combined order into the

kitchen or split the check on the POS after the fact.

«  Shutting down the restaurant while guests are still dining. This includes:
pulling dloths and setting tables for the next day; sweeping, mopping
deaning ceiling fans; turning off music or raising the level of the lights.

= Not keeping your posted hours. Just because business is slow, you @an't
dlose the restaurant. Almost as bad is punishing guests who arrive near
dosing time. Even if they don't hear the groans, they can sense your dis-
pleasure at having to serve them.

«  Lack of smiles on your staff's faces. If they don't enjoy being there, why
should your quests?

“Hospitality refers to the relationship process between a guest and 3 host,
and it refers to the act or practice of being hospitable, that is, the reception and
entertainment of quests, visitors or strangers, with liberality and gooduwill.” *

Examine the policies of your restaurant and determine if it encourages your
staff to be haspitable and welcoming or whether you're just going through the
mations. NAC

'hnp {fen.wikipedia.org/wiki/Hospitality

David Rothschild is co-owner of EATIQuette, @ Phoenix-based woltstaff training
company specializing in on-site, certificate training progroms for cosino food ond
beveroge departments. He con be reached at (602) 569-2051 o
David2EATiQuette.com. You con reod David's previous Native American Casino arti-
dles on EATIQuette.com by using the “orticles” link on the home page.

“Letters to 2 Young Chef”
renowned  restaurateur
Daniel Boulud recounts, “I
had a maitre d’ working for
e...This quy had very
good references and worked
in some terrific New York
restaurants. He also had
miles of attitude. One day |
saw him arquing with 2 cus-
tomer. About 45 seconds
later he became my former
maitre d.”
«  When a bottle of wine is
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rejected and not replaced
without 3 fuss. I've seen
managers and even owners
come to the table to tell the
guests that there is nothing
wrong with the wine. The
displeased quests would
likely have spent more
money on desserts and cof-
fee and definitely with their
repeat business than the
profit on the bottle of wine.
The restaurant could easily
have gotten credit for an
*iffy” bottle from the distrib-
tor.
Refusing to split checks. In
the computer age, there’s no

Through Ovations® managed services approach you can be assured
that every aspect of your food service program gets the focus and
professional guidance it deserves. Our portfolio of brands and
service concepts, in conjunction with our expert management -5
systems, effective training programs, and roster of great managers
is 2 winning combination. We provide cach client with our
professional know-how, employee training to assist in
advancement, back-up operational support, and cost savings from
our purchasing programs - which ensures maximized results.
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You can count on us to bring fresh results, quality training, and interesting

concepts that create a rewarding environment for your guests and
employees alike. Let’s arrange a personal mecting to learn your story and
share ours, so we can work together to dellver the best possible resuits.
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Learn more ot www.ovationsfoodservices.com/goming htm
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