


I N T R O D U C T I O N  T O

Hospitality

S E V E N T H  E d i t i o n

John R. Walker
McKibbon Professor of Hotel and Restaurant Management, 
University of South Florida, Sarasota–Manatee and Fulbright 
Senior Specialist.

Boston  Columbus  Indianapolis  New York  San Francisco
Amsterdam  Cape Town  Dubai  London  Madrid  Milan  Munich  Paris  Montreal  Toronto

Delhi  Mexico City  São Paulo  Sydney  Hong Kong  Seoul  Singapore  Taipei  Tokyo

A01_WALK2761_07_SE_FM.indd   1 11/20/15   7:56 PM



Executive Editor: Daryl Fox
Editorial Director: Andrew Gilfillan 
Program Manager: Susan Watkins
Project Manager: Maria Reyes
Development Editor: Kay Ueno
Editorial Assistant: Lara Dimmick
SVP Field Marketing: David Gesell
Senior Marketing Manager: Darcy Betts
Field Marketing Manager: Thomas Hayward
Senior Marketing Coordinator: Les Roberts
Senior Art Director: Diane Y. Ernsberger

Procurement Specialist: Deidra Skahill
Media Production and Development Project 
Manager: Leslie Brado
Cover Art: Shutterstock, © ClimberJAK
Cover Designer: Cenveo Publishing Services
Full-Service Project Management: Nancy  
  Kincade, Lumina Datamatics
Composition: Lumina Datamatics
Printer/Binder: RR Donnelley, Willard
Cover Printer: Phoenix Color Corp.

Credits and acknowledgments borrowed from other sources and reproduced, with 
permission, in this textbook appear on the appropriate page within text

Copyright 2017, 2013, 2009 by Pearson Education, Inc., or its affiliates. All Rights Reserved. 
Printed in the United States of America. This publication is protected by copyright, and permission  
should be obtained from the publisher prior to any prohibited reproduction, storage in a retrieval 
system, or transmission in any form or by any means, electronic, mechanical, photocopying, 
recording, or otherwise. For information regarding permissions, request forms and the appropriate 
contacts within the Pearson Education Global Rights & Permissions Department, please visit  
www.pearsoned.com/permissions/

Many of the designations by manufacturers and sellers to distinguish their products are claimed as 
trademarks. Where those designations appear in this book, and the publisher was aware of a trade-
mark claim, the designations have been printed in initial caps or all caps.

Unless otherwise indicated herein, any third-party trademarks that may appear in this work are the 
property of their respective owners and any references to third-party trademarks, logos, or other 
trade dress are for demonstrative or descriptive purposes only. Such references are not intended 
to imply any sponsorship, endorsement, authorization, or promotion of Pearson’s products by the 
owners of such marks, or any relationship between the owner and Pearson Education, Inc. or its 
affiliates, authors, licensees, or distributors.

Notice: Care has been taken to confirm the accuracy of information presented in this book. The 
authors, editors, and the publisher, however, cannot accept any responsibility for errors or omis-
sions or for consequences from application of the information in this book and make no warranty, 
express or implied, with respect to its contents.

Library of Congress Cataloging-in-Publication Data
Names: Walker, John R., 1944-
Title: Introduction to hospitality / John R. Walker.
Description: Seventh edition. | Boston: Pearson, [2017] | Includes
  bibliographical references and index.
Identifiers: LCCN 2015037384| ISBN 9780133762761 (alk. paper) | ISBN
  0133762769 (alk. paper)
Subjects: LCSH: Hospitality industry—Management—Textbooks.
Classification: LCC TX911.3.M27 W35 2017 | DDC 647.94068--dc23
LC record available at http://lccn.loc.gov/2015037384

10 9 8 7 6 5 4 3 2 1

ISBN-13: 978-0-13-376276-1
ISBN-10:    0-13-376276-9

A01_WALK2761_07_SE_FM.indd   2 11/20/15   7:56 PM

http://www.pearsoned.com/permissions/


To You: the professors and students who are dedicating yourselves  

to the future of Hospitality and Hospitality Management.

A01_WALK2761_07_SE_FM.indd   3 11/20/15   7:56 PM



iv

B r i e f  C o ntents    

Part I 	 Introducing Hospitality and Lodging  1

Chapter 1	 Introducing Hospitality  3

Chapter 2	 The Hotel Business  51

Chapter 3	 Rooms Division  101

Chapter 4	 Food and Beverage  151

Part II 	Beverages, Restaurants, and Managed Services  187

Chapter 5 	 Beverages  189

Chapter 6 	 The Restaurant Business  235

Chapter 7 	 Restaurant Management  269

Chapter 8 	 Managed Services  315

Part III	Tourism, Recreation, Attractions, Clubs, and Gaming  349

Chapter 9 	 Tourism  351

Chapter 10 	 Recreation, Attractions, and Clubs  395

Chapter 11 	 Gaming Entertainment  453

Part IV	�Assemblies, Events, Attractions, Leadership,  
and Management  485

Chapter 12	 Meetings, Conventions, and Expositions  487

Chapter 13 	 Special Events  525

Chapter 14 	 Leadership and Management  561

A01_WALK2761_07_SE_FM.indd   4 11/20/15   7:56 PM



 v

Preface  xix 

To the Student  xxi

Acknowledgments  xxx

About the Author  xxxi

Part I 	I ntroducing Hospitality and Lodging  1

Chapter 1 	Introducing Hospitality  3

PRELUDE  4

HOSPITALITY THROUGH THE AGES  4

ANCIENT TIMES  4

GREECE AND ROME  5

MEDIEVAL TIMES  5

COFFEE HOUSES  6

THE NEW WORLD  7

THE FRENCH REVOLUTION  7

THE NINETEENTH CENTURY  8

THE TWENTIETH CENTURY  9

THE TWENTY-FIRST CENTURY  10

WELCOME TO YOU, THE FUTURE HOSPITALITY INDUSTRY LEADERS!  10

The Pineapple Tradition  14

THE INTERRELATED NATURE OF HOSPITALITY AND TOURISM  14

CHARACTERISTICS OF THE HOSPITALITY INDUSTRY  19

Careers  20

HOSPITALITY INDUSTRY PHILOSOPHY  23

Service Philosophy Is a Way of Life  24

SUSTAINABLE HOSPITALITY  24

SUCCESS IN SERVICE  25

Moments of Truth  27

THE FOCUS ON SERVICE  29

Service and Total Quality Management  29

The Disney Approach to Guest Service  34

C o ntents    

A01_WALK2761_07_SE_FM.indd   5 11/20/15   7:56 PM



vi    Contents

Opening Disneyland  36

Career Paths  38

Career Goals  39

Is the Hospitality Industry for You?  39

Self-Assessment and Personal Philosophy  40

Now Is the Time to Get Involved  40

Professional Organizations  41

TRENDS IN HOSPITALITY AND TOURISM  41

CAREER INFORMATION  44

Summary  46

Key Words and Concepts  47

Review Questions  47

Internet Exercises  47

Apply Your Knowledge  48

Suggested Activities  48

Endnotes  48

Chapter 2 	The Hotel Business  51

A BRIEF HISTORY OF INNKEEPING IN THE UNITED STATES  52

HOTEL DEVELOPMENT AND OWNERSHIP  54

Franchising  56

Is There a Franchise in Your Future?  58

Referral Associations  61

Management Contracts  62

Real Estate Investment Trust  63

HOTEL DEVELOPMENT  65

The Economic Impact of Hotels  67

CLASSIFICATION OF HOTELS AND LODGING PROPERTIES  69

The Lodging Industry  69

Hotel Affiliations  69

Hotel Classification by Rating System: AAA and Forbes  71

City Center and Suburban Hotels  75

Resort Hotels  75

Airport Hotels  79

Freeway and Interstate Hotels and Motels  80

Casino Hotels  80

Conference and Convention Hotels  81

Full-Service Hotels  81

A01_WALK2761_07_SE_FM.indd   6 11/20/15   7:56 PM



Contents    vii

Economy/Budget Hotels  82

Boutique Hotels  82

Extended-Stay Hotels and All-Suites Extended-Stay Hotels  83

Condotels, Timeshare, and Mixed-Use Hotels  84

Bed and Breakfast Inns  85

BEST, BIGGEST, AND MOST UNUSUAL HOTELS AND CHAINS  86

The Best Hotel Chains  86

The Most Unusual Hotels  88

Timeshare, Vacation Ownership, and Fractional Ownership  88

Travel the World through Exchange Vacations  90

INTERNATIONAL PERSPECTIVE  91

SUSTAINABLE OR GREEN LODGING  92

CAREER INFORMATION  93

TRENDS IN HOTEL DEVELOPMENT AND MANAGEMENT  94

Summary  96

Key Words and Concepts  97

Review Questions  97

Internet Exercises  97

Apply Your Knowledge  98

Suggested Activities  98

Endnotes  98

Chapter 3 	Rooms Division  101

THE FUNCTIONS AND DEPARTMENTS OF A HOTEL  102

MANAGEMENT STRUCTURE  102

ROLE OF THE HOTEL GENERAL MANAGER  103

The Executive Committee  105

THE DEPARTMENTS  106

Rooms Division  106

Front Office  106

Night Auditor  112

REVENUE MANAGEMENT  116

Energy Management Systems  119

Call Accounting Systems  119

Guest Reservation Systems  119

Billing Guests  120

Security  120

Guest Comfort and Convenience  121

A01_WALK2761_07_SE_FM.indd   7 11/20/15   7:56 PM



RESERVATIONS  123

COMMUNICATIONS CBX OR PBX  125

GUEST SERVICES/UNIFORMED SERVICES  125

CONCIERGE  125

HOUSEKEEPING  128

Spas  134

Laundry  135

SUSTAINABLE LODGING  135

Green Hotel Initiatives  135

SECURITY/LOSS PREVENTION  139

TRENDS IN HOTEL AND ROOMS DIVISION OPERATIONS  141

CAREER INFORMATION  142

Summary  146

Key Words and Concepts  147

Review Questions  147

Internet Exercises  147

Apply Your Knowledge  148

Suggested Activities  148

Endnotes  148

Chapter 4 	Food and Beverage  151

FOOD AND BEVERAGE MANAGEMENT  152

KITCHEN  156

FOOD OUTLETS  160

BARS  163

STEWARDING DEPARTMENT  166

CATERING DEPARTMENT  167

Position Profile of a Director of Catering  169

Catering Event Order  172

Catering Coordinator  174

Catering Services Manager  177

ROOM SERVICE/IN-ROOM DINING  178

SUSTAINABLE FOOD AND BEVERAGE  180

TRENDS IN LODGING FOOD AND BEVERAGE  181

Summary  183

Key Words and Concepts  183

Review Questions  183

Internet Exercises  184

viii    Contents

A01_WALK2761_07_SE_FM.indd   8 11/20/15   7:56 PM



Apply Your Knowledge  184

Suggested Activities  184

Endnotes  185

Part II 	�Beverages, Restaurants, and Managed Services  187

Chapter 5 	Beverages  189

WINES  190

Light Beverage Wines  190

Sparkling Wines  191

Fortified Wines  192

Aromatic Wines  192

The History of Wine  192

Matching Wine with Food  193

Major Wine-Growing Regions  194

How to Read a Wine Label  199

Wine and Health  200

SUSTAINABLE WINE PRODUCTION  200

BEER  200

The Brewing Process  201

Organic and Craft Beers, Microbreweries, and Brewpubs  201

SUSTAINABLE BREWING  202

SPIRITS  204

Whiskies  205

Other Spirits  207

Cocktails  208

NONALCOHOLIC BEVERAGES  208

Nonalcoholic Beer  209

Coffee  209

Tea  210

Carbonated Soft Drinks and Energy Drinks  212

Juices  213

Bottled Water  213

BARS AND BEVERAGE OPERATIONS  214

Bar Setup  214

Inventory Control  216

Personnel Procedures  220

Contents    ix

A01_WALK2761_07_SE_FM.indd   9 11/20/15   7:56 PM



Restaurant and Hotel Bars  221

Nightclubs  222

Brewpubs and Microbreweries  223

Sports Bars  224

Coffee Shops  225

LIQUOR LIABILITY AND THE LAW  226

TRENDS IN THE BEVERAGE INDUSTRY  226

Summary  230

Key Words and Concepts  230

Review Questions  230

Internet Exercises  231

Apply Your Knowledge  231

Suggested Activities  232

Endnotes  232

Chapter 6 	The Restaurant Business  235

THE RESTAURANT BUSINESS  236

Classical Cuisine  236

Food Trends and Practices  238

Culinary Practices  242

FRANCHISES  244

SUSTAINABLE RESTAURANTS  246

MENU PLANNING  246

Needs and Desires of Guests  247

Capabilities of Cooks  248

Consistency and Availability of Menu Ingredients  248

Price and Pricing Strategy  248

Menu Engineering  250

Menu Design and Layout  250

CLASSIFICATIONS OF RESTAURANTS  251

Casual Dining and Dinner-House Restaurants  256

TRENDS IN THE RESTAURANT BUSINESS  263

Summary  265

Key Words and Concepts  265

Review Questions  265

Internet Exercises  265

Apply Your Knowledge  266

Suggested Activities  266

Endnotes  266

x    Contents

A01_WALK2761_07_SE_FM.indd   10 11/20/15   7:56 PM



Chapter 7 	Restaurant Management  269

FRONT OF THE HOUSE  270

Restaurant Forecasting  274

Service  275

Suggestive Selling  277

SUSTAINABLE RESTAURANT OPERATIONS  278

Front-of-the-House Restaurant Systems  280

Back-of-the-House Restaurant Systems  281

BACK-OF-THE-HOUSE OPERATIONS  284

Food Production  285

Kitchen/Food Production  286

Management Involvement and Follow-Up  288

Employee Recognition  290

Restaurant Management Financials  290

Budgeted Costs in a Restaurant  290

Purchasing  292

Receiving  294

Storing/Issuing  294

Budgeting  295

Restaurant Accounting  295

Lease and Controllable Expenses  302

Restaurant Manager Job Analysis  304

TRENDS IN RESTAURANT OPERATIONS  308

Summary  310

Key Words and Concepts  310

Review Questions  311

Internet Exercises  311

Apply Your Knowledge  312

Suggested Activities  312

Endnotes  312

Chapter 8 	Managed Services  315

OVERVIEW  316

AIRLINES AND AIRPORTS  317

In-Flight and Airport Foodservice  317

MILITARY  318

ELEMENTARY AND SECONDARY SCHOOLS  321

Nutrition Education Programs  323

Contents    xi

A01_WALK2761_07_SE_FM.indd   11 11/20/15   7:56 PM



COLLEGES AND UNIVERSITIES  324

Student Unions  326

MANAGING MANAGED SERVICES  328

SUSTAINABLE MANAGED SERVICES  331

HEALTH CARE FACILITIES  335

BUSINESS AND INDUSTRY (B&I)  340

Managed Services Other Than Food  342

LEISURE AND RECREATION  342

Stadium Points of Service  343

Other Facilities  343

Advantages and Disadvantages  344

TRENDS IN MANAGED SERVICES  344

Summary  346

Key Words and Concepts  346

Review Questions  347

Internet Exercises  347

Apply Your Knowledge  347

Suggested Activity  347

Endnotes  348

Part III	� Tourism, Recreation, Attractions, Clubs, 
and Gaming  349

Chapter 9	 Tourism  351

HIGHLIGHTS OF TOURISM  352

TRANSPORTATION: ITS HISTORICAL IMPACT ON TOURISM  353

Pre–Industrial Revolution  353

COACH, RAIL, AND AUTOMOBILE TRAVEL  355

Traveling by Train  355

Traveling by Car  357

Rental Cars  357

Traveling by Bus  358

TRAVEL BY AIR AND SEA  359

The Hub-and-Spoke System  361

New Airplanes  361

Components of Airline Profit and Loss  362

Cruise Ships  363

The Cruise Market  366

xii    Contents

A01_WALK2761_07_SE_FM.indd   12 11/20/15   7:56 PM



WHAT IS TOURISM IN THE TWENTY-FIRST CENTURY?  367

BENEFITS AND PROSPECTS OF TOURISM  369

Long-Term Prospects: Towards Tourism 2030 Vision  370

THE ECONOMIC IMPACT OF TOURISM  372

The Multiplier Effect  373

PROMOTERS OF TOURISM  374

State Offices of Tourism  375

City-Level Offices of Tourism and Convention Centers  376

National Offices of Tourism (NOTs)  376

Tour Operators  376

Travel Agencies  377

Tour Wholesalers and Consolidators  378

Destination Management Companies (DMCs)  378

BUSINESS TRAVEL  380

SOCIAL AND CULTURAL IMPACT OF TOURISM  381

ECOTOURISM  383

SUSTAINABLE TOURISM  384

CULTURAL, HERITAGE, NATURE, AND VOLUNTEER TOURISM  386

TRENDS IN TOURISM AND TRAVEL  387

Summary  390

Key Words and Concepts  391

Review Questions  391

Internet Exercises  391

Apply Your Knowledge  391

Suggested Activities  392

Endnotes  392

Chapter 10	�Recreation, Attractions, and Clubs  395

RECREATION, LEISURE, AND WELLNESS  396

GOVERNMENT-SPONSORED RECREATION  397

National Parks in the United States  398

National Park Management  399

Public Recreation and Parks Agencies  401

COMMERCIAL RECREATION—ATTRACTIONS  402

Theme Parks  402

INTRODUCING WALT DISNEY: A MAN WITH A VISION  405

Magic Kingdom  407

Contents    xiii

A01_WALK2761_07_SE_FM.indd   13 11/20/15   7:56 PM



Epcot  408

Disney’s Hollywood Studios  409

UNIVERSAL STUDIOS  410

SEAWORLD PARKS AND ENTERTAINMENT  412

HERSHEY’S  413

REGIONAL THEME PARKS  414

Dollywood  415

Legoland  415

Gatorland  416

Wet ’n Wild  416

ANIMAL ATTRACTIONS  416

Zoos  417

Aquariums  417

HISTORIC PLACES AND SITES  418

MUSEUMS  420

The Smithsonian Institution  421

The Field Museum, Chicago  421

PERFORMANCE ARTS  421

DESTINATIONS  422

Athens, Greece  422

London  423

Paris  424

Rome  424

MANAGING ATTRACTIONS  425

CLUBS  426

Size and Scope of the Club Industry  427

Club Management  427

Club Management Structure  429

Types of Clubs  433

SUSTAINABLE GOLF COURSE MANAGEMENT  438

NONCOMMERCIAL RECREATION  439

Voluntary Organizations  439

Campus, Armed Forces, and Employee Recreation  441

Recreation for Special Populations  442

TRENDS IN RECREATION AND LEISURE  443

CAREER INFORMATION  444

Theme Parks  444

Clubs  444

xiv    Contents

A01_WALK2761_07_SE_FM.indd   14 11/20/15   7:56 PM



Summary  447

Key Words and Concepts  448

Review Questions  448

Internet Exercises  448

Apply Your Knowledge  448

Suggested Activities  449

Endnotes  449

Chapter 11	 Gaming Entertainment  453

GAMING ENTERTAINMENT  454

HISTORICAL REVIEW OF GAMING ENTERTAINMENT  456

NATIVE AMERICAN GAMING  458

THE CASINO RESORT: A HOSPITALITY BUFFET  459

What Is Gambling?  460

Comps: A Usual Part of an Unusual Business  462

Types of Casino Operations  464

Components of Casino Resorts  466

EVOLUTION OF GAMBLING AND CASINOS  467

WORKING IN A CASINO RESORT  471

Hotel Operations  471

Food and Beverage Operations  471

Casino Operations  471

Retail Operations  472

Entertainment Operations  472

The Mirage Effect  473

SUSTAINABILITY IN GAMING ENTERTAINMENT  474

CAREER INFORMATION  475

TRENDS IN THE GAMING ENTERTAINMENT INDUSTRY  479

Summary  481

Key Words and Concepts  482

Review Questions  482

Internet Exercises  482

Apply Your Knowledge  482

Suggested Activity  482

Endnotes  483

Contents    xv

A01_WALK2761_07_SE_FM.indd   15 11/20/15   7:56 PM



Part IV 	�Assemblies, Events, Attractions, Leadership, 
and Management  485

Chapter 12	� Meetings, Conventions, and Expositions  487

DEVELOPMENT OF THE MEETINGS, CONVENTIONS, AND EXPOSITIONS  

  INDUSTRY  488

SIZE AND SCOPE OF THE INDUSTRY  488

KEY PLAYERS IN THE INDUSTRY  489

Business and Association Conventions and Meetings  490

Destination Management Companies (DMCs)  492

Meeting Planners  493

Service Contractors  494

TYPES OF MEETINGS, CONVENTIONS, AND EXPOSITIONS  497

Meetings  497

Association Meetings  499

Conventions and Expositions  500

Types of Associations  502

HISTORICAL ASSOCIATIONS  503

Types of Historical Associations  503

Types of Meetings  504

Meeting Planning  505

VENUES FOR MEETINGS, CONVENTIONS, AND EXPOSITIONS  513

City Centers  513

Convention Centers  513

Conference Centers  514

Hotels and Resorts  514

Cruise Ships  514

Colleges and Universities  515

SUSTAINABLE MEETINGS, CONVENTIONS, AND EXPOSITIONS  515

CAREER INFORMATION  516

TRENDS IN MEETINGS, CONVENTIONS, AND EXPOSITIONS  517

Summary  521

Key Words and Concepts  521

Review Questions  522

Internet Exercises  522

Apply Your Knowledge  522

Suggested Activity  522

Endnotes  523

xvi    Contents

A01_WALK2761_07_SE_FM.indd   16 11/20/15   7:56 PM



Chapter 13	 Special Events  525

WHAT EVENT PLANNERS DO  527

Event Management  529

The Event-Planning Process  530

CHALLENGES AND TOOLS FOR EVENT PLANNERS AND MANAGERS  533

CLASSIFICATIONS OF SPECIAL EVENTS  534

Corporate Events  535

Association Events  535

Charity Balls and Fundraising Events  536

Social Events  537

Fairs and Festivals  538

Concerts and Sporting Events  538

Mega Sporting Events  539

Where Do Event Planners Work?  541

REQUIRED SKILLS AND ABILITIES FOR EVENT MANAGEMENT  542

Leadership Skills  542

Ability to Communicate with Other Departments  543

Delegating  543

Project Management Skills  543

Negotiating Skills  544

Coordinating and Delegating Skills  546

Budgeting Skills  546

Ability to Multitask  546

Enthusiasm  547

Effective Social Skills  547

Ability to Form Contacts  547

SPECIAL EVENT ORGANIZATIONS  548

International Festivals & Events Association  549

Meeting Professionals International  549

Hospitality Sales and Marketing Association International  550

Local Convention and Visitors Bureaus  550

SUSTAINABILITY IN SPECIAL EVENTS  552

THE SPECIAL EVENTS JOB MARKET  553

TRENDS IN THE SPECIAL EVENTS INDUSTRY  554

Summary  556

Key Words and Concepts  557

Review Questions  557

Internet Exercises  558

Contents    xvii

A01_WALK2761_07_SE_FM.indd   17 11/20/15   7:56 PM



Apply Your Knowledge  558

Suggested Activity  558

Endnotes  558

Chapter 14	 Leadership and Management  561
LEADERSHIP  562

Characteristics and Practices of Leaders  562

Definitions of Leadership  563

Examples of Excellence in Leadership  565

Demands Placed on Leaders  567

HOSPITALITY MANAGEMENT  573

What Is Management?  573

Who Are Managers?  574

Key Management Functions  575

Managerial Skills  576

The Manager’s Changing Role  576

SUSTAINABLE LEADERSHIP  579

DISTINCTION BETWEEN LEADERSHIP AND MANAGEMENT  580

ETHICS  581

Ethical Dilemmas in Hospitality  582

TRENDS IN LEADERSHIP AND MANAGEMENT  584

Summary  587

Key Words and Concepts  587

Review Questions  587

Internet Exercises  588

Apply Your Knowledge  588

Suggested Activity  588

Endnotes  588

GLOSSARY  591

INDEX  599

Credits  613

xviii    Contents

A01_WALK2761_07_SE_FM.indd   18 11/20/15   7:56 PM



 xix

P r e f ace 

Thank you to the professors and students who have used the previous edi-
tions of this text. This new seventh edition of Introduction to Hospitality 
focuses on hospitality operations and has been written in response to pro-
fessors and students who wanted a broader view of the world’s largest in-
dustry. Introduction to Hospitality complements Introduction to Hospitality 
Management and Exploring the Hospitality Industry, also written by John R. 
Walker. Adopters may select the title best suited to their needs. This text of-
fers a comprehensive overview of the industry.

This text is designed for the hospitality management professionals of 
tomorrow. By involving readers in each step of this exciting journey, Intro-
duction to Hospitality invites students to share the unique enthusiasm and 
passion surrounding the hospitality industry. Each chapter has been vetted 
by industry professionals and includes several hands-on examples that help 
students understand the how-to aspects of the hospitality industry.

The primary goals and objectives of this text are to:

•	 Prepare students to advance in their hospitality career by offering a 
foundation of knowledge about the hospitality industry presented 
in a lively, interesting manner with an extensive array of features to 
facilitate the learning process.

•	 Assist students in learning the details of the hospitality industry by 
offering chapters on the operational areas of the industry.

•	 Offer students information on the array of careers available in the 
various segments of the hospitality industry.

•	 Facilitate learning by offering a student-friendly text to students and 
an outstanding instructional package to professors.

Organization of the Text
This seventh edition has been divided into four parts:

Part I	 Introducing Hospitality and Lodging
Part II	 Beverages, Restaurants, and Managed Services
Part III	 Tourism, Recreation, Attractions, Clubs, and Gaming
Part IV	 Assemblies, Events, Attractions, Leadership, and Management

New to this edition:

	 1.	An interesting How To feature added to each chapter that highlights and 
examines an essential function or issue within the Hospitality industry

	 2.	A new section on spas added to Chapter 3
	 3.	A Learning Objective at the beginning of each major section throughout 

a chapter helps focus students in their reading
	 4.	A new case study added to MyHospitalityLab for each chapter
	 5.	Trivia questions added to MyHospitalityLab that are designed to help 

students score better on multiple choice test questions
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New and continuing features include:

	 1.	Revision of each chapter with current facts, figures, new photos, and 
new page layouts

	 2.	Chapter 1: Addition of a section on hospitality in the twenty-first century, 
and an update of the salaries figure

	 3.	Chapter 2: Extension of timeline beyond the year 2000, plus the addition 
of new hotels by price segment, and a revised Focus on Development by 
Dr. Chad Gruhl

	 4.	Chapter 6: Reduced “The Restaurant Business” chapter by removing ma-
terial related to developing a restaurant

	 5.	Updated Corporate, Personal, and “Day in the Life . . . ” profiles in each 
chapter

	 6.	Case Studies: Updated questions for each chapter case available via 
MyHospitalityLab

	 7.	Added insights by Dr. Greg Dunn to the Trends section of each chapter
	 8.	New Technology Spotlight sections in relevant chapters
	 9.	“Sustainability” section as it relates to the hospitality industry added to 

every chapter
	10.	A Check Your Knowledge feature throughout each chapter aids in check-

ing reading comprehension of learning objectives
	11.	Key words and concepts set in boldface in text, listed at the ends of 

chapters, and defined in the Glossary
	12.	Review Questions
	13.	Internet Exercises
	14.	Apply Your Knowledge questions
	15.	Summaries at the ends of chapters that correspond to chapter Learning 

Objectives
	16.	Suggested Activities

Supplements Package
	 1.	Professional PowerPoint presentation is available online to qualified text 

adopters
	 2.	Updated Online Test Bank of class-tested questions
	 3.	Online Instructors Manual
	 4.	MyHospitalityLab course

To access supplementary materials online, instructors need to request an 
instructor access code. Go to www.pearsonhighered.com/irc, where you can 
register for an instructor access code. Within 48 hours after registering, you 
will receive a confirming e-mail, including an instructor access code. Once 
you have received your code, go to the site and log on for full instructions on 
downloading the materials you wish to use.

xx    Preface
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 xxi

T o  the    S t u d ent 

Dear Future Hospitality Professional:
This textbook is written to empower you and help you on your way to 

becoming a future leader of this great industry. It will give you an in-depth 
overview of the world’s largest and fastest growing business. Each chap-
ter contains profiles of industry practitioners and leaders, case studies, 
and corporate profiles. Additionally, industry experts speak on their area of 
specialization in focus boxes.

Read the Book
Read and study the text, including the profiles, focus boxes, applications, 
and case studies. Answer the Check Your Knowledge questions and review 
questions. By using the many tools throughout this textbook—including 
boldface key words and concepts—you will be amazed at how much more 
you get out of class by preparing ahead of time.

Use the Resources Accompanying This Book
Make use of the excellent MyHospitalityLab (www.myhospitalitylab.com) 
course with its unique Hospitality and Tourism Interactive Activities, Dynamic 
Study Modules, case studies with graded questions, lecture note PowerPoints, 
and flashcards. By doing so, you will improve your chances of achieving suc-
cess in this class and will find that you enjoy learning.

Success in the Classroom
Faculty constantly say that the best students are the ones who come to class 
prepared. I know that, as a hospitality student, you have many demands 
on your time: work, a heavy course load, family commitments, and, yes, 
fun—plus a lot of reading and studying for your other courses. With these 
thoughts in mind, I tried to make this book as visually appealing, easy, and 
engaging to read and enjoyable as possible.

Wishing you success in your studies and career.

Sincerely,
John Walker D.B.A., CHA., FMP.

Take some time to turn the page and review descriptions of all the features 
and tools in this book and find out how they will facilitate your reading and 
understanding of the concepts. Discover the exciting opportunities in the 
numerous and varied segments of the hospitality industry.
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Boxed Features Connect  
You to the Real World
These boxed features introduce you to real people who describe their experi-
ences on the job in the world of hospitality management.

Introducing . . . and A Day in the Life of . . .

78  PArT i Introducing Hospitality and Lodging

this, resorts often use a cyclical menu that repeats itself every 14–21 days. 
Also, they provide a wide variety and number of dishes to stimulate interest. 
Menus are now more health conscious—lighter and low in saturated fats, 
cholesterol, salt, and calories. 

 The food needs to be presented in a variety of ways. Buffets are popular 
because they give guests the opportunity to make choices from a display 
of foods. Barbecues, display cooking, poolside dining, specialty restaurants, 
and reciprocal dining arrangements with nearby hotels give guests even 
more options. 

 With increased global competition, not only from other resorts but also 
from cruise lines, resort managers are challenged to both attract guests and 
to turn those guests into repeat business, which traditionally has been the 
foundation of resort viability. 

 To increase occupancies, resorts have diversified their marketing mix to 
include conventions, business meetings, sales meetings, incentive groups, 
sporting events, additional sporting and recreational facilities, spas, adven-
ture tourism, ecotourism, and more. 

 Because guests are cocooned in the resort, they expect to be pampered. 
This requires an attentive, well-trained staff; hiring, training, and retaining a 
competent staff present a challenge in some remote areas and in developing 
countries. 

 There are a number of benefits to operating resorts. The guests are much 
more relaxed in comparison to those at transient hotels, and the resorts are 
located in scenically beautiful areas. This frequently enables staff to enjoy 
a better quality of life than do their transient hotel counterparts. Returning 
guests tend to treat associates like friends. This adds to the overall party-like 
atmosphere, which is prevalent at many of the established resorts.   

 To most, “making it big” seems like a regular statement and a task easily achieved. To Valerie 
Ferguson, well, it comes with a lot of work, dedication, and heart. She speaks often about seizing 
opportunities and adding self-interest to what you do for your career. 

 For this African American woman, life wasn’t always easy. As the managing director of Loews 
Philadelphia Hotel and regional vice president of Loews Hotels, she had a lot to say about what 
got her to where she is now. 

 One of her most important role models was her father, Sam Ferguson. She says, “My father 
and I had a great relationship in which he supported me, but in which he never put any images in 
front of me about what I should shoot for.” 

   i N T r o d u C i N G  V A L E r i E  f E r G u S o N 

 Senior Vice President, Operations, Denihan Hospitality Group and 
Past Chair of the American Hotel & Lodging Association    
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   A  d AY  i N  T H E  L i f E  o f  d E N N Y  B H A K T A 

 Revenue Manager, Hilton Hotels San Diego   

         Revenue management is a strategic function in maximizing room revenue (REV PAR) along with 
growing market share. REV PAR and market share are the two primary barometers used in the 
industry to grade a revenue manager’s competency. It is essential for revenue managers to have 
a system in place for daily business reviews to formulate winning strategies. Daily duties include: 

1.     Analyzing Data: A revenue manager must develop a reporting system for daily monitoring. 
In recent years, the larger hotel brands have developed proprietary revenue management 
systems that provide on-demand reporting of historical data, future position, and the ability 
to apply real-time pricing changes to future nights. Understanding past performance can un-
cover various business trends over high and low demand periods. It is critical to understand 
the effectiveness of previous pricing strategies to better position the hotel on future nights. 

  The general public can view rates and book rooms up to 365 days into the future. Therefore, the revenue 
manager must monitor daily pickup in reservations and regrets for future nights and make necessary ad-
justments to enhance speed to market. Each hotel will have different booking windows (or lead times) for 
their transient and group business. For example, the San Diego market has a majority of transient book-
ings that occur within 120 days to arrival, whereas the group business is booked many months out, and in 
some cases several years in advance. The primary booking window must be analyzed on a daily basis and 
adjusted accordingly. The longer booking windows can be analyzed periodically with the director of sales 
to equip the Sales team with rates to book group business based on the hotel’s revenue goals.  

2.   Mix of Business Assessment: Finding the right balance of occupancy and ADR could yield the greatest REV 
PAR and is greatly influenced by the mix of business. It is composed of two primary customer segments: 
Transient (individual travelers for business or leisure) and Groups, which are bookings with 10 more rooms 
per night (i.e., conventions, company meetings, etc.). Hotels can differ with mixes of business based on lo-
cation, number of rooms, and event space. Convention hotels may have a desired mix of 80 percent group 
and 20 percent transient to achieve their optimum point of profit, whereas small to midsize hotels may 
have a need for greater transient business, all of which are key factors in formulating effective pricing strat-
egies. Although the majority of group business will be booked further in advance, those rates are also deter-
mined by the revenue manager and director of sales based on historical trends and future business needs.  

3.   Competitor Analysis: It is always valuable to know what the competition is doing. Revenue manage-
ment is part science and part craft. With the advancement in technology, companies such as Smith 
Travel Research and The Rubicon Group have created essential tools that allow hoteliers and revenue 
managers to determine their position in the marketplace. Smith Travel Research produced the STAR 
report that is routed on a weekly and monthly basis. This report allows a hotel to choose a competitive 
set, which then compares the hotel’s actualized results by segment versus the competitive set, resulting 
in market share indexes for occupancy, ADR, and REV PAR. Although it is every hotel’s goal to capture 
fair market share (dollar for dollar), it is a greater priority to gain share by outperforming the competi-
tion. The Rubicon Group created a “Market Vision” tool that provides competitors’ rates and occupancy 
levels up to 365 days into the future, which can determine peaks and valleys in market demand.  

4.   Distribution Channels: It is crucial to know where the business is coming from, and how to increase pro-
duction from the right channels. Most hotel brands have a central reservations system, which is powered 
by their Web site and land-based call centers. In addition, there are thousands of travel agencies that 

(continued)

You’re introduced to industry practitioners’ careers, the issues and chal-
lenges they encounter, and their achievements and contributions. These fea-
tures give a “from-the-heart,” up-close and personal view of their work. From 
dreams to reality—follow the career path to success for industry leaders and 
learn from their experiences.

xxii    To the Student
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   C o r P o r A T E  P r o f i L E 

 Wyndham Worldwide—A Collection of Hotel Brands    

 Wyndham Hotels and Resorts, Wyndham Grand Ho-
tels and Resorts, Wyndham Garden, Days Inn, Howard 
Johnson, Ramada, Knights Inn, Super 8, Travelodge, 
Baymont Inns & Suites, Microtel Inns and Suites, Haw-
thorn Suites, Wingate by Wyndham, TRYP by Wynd-
ham, Dream Hotels, and Night Hotels, totalling more 
than 7,340 hotels in 66 countries.  12   

 As a franchisor, the company licenses the owners and 
operators of independent businesses to use Wyndham 
brand names, without taking on big business risks and 
expenses. Wyndham does not operate hotels, but instead 
provides coordination and services that allow franchisees 
to retain local control of their activities. At the same time, 
franchisees benefit from the economies of scale of widely 
promoted brand names and well-established standards of 
service, national and regional direct marketing, co-market-
ing programs, and volume purchasing discounts. 

 All brands share extensive market research, use proprietary reservation systems and a room inventory track-
ing system, which is extremely technology intensive and eliminates waste. By monitoring quality control and 
extensively promoting the brand names, Wyndham offers its independent franchise owners franchise fees that 
are relatively low compared to the increased profitability they gain. 

 Through franchising, the company limits its own risks and is able to keep overhead costs low. Wyndham also 
limits the volatility in the business as best as they can because fees come from revenue, not the franchisee’s 
profitability. A further advantage of being a franchiser of such dimension is that the company is even more pro-
tected from the cyclical nature of the economy than are other franchise ventures. 

 Wyndham Vacation Ownership is the largest vacation ownership business when measured by the number of 
vacation ownership interests. Wyndham Vacation Ownership develops, markets, and sells vacation ownership 
interests and provides consumer financing to owners through its three primary consumer brands: Wyndham 
Vacation Resorts, WorldMark by Wyndham, and Wyndham Vacation Resorts Asia Pacific.  13   

 Wyndham Vacation Ownership has developed or acquired approximately 185 vacation ownership resorts 
throughout the United States, Canada, Mexico, the Caribbean, and the South Pacific that represent approximately 
23,000 individual vacation ownership units and more than 900,000 owners of vacation ownership interests.  14   

 Wyndham Exchange and Rentals helps to deliver vacations to more than 3.7 million members in approxi-
mately 100 countries. Wyndham provides exclusive access for specified periods to more than 106,000 vacation 
properties, including vacation ownership condominiums, traditional hotel rooms, villas, cottages, bungalows, 
campgrounds, city apartments, second homes, fractional resorts, private residence clubs, condominium hotels, 
and yachts. With a portfolio of more than 30 brands, Wyndham delivers unique vacation experiences to over four 
million leisure-bound families each year.  15   

 Wyndham has been named to the Diversity Inc. 25 noteworthy companies that are raising diversity manage-
ment leaders. Wyndham has also been ranked among the best 100 greatest companies in America by  Newsweek  
magazine, who also ranked Wyndham among the top 100 greenest companies in America. 

    

Corporate Profiles
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   f o C u S  o N  r o o M S  d i V i S i o N 

 Rooms Division with Charlie Adams   

         From the early days of primitive inns to our modern super hotels, like the Izmailovo Hotel with 
7,500 rooms in Moscow, employees are the crucial ingredient to hotel or motel success. Even with 
extraordinary advances in technology and the globalization of lodging in the twenty-first century, 
lodging remains fundamentally a people business and it is the employees who are responsible for 
the appearance, image, and reputation of a lodging facility. 

 The rooms division is considered the “center” of hotel activity because it is accountable for rev-
enue, customer service, and departmental forecasting. Room sales are the primary source of  income 
for most hotels and almost 100 percent of the revenue for many select service or budget hotels. 
The rooms division has the most guest contacts because it is comprised of reservations, front office, 
housekeeping, and uniformed services. The reservations department provides the needed accurate 
information for other departments to use to forecast for upcoming events and guest needs along 
with scheduling the proper staffing levels in the hotel. 

 Starting your career in the rooms division of a hotel is an exciting, demanding, and rewarding experience. You 
will be part of a team whose overall responsibility is the well-being of guests and ensuring that their expecta-
tions are met and that they have a memorable experience. As a rooms division employee you will be part of 
several interconnected functions that include: front desk, housekeeping, reservations, concierge, guest services, 
security, and communications. The following are some important tips for success in fulfilling the company’s 
promise to each guest: 

    Front Desk    Here is where the first and last impressions are always made! At the front desk it is important to 
be personable, confident, and patient because your guests will vary in temperament, needs, and expectations. 
Always remember a friendly, calm, and positive attitude are your best tools even in trying situations. Multitask-
ing becomes an art form at the front desk, calling upon all of your communication, typing, and computer skills.  

   Housekeeping    Perception is reality and cleanliness is always at the top of a guest’s expectations. In house-
keeping it is the attention to details, the eye for the out of place, the worn or frayed that keeps it real for guests. 
It is a demanding work area with much physical labor that is essential to guest satisfaction. Your work is done 
mostly behind the curtain, out of guest view, but noticed and appreciated when they enter to fresh towels, a 
made bed, and a flawlessly clean room. This is where you should start your lodging management career because 
it is the most demanding and least popular department among new hospitality graduates, and yet it is the best 
training ground for early lodging management success!  

   Reservations    How do you convey a smile over the phone? You must do so as you begin the process of the 
guest cycle. Reservations calls for total command of the keyboard, awareness of hotel revenue goals, upcoming 
events, room availability, but above all listen, truly  listen , to the guest so you can match their requests with the 
hotel’s services. The promise begins with you and you must never write a check that the front desk can’t cash at 
check-in.  

   Concierge    A job that calls for diplomacy, ability to wheel-n-deal, and just a touch of magic. Your role is to 
accommodate the guest needs during their stay. It calls for an encyclopedic memory of restaurants, theater 
offerings, key points of interest, and current city events. The ability to develop a vast network of connections 
throughout the hospitality community in your area is essential to serve your guests and see to their every wish. 
Your reward as a successful concierge is that no two days are ever the same and there are always new and dif-
ferent challenges, opportunities, and rewards.  

Chapter 1 Introducing Hospitality  11

Only one speaker said, “You must be nuts if you want to work in this indus-
try”—of course, he was joking! But there are some realities you need to 
be aware of, and they are discussed in the section titled, “Characteristics of 
the Hospitality Industry,” found later in this chapter. Many examples exist 
of people graduating and being offered positions that enable them to gain 
a good foundation of knowledge and experience in the industry. Possible 
career paths are illustrated in   Figure    1–1      . In most cases, it does not take long 
for advancement opportunities to come along. Let’s begin our journey with a 
look at  service spirit , which plays a crucial role in the success of our indus-
try, no matter what your position or title.  

 Ever think about why Marriott International is so successful? Well, one of 
the reasons is given by Jim Collins writing in the foreword of Bill Marriott’s 
book,  The Spirit to Serve: Marriott’s Way . Collins says Marriott has  timeless core 
values and enduring purpose , including the belief that its people are number 
one: “Take care of Marriott people and they will take care of the guests.” Also, 
Marriott’s commitment to continuous improvement and good old-fashioned 
dedication to hard work, and having fun while doing it, provide a foundation 
of stability and enduring character. Collins adds that Marriott’s core purpose—
making people away from home feel that they are among friends and are 
really wanted—serves as a fixed point of guidance and inspiration. 

   H o W  T o  G E T  A  S T E P  A H E A d  i N  T H E  i N d u S T r Y   

  Courtesy of James McManemon, M.S., University of South Florida 
Sarosta—Manatee  

 Josh Medina, who recently earned his degree in hospitality management at the University of South Florida, recog-
nized at the outset that for the majority of department management positions prior experience working in lower-
level and/or supervisory positions is necessary, while moving into upper-management positions beyond, would 
require both experience in lower-level positions, plus an undergraduate and/or graduate degree (a business-related 
or hospitality degree is ideal) as well. Josh’s choice was to study hospitality management as an undergraduate, 
and work nights as a server/bartender at a fine-dining restaurant. After a single year at this night job, Josh was 
promoted to head-server, which allowed him to train new servers, expedite food, assist with making schedules, 
and manage payroll. Upon graduation, Hyatt Regency in Sarasota, Florida, hired him as assistant restaurant man-
ager. Though Josh had no prior experience as a restaurant manager, his experience working as a head-server and 
bartender, combined with his educational knowledge of management, gave him the necessary tools to get a step 
ahead in his career immediately after graduating. Next for Josh, who has ambitions of hotel manager, regional 
vice president, or any position that requires significant strategic management, long-term planning, and top-notch 
leadership/management skills, is a post-graduate degree in a business-related or hospitality field. Josh remarks, “It 
may take longer than two years since I am going to school part time, while working full time, but it will be worth it 
in the long run.”  

Learn about the practices, growth, and scope of leading corporations and orga-
nizations. For example, Marriott International did not start out as a multibillion-
dollar company; the company began as a nine-seat root beer stand in 1927.

Focus on . . .

Written by contributing expert authors, these boxes offer unique personal 
perspectives on chapter topics.

How To . . .

To the Student    xxiii
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This feature focuses on a specific issue related to a central function within 
various sectors of the hospitality industry and how that issue was (or might 
be) addressed and resolved.
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v
   T E C H N o L o G Y  S P o T L i G H T 

 Hotel Information Technology   

         “Home away from home!” This is how we would like to express what hotels mean to our guests. For this to 
happen, we must provide technologies that guests use at home. Of course, the main purpose of the guestroom 
has never changed: to provide a clean, safe place to spend the night. In 1970, for the first time, hoteliers 
put ice-cube makers and small refrigerators inside the guestroom. In the beginning, not all rooms had these 
amenities. Usually, those rooms that had these special amenities were charged more than the other rooms. In 
1972, the first models of telephone systems were introduced to the guestroom. In those days, there was only 
one telephone line for the entire hotel; therefore, guests sometimes waited long hours before they could place 
a call. In 1975, after color TV was well established in homes, hotels started to offer it. In the beginning, some 
hotels advertised that they had color TV to differentiate themselves from the competition and charged extra 
for rooms with TV. In 1980, the Hotel Billing Information System (HOBIS) was introduced. In 1981, it became 
legal for hotels to profit from phone calls. This is when call accounting systems exploded in the hotel industry. 
In 1986, electronic door-keys were introduced, increasing the security and the convenience of guests. Interface 
between TV systems and property management systems were established in 1990 so that the guests could see 
their bills through the TV. With that, in 1993, guests were able to check out from their room by using the TV. 
In 1995, high-speed Internet access was available in hotel rooms. After 2000, hotels started to use Voice over 
Internet Protocol (VoIP) phoning systems, high-definition TV, wireless Internet access, interactive entertainment 
systems, smart-energy management systems, and many other systems. 

 In today’s modern hotel rooms, it is possible to see the following technologies that make the guest stay 
a more comfortable one: (1) electronic locking system, (2) energy management and climate control systems, 
(3) fire alarm and security systems, (4) in-room minibars, (5) in-room safe boxes, (6) guestroom phone systems, 
(7) voice-mail/wake-up systems, (8) in-room entertainment systems, (9) guestroom control panels, and (10) self 
check-in/check-out systems. 

 Let’s look into the future to see what the guestroom might look like: 
 You just booked a hotel room from your smartphone with a voice command. When you go to check in to 

the hotel, you see that check-in desk is replaced with a “hospitality desk.” As soon as you arrive at the hotel, 
your phone is showing you a map of the hotel rooms, asking you to make a choice. Once you make your choice, 
your phone becomes your electronic key card. When you wave your phone, the door opens and the 100-per-
cent sustainable room welcomes you with your preferred wall color (thanks to nanopaint) and your favorite 
song. When you turn on the TV with your voice command, you see your favorite and local TV channels (thanks 
to Internet TV) and your video library from your home phone. The picture frame shows the pictures from your 
Facebook page. Your sheets and towels will be changed based on “green” preferences, such as to change the 
bed sheets and towels every three days and bring the temperature of the room 10 degrees down or up based 
on the season when you are not in the room. When you need help, you connect to a virtual concierge to get 
any kind of information about the hotel and the area. The wardrobe door generates power when you open 
and close the door for lighting. When you use the restroom, the smart toilet checks your health and sends 
you a digital report to your e-mail. Does this sound like a nice dream? Actually, this is a description of a next-
generation hotel. 
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   Trends in Hotel and Rooms 
Division Operations  
  Courtesy of Dr. Greg Dunn, Senior Lecturer & Managing Director,  University 
of Florida, Eric Friedheim Tourism Institute.  

•     Diversity of work force.    All the pundits are projecting a substantial 
 increase in the number of women and minorities who will not only be 
taking hourly paid positions, but also supervising and management 
 positions as well.  

•    Increase in use of technology.    Reservations are being made by individu-
als over the Internet. Travel agents are able to make reservations at 
more properties. There is increasing simplification of the various PMSs 
and their interface with POS systems. In the guest room, increasing 
demand for high-speed Internet access, category 5 cables, and in some 
cases equipment itself is anticipated.  

•    Continued quest for increases in productivity.    As pressure mounts from 
owners and management companies, hotel managers are looking for 
 innovative ways to increase productivity and to measure productivity by 
sales per employee.  

•    Increasing use of revenue management.    The techniques of revenue 
management will increasingly be used to increase profit by effective 
pricing of room inventory.  

•    Greening of hotels and guest rooms.    Recycling and the use of envi-
ronmentally friendly products, amenities, and biodegradable deter-
gents will increase. Energy management technology is used for the 
reduction of energy costs by setting back temperature and shutting 
off power in vacant rooms through control sensors that regulate the 
HVAC system.  17    

•    Security.    Guests continue to be concerned about personal security. 
 Hotels are constantly working to improve guest security. For example, 
one hotel has instituted a women-only floor with concierge and security. 
Implementation of security measures will increase.  

•    Diversity of the guest.    More women travelers are occupying hotel rooms. 
This is particularly a result of an increase in business travel.  

•    Compliance with the ADA.    As a result of the Americans with Disabili-
ties Act (ADA), all hotels must modify existing facilities and incorporate 
design features into new constructions that make areas accessible to 
persons with disabilities. All hotels are expected to have at least four 
percent of their parking space designated as “handicapped.” These 
spaces must be wide enough for wheelchairs to be unloaded from a 
van. Guest rooms must be fitted with equipment that can be manipu-
lated by persons with disabilities. Restrooms must be wide enough to 
accommodate wheelchairs. Ramps should be equipped with handrails, 
and meeting rooms must be equipped with special listening systems for 
those with hearing impairments.  

Here you’ll learn about the wide variety of technological processes, systems, 
and products used within the hospitality industry.

Timelines
Trends

Dr. Greg Dunn has revised and updated the Trends section in each chapter 
to give you an up-to-date and realistic picture of factors currently shaping 
the future of that segment of the industry.

xxiv    To the Student
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     Summary   

1.    A big hotel is run by a general manager 
and an executive committee, which is rep-
resented by the key executives of all the 
major departments, such as rooms division, 
food and beverage, marketing, sales, and 
human resources.  

2.   The general manager represents the hotel 
and is responsible for its profitability and 
performance. Because of increased job 
consolidation, he or she also is expected to 
attract business and to empathize with the 
cultures of both guests and employees.  

3.   The rooms division department consists of 
front office, reservations, housekeeping, con-
cierge, guest services, and communications.  

4.   The front desk, as the center of the hotel, 
sells rooms and maintains balanced guest 
accounts, which are completed daily by 
the night auditor. The front desk constantly 
must meet guests’ needs by offering ser-
vices such as mailing, faxing, and mes-
sages.  

5.   PMSs, centralized reservations, and yield 
management have enabled hotels to work 
more efficiently and to increase profitability 
and guest satisfaction.  

6.   The communications department, room 
service, and guest services (such as door 
attendants, bellpersons, and the concierge) 
are vital parts of the personality of a hotel.  

7.   Housekeeping is the largest department of 
the hotel. The executive housekeeper is in 
charge of inventory, cleaning, employees, 
and accident and loss prevention. The laun-
dry may be cleaned directly in the hotel or 
by a hired laundry service.  

8.   The electronic room key and closed-circuit 
television cameras are basic measures 
provided to protect the guests and their 
property.  

9.   Spas are now a popular feature of many 
U.S. hotels, offering a variety of beauty 
treatments, exercise equipment, and other 
means for guest relaxation.    

 It is no secret that in all hotels the director of housekeeping must be able to react quickly and 
efficiently to any unexpected circumstances that arise. Stephen Rodondi, executive house-
keeper at the Hyatt Regency La Jolla usually starts his workday at 8:00  A.M.  with a department 
meeting. These morning meetings help him and the employees to visualize their goals for the 
day. On this particularly busy day, Rodondi arrives at work and is told that three housekeep-
ers have called in sick. This is a serious challenge for the hotel because it is overbooked and 
has all its 400 rooms to service. 

    discussion Question   
1.     What should Stephen do to maintain standards and ensure that all the guest rooms are 

serviced?     

   Source:  Courtesy of Stephen Rodondi, Executive Housekeeper, Hyatt Regency La Jolla, CA.  

   C A S E  S T u d Y 

 Overbooked: The Housekeeping Perspective   
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    Review Questions   

    Key Words and Concepts   

    application service provider (ASP)   
   average daily rate (ADR)   
   call accounting systems (CAS)   
   catastrophe plans   
   central reservation office (CRO)   
   central reservation system (CRS)   
   city ledger   
   concierge   
   confirmed reservations   
   cost centers   
   daily report   
   Employee Right to Know   
   executive committee   
   global distribution systems (GDS)   

   guaranteed reservations   
   night auditor   
   Occupational Safety and Health Administration 
 (OSHA)   
   productivity   
   property management systems (PMS)   
   revenue management   
   revenue centers   
   revenue per available room (REV PAR)   
   room occupancy percentage (ROP)   
   room rates   
   rooms division   
   uniformed staff   
   yield management     

 1.     Briefly define the purpose of a hotel. Why 
is it important to empathize with the cul-
ture of guests?   

 2.    List the main responsibilities of the front-
office manager.   

 3.    What are the advantages and disadvantages 
of yield management?   

 4.    Why is the concierge an essential part of 
the personality of a hotel?   

 5.    Explain the importance of accident and 
loss prevention. What security measures 
are taken to protect guests and their 
property?     

    Internet Exercises   

1.     Organization:  Hyatt Hotels Corporation  
   Summary: Hyatt Hotels Corporation is a 
multibillion-dollar hotel management com-
pany. Together with Hyatt International, 
the company has about eight percent of 
the hotel industry market share. Hyatt is 
recognized for its decentralized manage-
ment approach, in which general managers 
are given a great deal of the management 
decision-making process.  
  Click the “About Hyatt” tab, and click “Ca-
reers” under the “For Job Seekers” section. 
Click on “University Recruiting,” and then 
click on “Mgmt Training Program” to learn 
more about this program that Hyatt offers. 

(a)    What is Hyatt’s management training 
program?  
(b)   What requisites must applicants meet 
to qualify for Hyatt’s management train-
ing program?       

 2.    Organization:   Hoteljobs.com   
   Summary:  Hoteljobs.com  is a Web site that 
offers information to recruiters, employers, 
and job seekers in the hospitality industry. 

(a)    What different jobs are being offered 
under “Job Search,” and which one, if 
any, interests you?  
(b)   Post your résumé online.         

In this edition, you will find a new case study written for each chapter—
all based on industry scenarios. You will be challenged to test your skills 
and knowledge as you address and recommend appropriate actions in each 
situation.

Internet Exercises

Surf the Internet to uncover answers to specific hospitality questions. The 
Internet Exercises challenge you to learn more and prepare you for a career 
in this fascinating industry.

To the Student    xxv
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    Apply Your Knowledge   

1.     If you were on the executive committee of 
a hotel, what kinds of things would you be 
doing to ensure the success of the hotel?   

2.    Your hotel has 275 rooms. Last night, 198 
were occupied. What was the occupancy 
percentage?     

    Suggested Activities   

1.     Go to a hotel’s Web site and find the price 
of booking a room for a date of your choice. 
Then, go to one of the Web sites ( Hotels

.com ,  Expedia ,  Travelocity , etc.) that “sell” ho-
tel rooms and see how the price there com-
pares with the price on the hotel’s Web site.     

    Endnotes   
1.      James E. McManemon, General Manager The Ritz-

Carlton Sarasota, address to University of South 
Florida students, March 26, 2010.  

2.     Richard A. Wentzel, “Leaders of the Hospitality 
Industry or Hospitality Management,”  An Introduc-
tion to the Industry , 6th ed. (Dubuque, IA: Kendall/
Hunt, 1991), 29.  

3.     Allen Brigid, “Ritz, César Jean (1850–1918),” 
  Oxford Dictionary of National Biography  (Oxford: 
Oxford University Press, 2006).  

4.     William F. Ashburner, “Escoffier, Georges Auguste 
(1846–1935),”  Oxford Dictionary of National Biog-
raphy  (Oxford: Oxford University Press, 2006).  

5.     Donald E. Lundberg,  The Hotel and Restaurant 
Business , 4th ed. (New York: Van Nostrand Rein-
hold, 1984), 33–34.  

6.     Personal conversation with Rollie Teves, July 20, 
2014.  

7.     Personal correspondence with Jay R. Schrock, 
Ph.D., Dean, School of Hotel and Restaurant Man-

agement, University of South Florida, Sarasota-
Manatee, January 18, 2011.  

8.     STR Global,  Products ,  http://www.strglobal.com , 
click on Products (March 3, 2011).  

9.     Personal conversation with Bruce Lockwood, 
March 16, 2006.  

10.     WebMD,  www.webmd.com , search for “ayurvedic 
treatments” (February 9, 2015).  

    Susan Patel,  Triple Bottom Line and Eco-
Efficiency: Where to Start? , EcoGreenHotel, 
 www.ecogreenhotel.com/ , click on Contact, click 
on Blog, and then search for “Triple Bottom Line” 
to view this article, (accessed February 26, 2015).  

11.     Ibid.  
12.     Scott Parisi, CHA and Ray Burger, CHA, “Green 

Hotel Certification Programs Snowball, Sparks 
Confusion,”  Sustainable Travel , January 19, 2010, 
 http://blog.sustainabletravel.com , search for 
“Green Hotel Certification Programs Snowball” 
(February 26, 2015).  
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 Rooms Division       

       L E A r N i N G  o B J E C T i V E S   

 After reading and studying this chapter, you should be able to: 

•    Outline the duties and responsibilities of key executives and 
department heads.  

•   Draw an organizational chart of the rooms division of a hotel 
and identify the executive committee members.  

•   Describe the main functions of the rooms division departments.  

•   Describe property management systems and discuss yield 
management.  

•   Calculate occupancy percentages, average daily rates, and 
actual percentage of potential rooms revenue.  

•   Outline the importance of the reservations and guest services 
functions.  

•   List the complexities and challenges of the concierge, 
housekeeping, and security/loss prevention departments.     

Apply the knowledge and skills learned in each chapter to real-life industry 
topics.

Important Memory Tools
Learning Objectives

270  PArT ii Beverages, Restaurants, and Managed Services

     Front of the House  
 Restaurant operations are generally divided between what is commonly 
called  front of the house  and  back of the house . The front of the house 
includes anyone with guest contact, from the hostess to the busser. The 
sample organization chart in   Figure    7– 1   shows the differences between the 
front- and back-of-the-house areas. 

 The restaurant is run by the general manager, or restaurant manager. 
 Depending on the size and sales volume of the restaurant, there may be 
more managers with special responsibilities, such as kitchen manager, bar 
manager, and dining room manager. These managers are usually cross-
trained to relieve each other. 

 In the front of the house, restaurant operation begins with creating and 
maintaining what is called  curbside appeal , or keeping the restaurant look-
ing attractive and welcoming. Ray Kroc of McDonald’s once spent a couple 
of hours in a good suit with one of his restaurant managers cleaning up the 
parking lot of one of his restaurants. Word soon got around to the other 
stores that management  begins  in the parking lot and  ends  in the bathrooms. 
Most restaurant chains have checklists that each manager uses. In the front 
of the house, both the parking lot and any greenery, walkways, and steps 
need to be maintained well. As guests approach the restaurant, hostesses 
may hold the door open and welcome them to the restaurant or greet them 
upon entry. At the 15th Street Fisheries restaurant in Ft. Lauderdale, Florida, 
hostesses welcome the guests by assuring them that “we’re glad you’re here!” 

 Once guests are inside, the  host/hostess , or as TGI Fridays calls him 
or her, “smiling people greeter” (SPG), greets the guests appropriately, and, 
if seating is available, escorts them to a table. If there is a wait, the host/ 
hostess will take the guests’ names and ask for their table preference. 

 Aside from greeting the guests, one critical function of the host/ hostess 
is to rotate arriving guests among the sections or stations. This ensures 
an even and timely distribution of guests—otherwise one section may get 

    LEARNING OBJECTIVE   1 
Describe a restaurant’s front of 
the house.   

General Manager

Kitchen Manager

Back of the House

cooks
prep cooks
expediter
receiving
dishwashing

Bar Manager Dining Room Manager

Front of the House

Opening and Closing Managers

bar-backs
bartenders
cocktail servers

host/hostess
bussers
servers

      figure    7– 1  •           Restaurant Organization Chart.   
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Helping students keep track of and focus on the essential information they 
must take away from each chapter is an essential pedagogical tool. In this 
edition, a bulleted list of Objectives is featured on the opening page of each 
chapter, thus providing a “heads up” with regard to chapter coverage and 
organization; however, in this new edition, you also will be reminded of 
the relevant objective to be covered in each major section by a numbered 
Learning Objective to help you focus and organize your thoughts as you 
read through the chapter. Ultimately this feature provides a map of what you 
need to know after studying the chapter and doing the exercises, case ques-
tions, and Apply Your Knowledge questions.

Check Your Knowledge

Every few pages, the Check Your Knowledge section helps you review and 
reinforce the material that has just been covered.

Chapter Summary
The chapter summary highlights the most important points in the chapter. 
It provides a brief review of the chapter and reinforces the main terms, con-
cepts, and topics.

Key Words and Concepts
Highlighted in bold with easy-to-understand definitions in the Glossary, the 
key words and concepts help you recall the importance of and meaning of 
these important terms. Master the key words and concepts of the text and 
improve your test scores.

Review Questions
By answering these review questions, you will reinforce your mastery of the 
materials presented in the text and most likely improve your test scores.
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    ▶ Check Your Knowledge   

1.     What is the role of the general manager?   

 2.    What topics do the members of an executive committee usually address 
in their weekly meetings?       

   The Departments  
 In larger hotels, the rooms division has several departments that all work to-
gether to please guests. In midsize and smaller properties, those departments 
may be reduced in size and number, but they still need to serve guests. 

     rooms division  
 The rooms division director is held responsible by the GM for the efficient 
and effective leadership and operation of all the rooms division departments. 
They include concerns such as the following: 

•    Financial responsibility for rooms division  

•   Employee satisfaction goals  

•   Guest satisfaction goals  

•   Guest services  

•   Guest relations  

•   Security  

•   Gift shop   

 The  rooms division  consists of the following departments: front office, 
reservations, housekeeping, concierge, guest services, security, and commu-
nications.   Figure    3– 2   shows the organizational chart for a 300-plus-room ho-
tel rooms division. 

 The guest cycle in   Figure    3– 3   shows a simplified sequence of events that 
takes place from the moment a guest calls to make a reservation until he or 
she checks out. 

     front office  
 The front-office manager’s (FOM) main duty is to enhance guest services by 
constantly developing services to meet guest needs. An example of how some 
FOMs enhance guest services is to have a guest service associate (GSA) greet 
guests as they arrive at the hotel, escort them to the front desk, and then 
personally allocate the room and take the guest and luggage to the room. 
This innovative way of developing guest services looks at the operation from 
the guest’s perspective. There is no need to have separate departments for 
doorperson, bellperson, front desk, and so on. Each guest associate is cross-
trained in all aspects of greeting and rooming the guest. This is now being 

   LEARNING OBJECTIVE 3   
   Describe the main functions 
of the rooms division 
departments.   

To the Student    xxvii
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Visuals

Figure 1–1 • A Possible Career Path in the 
Hospitality Industry. Is Education Worth 
It? You Bet! Just Think—Over a Career, the 
Difference in Salary between an Associate 
and a Bachelor’s Degree is $500,000. Yes, 
That’s Half a Million Bucks!
(Source: U.S. Census Bureau Average Lifetime Earnings—
Different Levels of Education.)

Senior
Executive

General Manager/
Director

Division Manager/
Director

Department
Manager

Department
Assistant Manager

Management
Training Program/
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work experience

University
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Supervisor

College Associates
Degree Courses
and Part-Time
Employment

Hourly Paid
Entry Level

Supervisor
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High School
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Travel

Lodging

Restaurants and
Managed Services

Recreation
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                                     Restaurants
  

Managed
Services

Cruise ships
Rail

Coach
Automobile

Recreation
Parks

Gaming
Attractions

Ecotourism

 Meetings

Conventions

Expositions

Assembly and Event
Management

Motels

Resorts

Figure 1–2 • Scope of the Hospitality and Tourism Industries.
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Figure 1–3 • The Interrelated Nature of 
Hospitality, Travel, and Tourism.

The interrelated nature of hospitality and 
tourism means that we could fly here, stay in a 
hotel, and eat in a restaurant.

Color format with lively photographs, drawings, and tables maintain your 
interest and provide visual aids to learning.
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Additional Student Resources
MyHospitalityLab, www.myhospitalitylab.com
This online course has been designed specifically to help you review, rein-
force, and apply the concepts presented in the book. This interactive site fea-
tures chapter-specific study modules, case studies with questions, interactive 
activities, and lecture note PowerPoint slides.

Message from John Walker
It is our goal to help you succeed in your career. If you have any sugges-
tions for improving upon the material in the book or in MyHospitalityLab, or 
additional information you would like to see, e-mail me at jwalker@sar.usf 
.edu or johnniewalkergold@hotmail.com.

To the Student    xxix
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C h a p t e r  1

Introducing Hospitality

L e a r n i n g  O b j e c t i v e s

After reading and studying this chapter, you should be able to:

•	Discuss the history of hospitality through the ages.

•	Describe the characteristics of the hospitality industry.

•	Explain corporate philosophy and Total Quality Management.

•	Discuss the many facets of service and why it has become 
such an important part of the hospitality industry.

•	Suggest ways to improve service.

•	Discuss current trends in the hospitality industry.
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4    PART I  Introducing Hospitality and Lodging

Prelude
Interested in a six-figure income? Read on, this book and the hospitality 
industries can take you there. We begin with a brief overview of how we got 
to where we are today.

Hospitality through the Ages1

The concept of hospitality is as old as civilization itself. Its development 
from the ancient custom of breaking bread with a passing stranger to the 
operations of today’s multifaceted hospitality conglomerates makes fascinat-
ing reading, and interesting comparisons can be made with today’s hospital-
ity management.

The word hospitality comes from hospice, an old French word mean-
ing “to provide care/shelter for travelers.” The most famous hospice is the 
Hospice de Beaune in the Burgundy region of France, also called the Hotel 
Dieu or the House of God. It was founded as a charity hospital in 1443 by 
Nicolas Rolin, the Chancellor of Burgundy, as a refuge for the poor.

The hospital is still functioning, partly because of its role in the wine 
world. Throughout the centuries, several Burgundian landowners have 
donated vineyards to the Hospice to help pay for maintaining its costs. Every 
fall, the wines from these vineyards—about a hundred acres of vines—are 
sold at a colorful wine auction on the third Thursday in November, which 
determines the prices for the next year’s Burgundy wines.

Ancient Times
The Sumerians (who lived in what is now Iraq) were the first to record ele-
ments of hospitality in about 4,500 years Before the Common Era (b.c.e.). 

They moved from being hunter-
gatherers to growing crops, which, due 
to surpluses, they were able to trade. 
More time became available for other 
activities such as writing, inventing 
money, creating pottery, making tools, 
and producing beer, which was prob-
ably safer to drink than water! Taverns 
served several beers, and as with today, 
provided a place for locals to relax and 
enjoy each other’s company.

Between 4000 and 2000 b.c.e., 
early civilizations in Europe, China, 
Egypt, and India all had some elements 
of hospitality offerings, such as taverns 
and inns along the roadside.

Famous “Hospices de Beaune” in Burgundy, France.

Learning Objective 1
Discuss the history of 
hospitality through the ages.
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Greece and Rome
Mention of hospitality—in the form of tav-
erns—is found in writings dating back to 
ancient Greece and Rome, beginning with the 
Code of Hammurabi (circa 1700 b.c.e.). The 
Code required owners to report guests who 
planned crimes in their taverns. The penalty 
for not doing so was death, making tavern-
keeping a hazardous occupation. The death 
penalty could also be imposed for watering 
the beer!

Increased travel and trade made some 
form of overnight accommodations an abso-
lute necessity. Because travel was slow and 
journeys long and arduous, many travelers 
depended solely on the hospitality of private 
citizens.2 In the Greek and Roman empires, 
inns and taverns sprang up everywhere. The 
Romans constructed elaborate and well-appointed inns on all the main 
roads. They were located about 25 miles apart. To ensure that fresh horses 
were available for officials and couriers of the Roman government, these 
inns could only be used with special government documents granting per-
mission. By the time Marco Polo traveled to the Far East, there were 10,000 
inns, the best of which were in China.3

Some wealthy landowners built their own inns on the edges of their 
estates. These inns were run by household slaves. Nearer the cities, inns 
and taverns were run by freemen or by retired gladiators who would invest 
their savings in the “restaurant business” in the same way that so many of 
today’s retired athletes open restaurants. The first “business lunch” is reputed 
to have been the idea of Seqius Locates, a Roman innkeeper; in 40 b.c.e. 
Locates devised the idea for ships’ brokers, who were often too busy to go 
home for their midday meals.

Medieval Times
On the European continent, Charlemagne established rest houses for pil-
grims in the eighth century; the sole purpose of several orders of knight-
hood was to protect pilgrims and to provide hospitality for pilgrims on their 
routes. One such rest house, an abbey at Roncesvalles, advertised services 
such as a warm welcome at the door, free bread, a barber and a cobbler, cel-
lars full of fruit and almonds, two hospices with beds for the sick, and even 
a consecrated burial ground.

In 1282, the innkeepers of Florence, Italy, incorporated a guild, or an 
association, for the purpose of business. The inns belonged to the city, which 
sold three-year leases at auction. They must have been profitable, because 
by 1290, there were 86 innkeepers as members of the guild.

The Beautiful Pavilion in Black Dragon Pool Park, 
Lijiang, Yunnan Province China.
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6    PART I  Introducing Hospitality and Lodging

In England, the stagecoach became the favored method of transporta-
tion. A journey from London to the city of Bath took three days, with several 
stopovers at inns or taverns that were also called post houses. Today, the 
journey from London to Bath takes about one and a half hours by car or 
train. As travel and travelers increased during the Middle Ages, so did the 
number of wayside inns in Europe; yet, they were primitive affairs by today’s 
standards. Guests often slept on mattresses in what today would be the inn’s 
lobby. As the quality of the inns improved, more people began to travel. 
Many of the travelers were wealthy people, accustomed to the good life; 
their expectations demanded that inns be upgraded.

In the late sixteenth century, a type of eating place for commoners called an 
ordinary began to appear in England. These places were taverns serving a fixed-
price, fixed-menu meal at a long common table. “Ordinary” diners could not 
be choosy, nor did they often question what they were eating. Frequently, the 
main dish served was a long-cooked, highly seasoned meat-and-vegetable stew. 
Culinary expertise was limited by the availability and cost of certain ingredients. 
Few diners had sound teeth—many had no teeth at all—so the meal had to be 
able to be gummed as well as being edible. Fresh meat was not always available; 
spoiled meat was often the rule rather than the exception. Spices helped not 
only to preserve meat but also to disguise the flavor of gamey or “high” meat.

Coffee Houses
During the sixteenth century, two “exotic” imports began to influence the 
culinary habits of Western Europe: coffee and tea. These beverages, so inte-
grated into the twenty-first century way of life, were once mere curiosities. 
Travelers to Constantinople (now Istanbul, Turkey) enjoyed coffee there and 
brought it back to Europe.

During the seventeenth century, coffeehouses sprang up all over Europe. 
By 1675, the city-state of Venice had dozens of coffee houses, including the 

famous Café Florian on the Piazza San 
Marco, still filled to capacity today. The 
first English coffee house was opened in 
1652. Coffee houses, the social and literary 
centers of their day and the predecessor 
of today’s cafés and coffee shops, served 
another, even more useful (though less 
obvious), purpose: They helped to sober 
up an entire continent.

In a day when water was vile, milk 
dangerous, and carbonated beverages cen-
turies in the future, alcoholic drinks were 
the rule, rather than the exception. Adults 
drank amounts measured in gallons. 
Queen Elizabeth I’s ladies-in-waiting, for 
instance, were allowed a breakfast allow-
ance of two gallons of ale. Drunkenness 
was rampant.

Café Florian, St. Mark’s Square, Venice, Italy.
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Chapter 1  Introducing Hospitality    7

The New World
There is some evidence that a tavern was built in Jamestown, Virginia, during 
the early days of the settlement. It was in Boston where the first “ordinary” 
was recorded—Cole’s Ordinary—in 1663. After Cole’s, the next recorded 
“ordinary” was Hudson’s House, in 1640.4 The Dutch built the first known 
tavern in New York—the Stadt Huys—in 1642. Early colonial American inns 
and taverns are steeped as much in history as they are in hospitality. The 
next year, Kreiger’s Tavern opened on Bowling Green in New York City. 
During the American Revolution, this tavern, then called the King’s Arms, 
became the Revolutionary headquarters of British General Gage.

The even more famous Frauncis Tavern was the Revolutionary headquar-
ters of General George Washington and was the place where he made his 
famous Farewell Address. It is still operating today. As the colonies grew from 
scattered settlements to towns and cities, more and more travelers appeared, 
along with more accommodations to serve them. The inn, tavern, or “ordi-
nary” in the colonies soon became a gathering place for residents, a place 
where they could catch up on the latest gossip, keep up with current events, 
hold meetings, and conduct business. The innkeeper was often the most 
respected member of the community and was always one of its more substan-
tial citizens. The innkeeper usually held some local elected office and some-
times rose much higher than that. John Adams, the second president of the 
United States, owned and managed his own tavern between 1783 and 1789.

The Revolutionary War did little to change the character of these public 
places. They maintained their position as social centers, political gathering 
places, newsrooms, watering holes, and travelers’ rests; now, however, these 
places were going by different names—hotels—that reflected a growing 
French influence in the new nation.

The French Revolution
The French Revolution took place at approximately the same time as the 
American colonies were fighting for their independence. Among many other 
effects, the French Revolution helped to change the course of culinary his-
tory. M. Boulanger, “the father of the modern restaurant,” sold soups at his 
all-night tavern on the Rue Bailleul. He called these soups restorantes 
(restoratives), which is the origin of the word restaurant. One dish was 
made of sheep’s feet in a white sauce, another was boulangere potatoes—
a dish in use today—made of sliced potatoes cooked in stock, which was 
baked in the bread baker’s oven after the bread was done.5

The French Revolution, 1789–1799, changed the course of culinary his-
tory. Because nearly all the best chefs worked for the nobility, who were 
deposed or literally “lost their heads,” the chefs lost their employment. Many 
chefs immigrated to America, especially to New Orleans, a French enclave 
in America. Others scattered throughout Europe or immigrated to Quebec, 
a French-speaking province of Canada. The chefs brought their culinary 
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traditions with them. Soon the plain, 
hearty fare of the British and the primi-
tive cooking of the Americans were 
laced with sauces piquantes (sauces 
having a pleasantly sharp taste or appe-
tizing flavor) and pots au feu (French 
beef stew). In 1784, during a five-year 
period as an envoy to France, Thomas 
Jefferson acquired a taste for French cui-
sine. He later persuaded a French chef 
to come to the White House to lend his 
expertise. This act stimulated interest in 
French cuisine and enticed U.S. tavern 
owners to offer better quality and more 
interesting food.

Over time, New Orleans was occu-
pied by Britain, Spain, France, and 
America, and one interesting restaurant 
there, the Court of the Two Sisters, has 
the names of prisoners of various wars 
inscribed on the walls of its entrance.

The Nineteenth Century
Restaurants continued to flourish in Europe. In 1856, Antoine Carême pub-
lished La Cuisine Classique and other volumes detailing numerous dishes and 
their sauces. The grande cuisine offered a carte (or list) of suggestions avail-
able from the kitchen. This was the beginning of the à la carte menu. In 1898, 
the Savoy Hotel opened in London. The general manager was the renowned 
César Ritz (today, the Ritz-Carlton hotels bear his name) and the chef de cui-
sine was August Escoffier. Between them, they revolutionized hotel restau-
rants. Escoffier was one of the greatest chefs of all time. He is best known for 
his classic book Le Guide Culinaire, which simplified the extraordinary works 
of Carême. He also installed the brigade de cuisine system in the kitchen.

Americans used their special brand of ingenuity to create something for 
everyone. By 1848, a hierarchy of eating places existed in New York City. At 
the bottom was Sweeney’s “sixpenny eating house” on Ann Street, whose 
proprietor, Daniel Sweeney, achieved questionable fame as the father of the 
“greasy spoon.” Sweeney’s less than appetizing fare (“small plate sixpence, 
large plate shilling”) was literally slid down a well-greased counter to his 
hungry guests, who cared little for the social amenities of dining.

The famous Delmonico’s was at the top of the list of American restaurants 
for a long time. The Delmonico family owned and operated the restaurant 
from 1827 until 1923, when it closed due to Prohibition. The name Delmo-
nico’s was synonymous with fine food, exquisitely prepared and impeccably 
served—the criteria by which all like establishments were judged. Delmo-
nico’s served Swiss-French cuisine and became the focal point of American 
gastronomy (the art of good eating). Delmonico’s is also credited with the 

The Court of the Two Sisters, New Orleans, Louisiana.
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invention of the bilingual menu, Baked Alaska, Chicken 
à la King, and Lobster Newburg. The Delmonico steak is 
named after the restaurant. More and more, eating places 
in the United States and abroad catered to residents of a 
town or city and less to travelers; the custom of eating 
out for its own sake had arrived.

Thirty-five restaurants in New York City have now 
celebrated their one-hundredth birthdays. One of them, 
P. J. Clarke’s, established in 1884, is a restaurant-bar 
that has changed little in its hundred years of opera-
tion. On entering, one sees a large mahogany bar, its 
mirror tarnished by time, the original tin ceiling, and 
the tile mosaic floor. Memorabilia ranges from celebrity 
pictures to Jessie, the house fox terrier that custom-
ers had stuffed when she died, who now stands guard 
over the ladies’ room door. Guests still write down 
their own checks at lunchtime, on pads with their table 
numbers on them (this goes back to the days when one 
of the servers could not read or write and struggled to 
remember orders).6

Many American cities had hotel palaces: Chicago 
had the Palmer House, New Orleans had the St. Charles, 
St. Louis had the Planter’s Hotel, Boston had The Lenox, 
and San Antonio had The Menger. As the railroads were 
able to transport passengers to exotic locations like South 
Florida, hotels such as The Breakers in Palm Beach were 
built to accommodate the guests.

The Twentieth Century
In 1921, Walter Anderson and Billy Ingraham began the White Castle ham-
burger chain. The name White Castle was selected because “white” stood for 
purity and “castle” for strength. These eye-catching restaurants were nothing 
more than stucco building shells, a griddle, and a few chairs. People came in 
droves, and within 10 years, White Castle had expanded to 115 units.7

The Four Seasons restaurant opened in 1959 as the first elegant American 
restaurant that was not French in style. The Four Seasons was the first restau-
rant to offer seasonal menus. With its modern architecture and art as a theme, 
Joe Baum, the developer of this and many other successful restaurants, under-
stood why people go to restaurants—to be together and to connect to one 
another. It is very important that the restaurant reinforce why guests chose it 
in the first place. Restaurants exist to create pleasure, and how well a restau-
rant meets this expectation of pleasure is a measure of its success.8

Following World War II, North America took to the road. There was a 
rapid development of hotels, motels, fast food, and coffee shops. The 1950s 
and 1960s also saw an incredible growth in air transportation. Cross-conti-
nental flights were not only more frequent, but took much less time. Many 
of the new jets introduced in this period helped develop tourism worldwide. 

P. J. Clarke’s, in New York City, established 
in 1884 and still going strong.
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