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Abstract

The study aimed to determine the approaches of the kitchen chefs of restaurant businesses to the
menu engineering processes. A focus group interview with six professional kitchen chefs was held
in 2020 to achieve this goal. The analysis of the data collected by the focus group interview method
was carried out with descriptive analysis, which is one of the qualitative data analysis methods.
In the research findings, it was determined that restaurant kitchen chefs tended to use different
applications in menu engineering processes due to intense competition and changing guest
expectations. In this process, it was determined that guest satisfaction, raw material cost, labor
cost, efficiency, availability of materials, suppliers, qualified personnel, equipment needs,
compliance with guest requests, target customer, and concept were the most striking factors.
Overall, it was determined that kitchen chefs prioritize guest satisfaction more in menu
engineering processes.
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INTRODUCTION

The word “menu” derives from the Latin word “minutus,” meaning “small,” and is a list of items that helps cooks
remember ingredients to buy so they can prepare elaborate meals (Kotschevar & Withrow, 2008). The first use of the
menu dates back to 1541, and it was previously in the form of a list of foods served at evening parties or banquets
(Aguilera 2018). The existence and change of the classical menu began and changed in France towards the end of
the middle ages and into the modern era. The menus, which were randomly ordered until the 19th century, later

became regular (Luebbers, 1978).

In food and beverage businesses, all these processes start with the menu and determine the design, layout,
management style, and goals of the business. With the growth of trade volume in the food and beverage industry, the
importance of menus is increasing in businesses that have started to develop differentiation and competition policies
(Jung, 2014). A well-prepared menu provides control over many stages, starting with the purchase of ingredients.
For this reason, food and beverage businesses take action according to the menu. The menu guides the investments
and initiatives of enterprises and is also a tool used for sustainable competition. For a business to be successful,
guests, the environment, and the menu must be in harmony with each other. In addition, the menu is a necessary

source of information to reach the targeted guest portfolio (Wansink, 2005).

Menus show the prices of food and beverage services for businesses and are also the determinant and complement
of marketing. The most important goal of menus is to reduce the amount of unsold food as much as possible, but no
business can predict what their guests will want. Besides being an advertising tool for restaurants, menus are also a
tool to determine the expectations of guests. In addition, if the menu is designed regularly, it will be effective for the
profit of the restaurant (Jones & Mifll, 2001).

In menu engineering, analysis is made by considering the cost percentages, contribution margins, and popularity
rates of the products. Thus, the profitability of all products on the menu, both in marketing and prices, is evaluated
and classified. It is accepted that the contribution and price ratios of the food and beverages on the menu have an
average distribution. On the other hand, it is important to know which products make a real contribution (Wansink,
2005). The contribution margin of the products on the menu is calculated by subtracting the cost from the selling
price of the products. Calculations of the average contribution margin in menu engineering are mainly found as a
result of comparing the products on the menu with the contribution margins. If the contribution margin of an item in
the menu is greater than the weighted contribution margin of the menu, that item is included in the product category

with the highest contribution margin (Wansink, 2005).

The research aimed to reveal the views of restaurant kitchen chefs by examining their menu planning, pricing,
and menu analysis, their approaches to menu engineering, and their processes. In this context, it is aimed to explain
the positive effects of the experience and knowledge of restaurant kitchen chefs on the performance of menu planning
and to determine the determining conditions in the menu planning process to reveal the importance of the study. In
addition, it is also important in terms of contributing to the literature and the sector by providing opinions on the
stages of menu planning, pricing, and analysis, and understanding the attitudes of the decision mechanisms in the

kitchens towards menu applications.
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The Theoretical and Conceptual Framework

Since the menu is a powerful factor that can affect processes such as raw material purchase, production, and
service in restaurant businesses (Kivela, 2003; Kwong, 2005), it also directly affects demand, income, and cost
(Bayou & Bennett, 1992; Kivela, 2003). For this reason, the profitability of the enterprise passes through the
profitability of the menu (Taylor et al., 2009). For this purpose, restaurant businesses can use well-designed menus
as a strategic tool to increase sales and profitability (McCall & Lynn, 2008). In this context, restaurant managers and
kitchen chefs should handle the menu management process in a way that prioritizes business profitability. Because
the main purpose of the menu management process is to help guests make good choices from the menu (Lai, 2019;
Kwong, 2005).

For a successful business, the cost of the menu and its place in the business budget must be determined quite
accurately. The budget spent on food and beverages is different for each business, and the products with high and
low costs are distributed in a balanced and systematic way throughout the day. Climate, seasons, and geographical
factors affect the food market, and weather changes and seasons affect the food and beverage preferences of
customers. In cold weather, high energy and hot foods are considered, while in hot weather, cold and fresh foods are

emphasized. Menus should be created with these conditions in mind (Nuutila, 2019).

Many theoretical models have been developed and proposed for menu analysis, and “Cost Margin Analysis
Model”, “Goal Value Analysis”, “Menu Analysis Model”, “Menu Engineering Model” and “Enhanced Menu
Engineering Model” are a few of them (Pavesic, 1985; Hayes & Huffman, 1985; Miller, 1987; Kasavana et al., 1990;
LeBruto et al., 1995). The first models of menu analysis were based on two-dimensional and simple methods. Later
models, on the other hand, became more complex and multidimensional with the addition of many variables. In
addition to all these, different theories have been created for the concept of menu analysis by making use of the
science of psychology. One of these theories is the series position effect theory, in which items at the beginning or
end of a list are easier to remember and more preferred than others (Dayan & Bar-Hillel, 2011). This theory suggests
that products that are at the beginning or end of the list in each category on the menu are more likely to be preferred.
Another theory is the Gaze Motion Theory, which examines how people's eye movements while reading a menu
affect their final decisions (Choi et al., 2010).

Studies claim that there are some special areas on the menu called “sweet spots” and that the customer's attention
should be directed to these specific areas to increase the chances of choosing products. It is claimed that the sweet
spot area is just above the middle of the page in single-page menus, the right page in double-page menus, and the
part just above the middle (Bowen & Morris, 1995; Kincaid & Corsun, 2003). Another approach to menu design is
the von Restroff Effect, also known as the Isolation Effect, proposed by the Gestalt psychologist Hedwig von

Restroff. This effect is the paradigm of easier recall of an item that is salient in various ways in a group (Hunt, 1995).
Menu Analysis and Menu Engineering

Menu analysis can contribute to the development of the price-cost system, the training of its personnel, the
determination of the targeted customer profile, and the development of business objectives. Failure to analyze the
menu prevents the business from healthily achieving its goals. An effective menu emerges when the menu analysis

is made by considering the service type, customer demand, and other factors (Wansink, 2005).
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According to the literature research findings on the menu analysis, it was determined that the practitioners used
the profit, sales amount, and cost criteria, and also took into account the feedback from the staff and guests. Another
important finding is related to the improvement strategies made for the menus with insufficient performance after the
performance evaluation of the menu items. Considering this, two basic strategies can be mentioned: making changes

to the content of the food and making changes to the menus (Glanz, 2007; Roseman & Dipietro, 2005).

Menu engineering refers to a concept that covers all of the methods used to make the decision-making mechanism
more effective on the topics in the menu (Raab, 2010). Different researchers working on menu engineering have
developed many menu analysis methods. For menu analysis, the main thing to consider is calculating the contribution
margin correctly. For this reason, it is important to use an appropriate cost system. If the cost calculation system does
not use the correct information about the cost, it will cause the wrong results and decisions to be taken (Linassi,
2016). There is no set standard among the concepts used in the menu software. Among the concepts used, the most
closely used concepts are menu planning, development, analysis, and menu engineering. Although the concepts of
menu engineering and menu analysis may seem similar, they do not have the same meaning. Menu analysis includes
menu engineering as a very broad concept, and in fact, menu engineering is only one of the different menu analysis
methods (Fang & Hsu, 2014).

Methodology

The focus group interview method, which is one of the qualitative research designs, was used to guide the study
in harmony with the research instruments. Focus group interviews are based on the individual interview method

based on open-ended questions (Rabiee, 2004).
Data Collection Process and Focus Group Interview

Focus group interviews are a form of interview designed for small groups that aim to collect data obtained from
the interaction between the participants, as well as individually answer the questions of the researcher (Goldman &
McDonald, 1987; Morgan, 1988; Stewart & Shamdasani, 1990; Templeton, 1994; Gordon & Roy, 1988; Berg, 2004).
In this method, researchers can use focus groups to develop pre-existing knowledge about a known subject, or they
can also use them to gain new ideas and information by focusing on the subject from another angle (Nassar-McMillan
& Dianne, 2002). The most important feature of the focus group interview method is that it provides an opportunity

to develop the solution together with the problem in the discussion environment (Kitzinger, 1996).
Identification of Focus Group Participants

The chefs of professional kitchens in Istanbul, who have worked as chefs in many regions of Turkey, formed the
main population of the research. The fact that the main population is from the city of Istanbul means that all industrial
kitchens are accepted as a representative sample in terms of accessibility. This has been accepted as an important
framework in terms of costs and time. The reason why the determined population consists of Istanbul restaurants is
primarily that Istanbul's food and beverage businesses dominate the Turkish market (STB, 2021). In addition, it
allows the research group, which is thought to have both experience and competence on the research subject, to be
evaluated more comprehensively. The research sample was created using the maximum diversity method, and the
participants were optimally selected. The choice of the maximum diversity sampling method is to make it possible

to reach as many businesses and participants as possible, considering the unique conditions of each kitchen. The
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maximum diversity method is a method similar to quantitative methods in that it is used to determine the level of
similarities or differences and to expand this level in that it serves to see how the values of a particular variable or
variables are distributed or to what extent they change (Palinkas, 2015). In this context, focus group meetings were
planned and held with six professional kitchen chefs in 2020, and the researchers of the study served as moderators

and reporters.

In the literature, it is stated that homogeneous groups should be formed at the beginning of the points to be taken
into consideration while determining the focus group participants (Morgan, 1997). In this direction, it becomes
possible to determine the perspectives of each participant in the sample in detail and to identify common issues that
may arise. The results that can be obtained as a result of such research will be more useful in terms of content than
the results obtained with other methods (Patton, 1987).

Participants selected for the focus group have common characteristics regarding the topic to be discussed (Krueger
& Casey, 2000). The moderator can determine and direct the direction of the discussion so that the participants in the
group remain interested in the topic and convey their thoughts in a natural flow. However, there are different opinions
about the optimal number of participants for focus group interviews. Nyumba et al. (2018) reviewed 170 studies
using the focus group interview method between 2011 and 2017 and reported that the median was 10 and the number
of participants ranged from 3 to 21. In some studies, 6-9 participants (Pramualratana et al,. 1995; Macintosh, 1981),
6-10 participants (Morgan, 1988; Rabiee, 2004), 6-12 participants (Lengua, 1992; Gibbs, 1997), and 15 participants
(Goss & Leinbach, 1996) have been reported.

Although there are different opinions about the number of participants in focus groups, studies with relatively
small numbers of participants are preferred. Focus group discussions with a small number of participants are usually
held with four to ten participants. Prior permission was obtained from the Ethics committee of Gedik University

(2020/03). Also, prior informed consent from all the participants was obtained.
Design of Focus Group Interview Questions

A semi-structured interview protocol was created for the focus group interview, and questions were asked about
menu engineering. The open-ended questions of the semi-structured interview provided a better understanding of the
subject and easier obtaining of the data. Interview questions were prepared using the studies of Seyitoglu (2017),
Kivela (2004), and Saiki et al. (2021). In the interview, participants were asked to discuss (1) their experiences and

diverse demographics; and (2) questions about menu engineering processes.
Reliability and Validity

The concepts of validity and reliability, which are the important principles of quantitative research, mean that in
gualitative research, the researcher observes the researched subject as objectively as possible while preserving its
structure (Kirk & Miller, 1986). Reporting the obtained data in detail and detailing the way of reaching the results by

the researcher is among the important criteria of validity and reliability in qualitative research (Lune & Berg, 2017).

To ensure the validity of the findings and results of the study, it has been tried to be evaluated as objectively and
as a whole. Thus, it can be argued that the findings and results reflect each other. In addition, the correction and
consent of the participants were obtained from the deciphered interview text to ensure validity. The reliability of a

study requires that the same analysis method can be used reproducibly in different conditions and times and that
3541



Mutlu, H., Demirgakmak, 7. L. & Dogan, M. JOTAGS, 2022, 10(4)

similar results can be reached. In this context, to ensure the reliability of the findings and results of the study, the
deciphered text was given to three different researchers, who were asked to analyze them, and similar inferences
were obtained (Dogan & Olgay, 2022).

Results
Analysis of Focus Group Interview Data

A focus group interview was held with six participants and was initiated by the moderator with a short speech
explaining the purpose and scope of the research. The average duration of the interview was 2 hours and 20 minutes.
The recordings of the interview are converted into written text in three ways (Bertrand, et al., 1992): (1) Following
the audio recording of the interviews, a transcription of the conversations in written form: It is the transcription of all
speeches without any changes. Although it has a positive benefit, such as reflecting on one-on-one interview, the
negative aspect is that it takes a long time. (2) Extending the audio recordings, taking into account the rapporteur's
notes. It is the reporter listening to the recorded data in the interview and taking notes. This ensures that the records
are verified. It is appropriate in situations where rapid feedback is intended. Time can be saved, and the selectivity
factor can turn into a disadvantage. (3) Using only the reporter's notes It is expanded with what remains in the mind
of the rapporteur after the interviews have taken place. If the question that is the subject of the research is very simple,
it is correct to apply it. In our study, audio recordings were compiled and texted one-to-one and developed with the
notes taken by the reporters. The focus group interview was held with six professional kitchen chefs. The information
on the interview participants is given in Table 1.

Table 1. Participants Profile

Participant Age range Education Specialization
code* (in years) qualification

Al 41-45 High school RD, LC, WC
A2 41-45 High school RD, LC, WC
A3 36-40 Associate Degree LC,wWC
A4 41-45 High school RD, LC, WC
A5 41-45 High school LC, WC
A6 36-40 Associate Degree LC,wWC

* RD: Research and development, LC: Local Cuisine, WC: World Cuisine
Data on the focus group interview on the stages of menu engineering are given in Table 2.

Table 2. Key Terms That Emerged as a Result of The Analysis of The Questions of The Focus Group Interview and

The Evaluations of The Participants

Interview Questions Al A2 A3 A4 A5 A6
What factors should be Opportunities The distinction and the ~ Menu variety Cultural Quality and Customer

1 considered in the menu concept differences customer profile
development process? satisfaction
What are the stages of menu  Revisions Considering Business and Guest requests ~ Guest Sales and

2 development? the guest's response guest and profitability suggestions and  profitability

expectations profitability data analysis

Which units of the business Operation Business owner All All departments ~ Senior Sales and
are involved in the formation departments management marketing

3 processes of the meal prices
on the menu cards of the
restaurant businesses?

Are there products on the Demand, Adding garnishes Brand Emphasizing Alternative Drawing

5 Mmenu that are low in profit but Balance, Profit standards profitable products attention to
high in popularity? If so, what and Attracting products high-profit
precautions do you take? Guests products
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Table 2. Key Terms That Emerged as a Result of The Analysis of The Questions of The Focus Group Interview and

The Evaluations of The Participants (cont.)

What are the points that Preparing The same high-quality =~ Menus Guests can Business Chief's
6 kitchen managers pay Standard Quality  product prepared choose froma  concepts and Initiative

particular attention to during  Products according to variety of infrastructure

the menu planning process? the rules products.

How do the raw materials Products that can  Minimum cost Cost The prescription  Customer Profitability
7 used in food production affect provide Maximum profit and the total portfolio and

the menu engineering continuity cost diversity in the

processes? menu

Participants emphasized that traditional uniform menu planning methods are no longer valid in restaurant
operations, that each business has specific features and that these features bring menu engineering management to
the fore. Accordingly, the participants were asked to name the most important points in the menu engineering
processes. The answers obtained were written on the blackboard in the meeting room so that each participant could
see them. The answers obtained were written on the blackboard in the meeting room so that each participant could
see them. At this stage, each participant was told that they could repeat the themes that the other group members had
said if they wanted to. Thus, the themes and frequencies for the menu engineering processes were determined. Then,
the participants were asked to rate the determined themes on a scale of 1-5 according to the degree of importance (1-
very unimportant, 2-unimportant, 3-uncertain, 4-important, and 5-very important). In addition, the participants were
reminded that they could give more than one point to the same item. Thus, the total importance score obtained from
six participants was determined. Finally, the total score was obtained by multiplying the frequency and order of

importance scores and is given in Table 3. The order of importance of the themes is given in Figure 1.

Table 3. Menu Engineering Processes' Themes and Frequencies

Themes Frequency Importance Score Total Points
Cost of Raw Materials 2 14 28
Labor Cost/Requirement 4 17 68
Productivity 1 14 14
Availability of materials 2 20 40
Qualified Personnel 2 22 44
Equipment Needed 1 20 20
Compliance with Customer Demand 4 13 52
Target Market/Audience 5 11 55
Concept 1 8 8
Guest Satisfaction 5 15 75
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The order of importance of the determined themes

Figure 1. Themes and Order of Importance in Menu Engineering Processes

In the food and beverage sector, which is among the fastest growing sectors with economic developments, the
same development is reported in the restaurant business. The rapid increase in the number of restaurants around the
world has led to fierce competition in this area, and businesses have chosen to focus more on customer requests and
needs every day. One of the phenomena that take the pulse of customer requests and needs in businesses is the menu
engineering process. The importance of this process on businesses that provide food service brings along the
discussions in this field. Based on all of these, after a detailed review of the menu engineering process in this study,
a focus group interview was held with experts in the field and recorded. In this section, the views of the participants

on the menu engineering phenomenon were evaluated in detail.
Discussion
Factors in the Menu Development Process

“What factors should be considered in the menu development process?” The answers to the question were
analyzed. Participants stated that a more detailed study is needed if there is no data available while re-creating the
menu. In addition, the participants stated that while revising the current menu, 25%-30% of the menu changed, while
70% remained standard. Because they said that if a large part changes while the menu is being revised, there is a
possibility of losing the guest who is used to that menu or getting his reaction. Considering this, they stated that they

had revised the menu and that it was always riskier to make a menu again.

Participants also stated that the data to be considered in the menu revision are sales turnover, profitability rates,
and guest suggestions, and that these should be used at this stage. According to the participants, this data should be
evaluated immediately, and they stated that the items to be added to the menu, their compatibility with the menu
concept, and the trends in the market for the enterprise should be taken into consideration. Participants stated that in
the case of re-creating a menu, a menu can be created according to the concept, equipment, business infrastructure,

and raw material accessibility of the business.

According to the participants, restaurant menus vary periodically according to factors such as seasonality,
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location, and cost calculations. Accordingly, revising the menu means changing the products that are not sold or sold
less according to the sales chart. Participants stated that such reasons led to the revision of the menu and that this
revision plan was shaped according to the feedback from the guests. The participants pointed out the frequency of
arrival of the guests coming to the establishment and stated that the guest should be brought to the same establishment
more than once. They said that to achieve this, they acted mostly by trial and error. However, they stated that the best

way to ensure that guests prefer the establishment is by adding the most suitable products to the menu.

In support of the above-mentioned findings in the literature, it has been reported that the guests are affected by
their food selection and ordering behavior during the menu development process (Bowen & Morris, 1995; Pavesic,
1193; McCall & Lynn, 2008; Lo et al., 2017; Bacon & Krpan, 2018). It has been reported that, especially on new
menus, food and beverage managers follow trends and try to place menu items in the appropriate places on the menu
card, called focal points or strong points, to direct guests to the products they want to sell (Kwong, 2005; Choi et al.,
2010; Filimonau & Krivcova, 2017).

There are two theories underlying these thoughts. One of these theories is gaze movement studies known as “Eye
Tracking, Gaze Motoin or Doerfler Theory” (Bowen & Morris, 1995; Reynolds et al., 2005; Pavesic, 1993; Choi et
al., 2010; Yang, 2012; Kim et al., 2018; Robertson & Lunn, 2019; Chen et al., 2020). The second theory put forward
in this field is the “Priority and Innovation Rule”, which is explained with different concepts in the literature (e.g.,
Primacy and Recency Theory, Von Restorff Effect). According to this rule, it is the theory that is based on the
thoughts that the first and last items read from any text or list are remembered the most and easiest, and therefore
most preferred (Dayan & Bar-Hillel, 2011; Yang, 2012).

Processes for Determining Food Prices on Menus

“Which units of the business are involved in the formation processes of the meal prices on the menu cards in the
restaurant businesses?” The answers to the question were analyzed. Participants stated that this operation is always
carried out with the kitchen chef in restaurant businesses, but the request of the operator is always at the forefront. In
addition, they stated that the opinions of the board of directors, operations manager, financial affairs department, and
marketing department were taken. Participants stated that in chain restaurant businesses, the management, food
engineer, dietitian, and R&D manager work together in this process. Participants also stated that these departments
carried out the product presentation process several times during the year. Therefore, after the presentation, the
participants stated that these departments are making decisions as a common mind and that making decisions alone

should be avoided. However, it was stated that the top management was completely cost-oriented in this process.

In support of the above findings, the study by Jones & Mifll (2001) can be given as an example. As a matter of
fact, it has been reported in the study that menu engineering methods are not fully used and that most businesses
develop menus with their own analysis methods. In this cross-cultural study examining how well menu analysis and
planning are suitable for increasing the profitability of restaurants, it is stated that menu developers measure the
popularity and profitability of their meals based mainly on qualitative judgments based on their intuitive thinking.
Therefore, it is concluded that Kasavana & Smith (1990) have paid little attention to the application of the quantitative

menu analysis approach.
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Measures Taken for Low Profit Products on Menu Cards

“Are there products on the menu that are low in profit but high in popularity? If so, what precautions do you
take?” The answers given to the questions were examined. Participants stated that they include low-profit and highly
popular products on the menu by keeping them in balance with the costs of other products on the menu. Accordingly,
the popular product is the most preferred and high turnover product. They stated that they are trying to balance the
profit by including low-cost and high-profit products in the menu, and that they put them first on the menu cards to

attract the attention of the guests.

According to the participants, they stated that there are low-profit and high-popular products on the menu, and
that when it is not possible to remove them from the menu, they try to make a profit by making changes in the
production stages, weight or garnishes of the products. They stated that the products with high profits are prominently
included in the menu, thus balancing the profit with low products. They stated that chain restaurants have to include
products with low profits and high popularity in the menu, in accordance with brand standards. Participants stated
that they pay attention to factors such as photos being in the first place, providing detailed information and so on so

that the popularity of products with high profitability can be high.

Lee (2018) compared menu engineering and cost/profit margin analysis in their study. As a result of the study,
they emphasized that menu analysis techniques should be chosen in line with business purposes. They also stated
that menu engineering mostly reflects the customer's point of view, while cost / profit margin analysis reveals the

management's point of view.
Issues That Kitchen Managers Consider in The Menu Planning Process

“What are the points that kitchen managers pay particular attention to during the menu planning process?” The
answers to the question were analyzed. Participants stated that they do not include high-cost, low popularity, and low
profit products and foods that are not consumed in season in their menus. They emphasized that the products to be
used on the menu should be delivered to chain restaurants with the same quality. They especially talked about the
importance of the chain restaurant staff producing the food with the same quality and serving it in a standard way.

They also stated that the menu planning in chain restaurants is carried out from a single center.

The answers to the question of the importance of raw materials in the menu engineering process addressed to the
participants were examined. They stated that the main reason for the difficulty of this process is the result of the
company's desire to maximize profits. For this reason, the most important approach for enterprises, the idea of least
input and maximum output, is adopted. This explains the necessity of a business to work in order to make the most

profit with the minimum cost, regardless of whether it is on a small, medium, or large scale.

Since the main purpose of enterprises is to make a profit, the pricing and operational evaluations of the products
purchased for this purpose are very important. A possible lack of foresight at the purchasing stage will reduce the
profit rate and cause the business to make a loss. For this reason, all kinds of possibilities must be calculated and a
plan must be made for this. The most important criterion for this search is that the raw material cost-to-sales-price
ratio is not exceeded. Otherwise, the product will not make a profit, or even a loss. At this stage, it was stated that
the business should work with a system that balances high-cost and low-cost products at the end of the day in order

not to lose status and abandon its mission.
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The other issue that the participants agreed on is that high prices in raw materials will not be a problem if a balance
is observed considering the costing of all prescriptions and the sales volumes throughout the month. The main goal
of this balancing is to achieve the desired profit in the businesses. It is important to make the right decision as much
as possible during the purchase phase. In other words, when making a supplier agreement, it is important not to be

dependent on one place and to make an agreement with the most suitable supplier in every respect.

Participants emphasized that traditional uniform menu planning methods of businesses are no longer valid, each
business has its own specific features, and these features come to the fore in the menu engineering process. They
stated that the primary goal of their business is not to lose guests. In support of this situation, Kivela's (2003) research
stated that the menu is a powerful factor that has the capacity to affect processes such as raw material purchase,

production, and service in food and beverage businesses.

They stated that if the labor force requirement, which is another factor, is not considered, the operation in the
kitchen will be difficult. It affects the profitability of the business, and in this direction, the kitchen chef should
calculate the labor cost. The participants also stated that while evaluating this issue, kitchen chefs can either work by
hiring and training a new graduate with a minimum wage, or they can hire a highly qualified employee and pay a
high salary without any effort, and that it is entirely at the initiative of the kitchen chefs. They emphasized that the
efficiency to be obtained from raw materials depends on the kitchen chef. In this context, they stated that they can
increase the productivity rate by processing a product with minimal waste. The participants pointed out that efficiency
is based on business data and stated that a restaurant should determine which days are busy and which days are quiet,
and that preparations should be made according to the number of guests arriving on these days. This situation can be

used as a strategic tool for restaurants to increase sales and profitability (McCall & Lynn, 2008; Antun, 2005).

According to the participants, the availability of raw materials is one of the most important factors. They stated
that if the right material for the product cannot be found, the desired efficiency cannot be obtained from the product,
and this situation puts the business in trouble. They stated that in order to minimize this problem, an alternative could
be created for the product, and an equivalent product could be applied. In this context, it can be stated that the main
purpose of the menu engineering process is to help the guests make good choices from the menu and to control their

preferences (Nemeschansky, 2020).

Participants also stated that even if guest satisfaction is ensured, other factors do not matter as long as a restaurant
cannot make a profit. Jones & Mifli (2001) reported that there are gross profit, sales quantity and cost criteria in the
menu engineering process. In addition, feedback from employees and guests is also taken into account. Another
important finding by Jones & Mifli (2001) is related to the improvement strategies applied to the menu items whose
performance was deemed inadequate after the performance evaluation of the menu items. Accordingly, two main
groups of strategies can be mentioned. These were determined as making changes in the meal (presentation, price,
cost, and changes in the recipe) and making changes in the menu (promotion, positioning, retention, and removal

from the menu).

All the data obtained within the scope of the research was obtained through the exchange of ideas among the
interviewed kitchen chefs. Keeping the number of participants in the focus group interview at a certain level
prevented the relevant topic from dispersing and allowed important determinations to be made in the field. As a
matter of fact, according to Arikan et al. (2019), working with a small group of managers to conduct a detailed
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analysis provides more qualified findings.
Conclusion

The general conclusion of the study is that the menu engineering process differs according to many factors and is
determined by taking them into account. Considering the findings of the research, it is seen that guest satisfaction is
at the forefront. When the interviews are examined, another striking element is that if international chain restaurants
start their operations in another country and create a menu, they must use the products of that country. Products with
low profitability in terms of prestige must be kept on the menu. The most important rule that chain restaurants should
pay more attention to than other businesses is the standard. In other words, the same products and dishes should be

presented with the same taste, the same visual, and the same quality in all restaurants.

One of the important results of the study is that the region where the restaurant is located and the guest profile is
important. It has been found that improving the existing menu is more suitable for kitchen chefs than re-creating the
menu. Among the factors affecting the menu engineering processes are the conditions that the chain restaurant brand
dictates to that business and the issues that need special attention. In addition, raw material cost, labor cost, efficiency,
availability of materials, supplier, qualified personnel, equipment need, compliance with customer demand, target

audience, concept, and guest satisfaction were the most important factors in the menu engineering process.
Implications for Research and Practice

With this study, we have helped to contribute to food service by determining the approach of restaurant kitchen
chefs to the menu engineering processes and revealing the importance of considering different solution proposals in
the management of the processes. The most important output of the research is that kitchen chefs prioritize guest
satisfaction in menu engineering processes. In addition, with the research findings, we determined that restaurant
kitchen chefs tend to different applications in menu engineering processes due to the intense competitive environment

and changing guest expectations.
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