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With the Baby Boomer generation now
approaching retirement, immigration altering
America’s demographics and our national
education system struggling to produce
students with competent communication and
business skills, foodservice operators and
consultants are already caught in a labor
squeeze. How four such organizations are
working to recruit, train and retain the next
generation of foodservice managers and

consultants may surprise you.

dustry have more hiring clout and resources than

240,000-employee-strong contractor Aramark, in
Philadelphia, PA, Amanda Hahn, the company’s director
of talent acquisition and operations, confirmed that “it
is now more difficult to keep up staffing than in years
past. It is harder to find young people able to fill unit
management positions, for example, and there’s more
competition for those who can.”

Hahn added that Aramark at present must extend its
greatest efforts to staff culinary-skill and clinical dietetics
positions. “There are not enough registered dietitians
graduating now to fill all the positions available in the
market and, of course, we can’t compete for them with
our clients in healthcare, senior care and related environ-

Q Ithough few organizations in the foodservice in-

ments,” she said. “Recent college grads with backgrounds
in accounting and finance are also currently very much
in demand.”

To compete successfully for tomorrow’s foodservice
professionals, Hahn believes that Aramark will “need to
develop new talent acquisition channels. Given that
projections show that there will be more positions than
available workers in our industry between 2008 and 2012,
we’ll need to target ‘boomeranging’ Baby Boomers look-
ing to enter one more career before retirement, discharged
military personnel and immigrants from a wider variety
of cultures than ever before.”

In Hahn'’s view, the best ways to reach both non-tra-
ditional and current pools of potential future employees
will be to promote “an opportunity branding module that
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markets the career paths and advancement chances our
sorts of jobs can offer.” She added, “It won’t be enough
in years ahead for us simply to let job-seekers know we
have entry level positions. We'll have to disseminate our
opportunities across the Internet and communicate the
message that our training programs develop leadership
skills that facilitate employees’ advancement to positions
that fulfill them most.”

As a principal at consultant Ricca Newmark Design,
Centennial, CO, David Chislett is directly involved in the
recruitment, training and evaluation of employees, some
half-dozen of whom he has hired in recent years. Chislett
also views the current labor situation as having grown
more difficult, both for foodservice consultants and their
clients. This is due in large part, he believes, to the fact
that “we have no entry gate or widely established pre-
professional training programs to help people find out
about our industry.”

To combat this problem locally, Chislett teaches an
introductory consulting course at the Denver campus of
Johnson & Wales University and actively seeks to recruit
promising students into internship programs at his firm.
“The qualities it takes to be a successful foodservice con-
sultant include an innate interest in F&B programs and
preferably, some hands-on experience in restaurant or
hotel kitchens,” he commented. “We also look for self-
motivation, the ability to multi-task, a creative, original
imagination and a designer’s or engineer’s mindset. One
way I gauge students’ potential in my classes is to see how
they perform when we develop a sample design project.”

Overall, Chislett feels that skills-based and manage-
ment positions are becoming more difficult to fill in the
foodservice industry because they require these job-hold-
ers to be (and remain) passionately committed to their
careers. “In operations, people in key jobs have to be
willing to give up a considerable part of their lives, to be
willing to offer their time and energy whenever the busi-
ness needs them - including weekends and holidays when
most other people are relaxing,” he pointed out. That’s
why, he believes, too many foodservice industry employ-
ees come to view their jobs as stepping stones, rather than
permanent careers, which helps to prevent the formation
of a “service” culture in the U.S. comparable to that exist-
ing in Western Europe. “We’ve also not done a good job
of developing career paths that allow industry employees
move from blue collar to white.”

For the foodservice consulting profession in particular,
Chislett envisions a growing dearth of future hires, requir-
ing those who are employed to be even more capable of
multi-tasking and wearing many hats. “This may make
our future associates all but irreplaceable, which is great
for job security, but because the people with the greatest
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The foodservice industry is struggling to find qualified and
motivated graduates to fill key positions. And what about the
consultants of the future?

knowledge at our firms are aging and we're not replacing
them in sufficient numbers, we’re putting our profession
atrisk,” he stated. Perhaps, Chislett suggested, foodservice
design and MAS consultants should take a cue from in-
terior design companies that have created well-established
“feeder paths” for graduates from local design schools
and art institutes. “We’ve got to remember that young
people who land good jobs in exciting organizations are
going to tell their friends.”

Unlike many foodservice organizations, New York
City-based Restaurant Associates (RA) — a division of in-
ternational contractor Compass Group - enjoys a reputa-
tion as an employer of choice in both the commercial
and noncommercial market sectors. As a result, the com-
pany has an extensive referral network, draws numerous
responses to its print and Internet recruitment efforts,
and is consistently able to attract interns and entry-level
employees. One challenge facing Robin Cerrati, RA’s VP
of Human Resources, however, is the need to create em-
ployee training programs that help younger or less-expe-
rienced staff learn the skills that will let them advance
into culinary and management positions and support the
company’s ongoing growth.

“Currently, we offer two types of training: on-the-job
and classroom sessions,” she noted. “Because of the de-
mographics of our hourly workforce, our employee
handbook and many of our OJT instructions are pre-
sented in Spanish, and we also offer classes as English as
a second language.” Cerrati added that RA’s newest train-
ing program, one still in pilot testing, is an online educa-
tion curriculum in management skills developed by
Harvard University and known as Eharvard.
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In Cerrati’s judgment, the best ways for any foodservice organization to
retain qualified associates are to create succession plans of promotion within
each operating entity (as well as the organization as a whole) and to offer
formal career paths and advancement opportunities for employees, beginning
at the entry level. “We place so much significance on developing our human
resources that our corporate VP of operations was charged with drafting our
current retention program. HR here works primarily to support operations, to
get the right people and make it a win-win for them to stay, grow and contrib-
ute,” she stated. “That’s one reason why our current turnover is just a little
over 20% annually, the lowest in Compass, and we're working to lower that
to 18% next year.”

According to Cerrati, U.S. foodservice operators will need to take several
steps to attract and hold onto tomorrow’s work force. “First, we’ll have to keep
up with culinary trends, so our programs remain successful enough to generate
growth opportunities for staff,” she advised. “We'll also need to recruit within
the industry and at HRIM and culinary schools, and continue to earn positive
referrals from clients, customers and our existing employees.”

Finding New MAS Consultants

Unlike operating companies such as Aramark and RA, that have diverse
talent pools from which to recruit and need for a large assortment of skill-sets,
the profession of MAS consultants requires individuals with quite specialized
capabilities, in the opinion of John Cornyn, president, The Cornyn-Fasano
Group, Portland, OR. “In our line of work, people must have excellent written
and verbal communication skills, and the ability to apply cognitive thinking
and critical analysis to a broad variety of problems, (in order) to create action-
able plans for clients who often are interested only in the ‘big picture.’

“And that’s a growing problem for us,” Cornyn continued, “because find-
ing younger people who are even capable of learning and performing all those
tasks is becoming increasingly problematic. Most of us in MAS believe that
our best people come out of the foodservice operational trenches and know
how these organizations function from top to bottom. But recruiting some-
one with the appropriate background and the necessary education or mental
tools seems to be an equation we’re increasingly unable to solve.”

One course of action, Cornyn believes, might be beneficially applied to this
situation would be for the foodservice industry and academia to work more
closely together to initiate periodic education opportunities (or sabbaticals)
designed expressly for individuals at different stages of their careers.

“We've got to move on from the ‘OJT’" approach and develop standing,
recognized professional education tutorials that address the various needs
for skill building of associates, managers and principals,” he counseled. “For
instance, as we look toward tomorrow, many consultants are going to need
greater second-language education to communicate with non-English-speak-
ing unit staff, as well as diversity training to learn the values and expectations
of individuals from non-mainstream cultures.”

Before any of this can happen, Cornyn stressed, the foodservice industry as
a whole will have to commit itself to changing job-seekers’ perceptions of how
"hospitality” positions are valued. “On the operations side, we can’t keep of-
fering new hires subsistence wages and expect them to be willing to commit
to long-term careers in our Kitchens,” he stated. “And, until we're ready to
make the investment and send high achievers back to school to receive leader-
ship training and learn how to make further program improvements, we'll
continue to be considered an industry of burger flippers, offering nothing more
than low-pay, tough working conditions and dead-end jobs.” ¢ 7
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