
DESIGNING A MENU 

Dining Room Management 



An effective menu: 

  What do you think makes a good menu? 
  Consider what YOU would like to know from a menu 
  Remember that the menu is an important marketing tool that 

should be carefully considered 



Designing a menu 

  A restaurant menu design is a reflection of the restaurant itself. Restaurant 
menu descriptions, layouts and colors, whether formal, casual or playful, 
should match your restaurant concept, location or theme.  

  Before you design your restaurant menu check out your competition. Look at 
their website and study their menu to see the price range of their meals.  

  Take a look at a menu from most any restaurants and you will see that it is 
arranged sequentially: appetizers, soups & salad, main entrees, desserts 
and beverages. This is a standard 

  You menu description should make a guest’s mouth water. Don’t be afraid to 
explain what is in a dish, and use ethnic names if they fit, to add a bit of 
authentic flair to the menu description.  



Food menu examples: 



Drink menus examples: 



Marketing-Related Factors to Be Considered by Menu Planners 
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The Menu Impacts the Restaurant’s Resources 

  Labor (management and other employees) 

  Food and beverage products 

  Equipment for product storage, production, service and clean-up 

  Operating expenses (specified in the approved budget) 

  Time (perhaps the most limited [or, at least, irreplaceable] resource of 
all!) 

  Utilities/related costs 

  Square and (in the case of storage) cubic footage devoted to production 
and service 

  Standard operating procedures (methods) 
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Common Types of Menus 

    The word “menu” is French and means “detailed list.”  Common 
types of menus: 

  Ala carte menus – The word “ala carte” means individually priced; an ala carte 
menu lists food items that are separately priced.  The charge is based upon the 
prices of the items that the guest orders. 

  Table d’hôte menus – This term basically means “all at one price.”  The guest 
charge does not vary based upon what is selected.  Examples include a Sunday 
or holiday buffet for a specified (fixed) price. This is a table d’hôte offering 
because the guest is charged a fixed price that is unrelated to the items selected.  

  Cyclical menu – The word “cyclical” refers to “cycle”; the restaurant may, for 
example, plan a 28-day menu that is then repeated.   

  Du jour menu – Also called “daily special,” the word “du jour” means “of the 
day.”  Many restaurants offer daily specials (du jour items) in addition to regular 
menu items. 
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Steps in Menu Planning 
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Incorporate Menu Planning Priorities 

      Guests   Operating Limitations 
      Quality   Financial Objectives 

Consider Menu Categories 

Place Items Within Categories 

Establish Quality Standards for Menu Items 

Write Descriptions of Menu Items 

Step 1: 

Step 2: 

Step 3: 

Step 4: 

Step 5: 



Menu Planning Tools 

  Copies of old menus 
  Copies of competitors’ menus 
  Menu evaluation information 
  Standard recipes 
  Product inventory and ingredient availability 
  Input from managers, employees and guests 
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Factors to Consider as Items for Menu 
Categories are Assessed 

  Variety 
  Temperature 
  Preparation method 
  Texture 
  Shape and sizes 
  Flavor  
  Color 
  Composition and balance 
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Truth-in-Menus  

The menu should be accurate and truthful. Otherwise it can be illegal.  

Some of the problems with menu accuracy can be categorized as follows: 
  Quantity.  A two-egg omelet should contain two eggs; an eight-ounce steak should weigh 

approximately eight ounces (AP).   

  Quality.  The term “prime” used to describe a steak, refers to a specific U.S. Department of 
Agriculture (USDA) grading standard.  U.S. Grade A or U.S. Fancy (for vegetables) and 
Grade AA (for eggs and butter) also indicate specific quality grades.   

  Price.  If there are extra charges (for example, for call or premium-brand liquors) these 
prices should be identified.  If service charges will be added, these should be indicated. 

  Brand names.  If a specific product brand (Coca Cola) is noted on the menu, this brand should 
be served. 

  Product identification.  Maple syrup and maple-flavored syrup are not the same (nor is 
orange juice and orange drink). 
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Truth-in-Menus cont… 

  Points of origin.   “Pacific” shrimp cannot be from the Indian Ocean. 

  Preservation.  Frozen apple juice or canned green beans should not be 
called “fresh.” 

  Food preparation.   “Made on-site” does not apply to a convenience food 
product made elsewhere. 

  Verbal and visual presentation.   A menu photograph depicting eight shrimp 
on a shrimp platter means that eight shrimp should be served. 

  Dietary and nutritional claims.  If the menu indicates “egg substitutes are 
available,” they should be and must be used when this product is requested.  
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Common Menu Types 
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Important Menu Design Factors  
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Factors Contributing to Menu Appearance  

 Cover 
 Overall size 
 Materials 
 Menu shape 
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Menu Design Concerns  
Relating to its Message 

 Descriptions 

 Type style 

 Layout 
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The restaurant “Prime Real Estate” in three Common Types of Menus 
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Modern menus and trends: 

  May have the email address and website on the menu.  

  Give the guest a small menu/flyer to take home with them. 
Good for marketing 

  Advertise your menu online 

  Languages: Have the menu in different languages. Make sure it 
is professionally translated otherwise it may look 
unprofessional 

  Send special offers by text message to loyal guests 



Subjective Pricing Methods 

 When pricing items, there are many methods to choose from. Although these 

may not be the most effective methods….  
  The reasonable price method – what you may think is ‘reasonable/

acceptable for the item 

  The highest price method – highest price you THINK you can 
charge successfully 

  The loss-leader method – some items, you may lose money on them, 
but they are popular 

  The competitive method – in line with the competitions’ prices 

  The intuitive (wild guess) method – just guessing the price to 
charge! 
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Standard Recipes Connect Guest and Property Concerns 
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Pricing the menu: 

  In the Advanced Food Production Course in April, 
we will deal with the pricing of food for selling so I 
won’t cover it here. 

  However, if you want to learn now or are interested, 
I have added some slides about costing 



Mark-Up Pricing Method 
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Step 1:  Determine the food costs (chicken dinner with cost of $3.32). 
Step 2:  Determine the multiplier.   

   Budgeted food revenues:  $875,000 
   Budgeted food costs:        $325,000 
   Budgeted food cost %:      37.1%  (food cost ÷ food revenues) 

A multiplier can now be calculated: 
 1   =   1   =      2.7 (rounded)   

Budgeted food cost percentage                           .371 

Step 3:  Establish a base selling price.  Multiply the food cost for the chicken dinner by 
the multiplier: 

  $3.32      (x)            2.7            =      $8.96 
     (ingredient cost)                       (multiplier)                (base selling price)   



Contribution Margin Pricing Method 

Assume the budget indicates: 
•   Non-food costs =   $395,000 
•   Profit goal     =   $ 50,000 
•   85,000 guests 

Step 1:  Determine the average contribution margin per guest.  

  Non-food costs + Profit   =      Average contribution margin per guest 
                  Number of expected guests 

           $395,000 + $50,000    =  $5.24 
      85,000 

Step 2:  Determine the base selling price for the menu item (add the average contribution margin 
per guest to the item's standard food cost). 

$3.60  +      $5.24        =    $8.85 (rounded) 
         (food cost)             (contribution margin)   (base selling price) 
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Ratio Pricing Method  

Assume that the operating budget of a restaurant (no alcoholic beverages) specifies:  
 food costs = $235,000; non-food costs = $560,000; budgeted profit goal = $80,000. 

Step 1:  Calculate the ratio of food costs to non-food costs plus profit:   

 Non-Food Costs + Profit   =  Ratio 
         Food Costs   

        $560,000 + $80,000   =  2.72 (rounded) 
              $235,000 

Step 2:  Calculate the total non-food costs and profit for the menu item.    

If the food cost is $3.75, the amount of non-food costs and profit required is $10.20  
($3.75 x 2.72 = $10.20)  

Step 3:  Determine the base selling price for the menu item:   

Non-food costs/profit –  $10.20  
 Food cost   $  3.75 

               $13.95 
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Prime Cost Pricing Method 
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Assume the following from the budget:  Labor Costs =  $210,000; Number of Expected Guests  =  75,000; 
Desired Prime Cost Percentage (Food Cost % + Labor Cost %)  =  62%. 

Step 1:  Determine the labor costs per guest.   

Labor Cost per Guest  =   Labor Costs    
                # of Expected Guests   

        
 $2.80   =   $210,000    

      75,000    
         

Step 2:  Determine the Prime Cost per Guest, (assume a Food Cost of $3.75). 

 $3.75  +  $2.80   =   $6.55  
                (Food Cost)           (Labor Cost per Guest)            (Prime Cost per Guest) 

Step 3:  Determine the menu item's base selling price.   

             Prime Cost per Guest    
                          Desired Prime Cost Percentage 

    $6.55    
      0.62 

         $10.56  (Base Selling Price) 



Maximize the Contribution Margin  
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   Menu Item  

Menu Item 

Item Food Cost Item Selling Price Food Cost 
Percentage 

Contribution 
Margin 

Item A $  3.50 $10.95 32.0% $  7.45 

Item B $  8.00 $18.25 43.8% $10.25 

Item C $12.50 $26.50 47.2% $14.00 



MENU ENGINEERING WORKSHEET 
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