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 ABOUT THE PARTNERS 

 

Academy CES is a centre for education of adults, 

specialized for short and extended courses according to 

the labour market needs. The strategic determination of 

Academy CES is to offer quality educational product 

which is in accordance with the interests of the students 

according to labour market needs, by increasing the 

competences and the skills for easier employment or 

self- employment. 

Academy CES as a centre for education of adults is a certified institution in the field of 

professional education and training in general educational interests and fields. 

The candidates who attend and master the program contents get valid certificates as 

acknowledgments for the acquired competences, which 

they find beneficial when achieving their own interests 

while looking for a job. 

Academy CES as a centre for education of adults feels and 

cherishes the responsibility and professionalism in 

providing training's for professional and personal 

development with complete dedication to the clients' needs 

not only during and within the realization of the training's, 

but also by providing support to students upon the 

termination of training's as well. 

 

 

INSIGNARE is a non-profit association located at Ourém, in the centre of Portugal.  

They have several working areas - two VET secondary schools, 

with more than 550 students (EPO - Ourem Vocational School 

and EHF - Fátima Hospitality Vocational School), one local 

employment centre (GIP, with more than five hundred people 

enrolled) and one guidance and 

validation centre (CQEP). Both schools have diversified teaching staff, 

full-time and part-time, because as much of the teaching staff is also 

integrated within the labour market, knowledge and experience of the 

labour force can be and is transmitted to the students. All the courses 

are level IV and grant equivalence to 12th grade. 

Fátima Hospitality Vocational School, has Cook, Waiter, Receptionist 

and Tourism courses, and has fully equipped facilities for a practical 

training  

Ourém Vocational School (EPO), founded in 1990, has Management, 

IT, Metalworking, Mechatronic, Design, Industrial Maintenance and 
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Electronics courses, following the strategic decision of becoming an industrially focused VET 

school.  

 

 

EGInA Srls is a private training agency and consultancy body, 

operating in the field of EU projects and grants. The company has 

been founded by a team of project managers with long-term 

experience in the preparation, submission and implementation of 

project proposals, as well as in the coordination of international 

partnerships and the administrative and 

financial management of actions at local, 

national and EU level. 

EGInA Srls is located in Foligno, in the Umbria 

Region (1,30h far from Rome by train), and it 

operates within a wide and consolidated 

network of public and private bodies, providing 

high-quality services and consultancy in 

different fields: 

 

○ Lifelong Learning and Higher Education 

○ Research & Innovation    

○ EU/International projects  

○ Transnational mobility 

 

 

 

 

 

 

 

 

 

 

 

             

Changing lives 

Opening minds 
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 MODULE 1 European standards for restaurants 
 

 

 

Health protection is the aim of all EU laws and standards in the agriculture, 

animal husbandry, and food production sectors. An extensive body of EU-

wide law covers the entire food production and processing chain within the 

EU, as well as imported and exported goods. 

The European Union's food safety policy aims to protect consumers while 

guaranteeing the smooth operation of the single market. Dating from 2003, the 

policy centers on the concept of traceability both of inputs (e.g., animal feed) 

and of outputs (e.g. primary production, processing, storage, transport, and 

retail sale). 
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The EU has agreed on standards to ensure food hygiene, animal health and 

welfare, and plant health and to control contamination from external 

substances, such as pesticides. Rigorous checks are carried out at every stage, 

and imports (e.g., meat) from outside the EU are required to meet the same 

standards and go through the same checks as food produced within the EU. 

RULES AND SERVICE CRITERIA (North Macedonia) 

The principal aim of retained EU law Regulation (EC) 178/2002, 'General 

Food Law' is to protect human health and consumer's interest in food. It applies 

to all stages of production, processing, and distribution of food and feeds with 

some exceptions. Food businesses must comply with food and feed safety 

laws. 

Whether you work in a food business or you are a consumer interested in food 

law, there are general requirements that you need to be aware of. 

Food Law General Requirements are: 

1. food safety requirements 

2. traceability of food and feed products 

3. responsibility of operators 

4. withdrawal and recall 
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1.    Food Safety requirements 

 

EU food safety policy and action are 

concentrated in 4 main areas of protection: 

● Food hygiene: food businesses, from 

farms to restaurants, must comply with EU 

food laws, including those importing food to 

the EU. 

● Animal health: sanitary controls and measures for pets, farmed animals, and 

wildlife monitor and manage diseases, and trace the movement of all farm 

animals. 

● Plant health: detection and eradication of pests at an early stage prevents 

spreading and ensures healthy seeds. 

● Contaminants and residues: monitoring keeps contaminants away from food 

and animal feed. Maximum acceptable limits apply to domestic and imported 

food and feed products 

EU food safety policy and action are concentrated in 4 main areas of 

protection: 

● Food hygiene: food businesses, from farms to restaurants, must 

comply with EU food laws, including those importing food to the EU. 

● Animal health: sanitary controls and measures for pets, farmed 

animals, and wildlife monitor and manage diseases, and trace the 

movement of all farm animals. 

● Plant health: detection and eradication of pests at an early stage 

prevents spreading and ensures healthy seed 
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● Contaminants and residues: monitoring keeps contaminants away from 

food and animal feed. Maximum acceptable limits apply to domestic 

and imported food and feed products. 

The European food safety authority (EFSA) provides independent risk 

assessments and scientific advice which inform the EU’s food safety 

standards. 

The safety of food is of critical importance. Consumers must have confidence 

and assurance that the food they buy will do them no harm or have an adverse 

effect. 

The General Food Law Regulation establishes that only safe food and feed 

can be placed on the Union market. It also establishes basic criteria for 

establishing whether food or feed is safe. 

 

2.  Traceability 

Tracing food and feed throughout 

the food chain is very important for 

the protection of consumers, 

particularly when food and feed are 

found to be faulty. The General 

Food Law Regulation defines 

traceability as the ability to trace and follow the food, feed, and ingredients 

through all stages of production, processing, and distribution 

Traceability: 

● facilitates withdrawal of faulty food/feed from the market 
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● provides consumers with targeted and accurate information on 

specific product 

● covers all food and feed, all food and feed business operators, 

without prejudice to existing legislation on specific sectors 

● affects importers who are required to be able to identify from whom 

the product was exported in the country of origin 

● obliges businesses to be able to identify at least the immediate 

supplier of the product in question and the immediate subsequent 

recipient, with the exemption of retailers to final consumers - one 

step back-one step forward (unless specific provisions for further 

traceability exist). 

 

3.    Operators' responsibilities           

Primary responsibility for 

ensuring compliance with food 

law - and in particular the 

safety of the food - rests with 

the food (or feed) business 

operators. To complement and 

support this principle, the 

competent authorities of the 

EU countries must assure adequate and effective controls. 

If a food business operator considers or has reason to believe that a food which 

it has imported, produced, processed, manufactured, or distributed is not in 

compliance with the food safety requirements, it shall immediately initiate 

procedures to withdraw the food in question from the market where the food 

has left the immediate control of that initial food business operator and inform 
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the competent authorities thereof. Where the product may have reached the 

consumer, the operator shall effectively and accurately inform the consumers 

of the reason for its withdrawal, and if necessary, recall from consumers 

products already supplied to them when other measures are not sufficient to 

achieve a high level of health protection. 

4. Withdrawal and recall 

Withdrawal is when a food is 

removed from the market, this 

includes at point of sale. The recall 

is when customers are asked to 

return or destroy the product. 

Food businesses must also notify 

the competent authorities (to us and 

the local authority) Retailers and distributors must help with the withdrawal 

of unsafe food and pass on information necessary to trace it. 

Where food business operators have placed food on the market that is injurious 

to health, they must immediately notify the competent authorities. There are 

also similar provisions for animal feed. Manufacturers are responsible for 

producing foods that are safe and reliable. The food sector also has its internal 

monitoring systems. 

When food or feed is unsafe, business operators are obliged to withdraw or 

recall it. They are also obliged to notify the competent national authorities to 

be able to monitor whether the appropriate measures have been taken or 

require that additional measures be taken for reducing or eliminating a food 

safety risk. 
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DIVISION OF WORK ARIAS AND EMPLOYMENT 

 

About 15.9 million people aged 

over 15 were employed in the 

food supply sector in the 

European Union (EU) in 2019, 

representing 8% of total 

employment. 

The majority of food supply 

workers were men (59%) 

although the gender distribution 

varied with the activities: fishing 

and aquaculture recorded 88% of 

men while the retail sale of food, 

beverages, and tobacco registered 63% of women. As regards the distribution 
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by age groups, over one-third (38%) of people employed in the food supply 

sector in the EU was aged 35 to 49, while people aged 50 or above accounted 

for 34% and those aged 15-34 for 28%. 

The restaurant industry is a dynamic ever-changing business. The concepts 

change every day, the trends come and go but at the industry's core, it is about 

giving the guest an experience within each of the restaurant's respected 

segmentation. Specifically, in how is an experience delivered to the guest. By 

breaking down the dynamics of a restaurant to the front of the house (FOH) 

versus the back of the house (BOH) we can isolate aspects that cater to 

delivering an experience to the guest. The FOH is everything the guest sees 

and interacts with within the guest experience. Industry observers 

comprehensibly concentrate on front-of-house management issues, service 

delivery analyses largely disregard back-of-the-house challenges. The real 

brain to any restaurant operation and the organization of the kitchen. How the 

kitchen is organized directly correlates to how the guest receives an 

experience. The organization of a kitchen is critical in how the food is 

prepared; which relies on which segment a full-service restaurant concept falls 

roughly in casual, upscale, and fine dining.  

Each segment offers a unique insight into how the kitchen organization 

reiterates that this is one of the most important factors in delivering the service 

expected within the segments. 

Regardless of their segment from a design standpoint, every restaurant has a 

prep area, a dish room, dry storage, a walk-in cooler or reach-in coolers, and 

potentially a walk-in freezer. In addition, the main cooking line, a chef’s line. 

At the same time, every restaurant concept is different and has a different style 

of configuration. A classic diner has a very basic structure; you are cooking 

off griddles often without any pans. Whereas in a fine dining establishment 



                      

                     

P
ag

e1
3

 

you may use a utility distribution system which gives a lot of flexibility to 

facilitate menu changes. This system allows chefs to take pieces of equipment 

out that hinder productivity and exchange it for more practical modular and 

flexible pieces. 

 

European Line 

It is a slower way of production 

used typically in fine dining 

establishments. Different parts of 

the dish are distributed among the 

line chefs and prepared separately. 

Then each of the components of the 

dish is assembled and finished by 

the expediter. 

History of the European Line 

In the late 19th century, a renowned French chef Escoffier understood the 

value of creating a kitchen that moved efficiently and with military-like 

precision. He effectively created a brand-new kitchen system called the French 

Brigade. Below is the classic French breakdown of the brigade system. 

 



                      

                     

P
ag

e1
4

 

MAKING MENU 

The importance of the menu to a food 

service operation cannot be 

emphasized too often or too much. The 

menu is also called “the driver” of a 

foodservice operation. This 

descriptive term indicates that every 

part of a foodservice operation is 

affected by the menu and stresses how a menu is a managerial tool for 

controlling many aspects of a foodservice operation.   

Types and categories of menus 

Static menus are those that stay the same every day and are most typically 

used in quick service to upscale casual restaurants.  These types of menus may 

be presented on a menu board or in some type of printed format, sometimes 

laminated so it is easily cleaned, that is handed to the customer.  Typical 

sections of a lunch or dinner static menu include appetizers, salads, entrees 

(often further divided), sides, desserts, and beverages. Choices may be limited, 

as they are in some quick service, such as McDonald's or Five Guys, and quick 

casual restaurants, such as Panera and Chipotle, or choices may be extensive 

requiring a menu that resembles a small book, such as the Cheesecake Factory. 

 Cycle menus are most often used in non-commercial foodservice operations 

that serve the same group of customers every day, such as corporate dining 

(business and industry), healthcare, schools, and long-term care or CCRCs.  A 

cycle menu follows a particular pattern designed to meet the needs of the 

operations customers and repeats in a regular light of the cycle that should be 
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set with the customer in mind.  For instance, a hospital can typically use a 

shorter cycle menu, perhaps five to seven days, for patients, since most do not 

stay in the facility for many days. However, a foodservice operation in a 

continuing care retirement community may need a cycle as long as six weeks 

since customers may be eating in the CCRC dining room daily. Cycle menus 

are often planned seasonally so an operation might have a spring, summer, and 

fall/winter cycle 

Daily (or single-use) menus change daily or maybe planned for a special event 

with a one-time use. Daily menus are often used in fine dining or for 

foodservice operations that feature locally sourced products, which are 

available in the market on a given day.    Single-use menus are planned for 

catered events like banquets or parties, and are also used in many operations 

for “daily specials".” 

Other ways to categorize menus 

Menus can also be categorized in a variety of other ways including any of the 

following: 

The function of the menu – such as a tasting menu, catering, hotel room service, 

dessert, wine, or drinks 

Meal/Period – such as breakfast, lunch, happy hour, or dinner 

Styles of services – such as American, French (table side cooking), or Russian 

(platter service) 

Pricing styles – such as a la carte (each item is individually priced), table 

d’hôte (a selection of complete meals offered at set prices), prix fixe (one price 

for the entire menu), and most commonly seen in U.S. restaurants, a 
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combination of pricing styles to best cater to the target customer of the 

operation. 

Amount of selection – selective (customer has many choices typical of a family 

or casual restaurant), non-selective (no choice as with many tasting menus, 

hospital special diet menus, or sit-down banquets), or limited or semi-selective 

(typical of small operations, fine dining or themed restaurants). 

 

Menu planning principles and factors 

Menu planning is a learned skill 

improved through practice. 

Effective menus are critical to the 

financial health of a foodservice 

operation and serve as a “driver” 

of the business. 

Their importance to a successful food service operation can’t be overstated. 

Menu planning principles include balance, nutritional quality, aesthetics, and 

variety, including color, texture, flavors, shapes, and sizes of food.  The 

equipment and personnel available to produce and serve the menu are also 

important considerations in planning the menu. Along with all of these 

considerations, the effective foodservice manager also has to consider costs, 

production, and other management issues. 

Factors affecting menu planning can be organized into two main areas: 

customer satisfaction and management decisions. Both of these areas must 

be considered when menus are planned. 
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Factors related to customer satisfaction include sociocultural background, 

food habits and preferences, nutritional influence, and aesthetics. 

Management decisions must: 

✓ Consider Seasonality. Incorporating seasonal produce into the menu 

✓ Plan With Cost Control and Pricing in Mind. 

✓  Think Ahead to Prevent Waste. 

✓ Think About Pacing and Speed. 

 

EMPLOYEES - EXPERIENCE, PROFESSIONAL AND PERSONAL SKILLS, 

JOB DESCRIPTION, TASKS AND RESPONSIBILITIES, SALARY 
 

Whether you’re serving 

take-out to a customer on 

the go or providing a five-

star fine dining experience, 

you need a great staff to 

leave your customers with 

a lasting impression of 

quality. Some restaurant positions span the different types of foodservice 

establishments, but there are also some specific and specialized jobs. 

 

There are a few job descriptions 

Executive Chef 

Job Description: The executive chef is responsible for every aspect of the food 

that is prepared and served. Behind the scenes of any fine dining kitchen, 

executive chefs are creating menus, managing kitchen staff, and making sure 

that food leaving the kitchen is up to standards. 
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Job Requirements: 

•     Usually requires a culinary degree and/or several years of experience 

•     Management skills 

•     Ability to work quickly and efficiently 

•      Highly organized 

Sous Chef 

Job Description: The sous chef is the second-in-command in a kitchen. Like 

executive chefs, sous chefs are held to very high standards. If the executive 

chef is off duty, the sous chef is responsible for keeping the kitchen running 

as usual. 

Job Requirements: 

•      Usually requires a culinary degree and/or several years of experience 

•      Cool under pressure 

•      Ability to work quickly and efficiently 

•      Highly organized 

Cook 

Job Description: The cook 

prepares meals and follows 

establishment recipes. Duties 

include preparing ingredients, 

adhering to the restaurant menu, 

and following food health and 

safety procedures. Cook, clean, 

assist other cooks and staff, and 

deliver food in a fast-paced environment. Work may include operating a grill, 
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oven, or fryer. Previous experience in a team environment and various cooking 

methods preferred. 

Job Requirements:  

• Able to work in a fast-paced environment 
• Able to multitask, prioritize, and manage time efficient 
• Works well as part of a team and on individual tasks 
• Able to quickly memorize complex or multiple orders 
• High school degree or equivalent 
• Able to work early mornings, nights, and weekends 

Pastry Chef 

Job Description: Some fine dining establishments employ a pastry chef, who 

is responsible for creating sweet treats for diners to enjoy at breakfast time or 

for dessert. 

Job Requirements: 

•        Formal pastry training and/or experience 

•        Ability to work quickly and efficiently 

•        Highly organized 

 

Maître D’ 

Job Description: Similar to a host or hostess, the maître d’ is the first face 

customers see when they enter a fine dining establishment. Maître d’s must 

arrange reservations and seat guests but are also responsible for management 

duties in the dining room, including creating a schedule for the wait staff. The 

maître d’ ensures customer satisfaction above all, making it an extremely 

important part of any fine dining experience. 

Job Requirements: 
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• Patience 

• Excellent people skills 

• Cool under pressure 

• Highly organized 

 

Sommelier 

Job Description: A sommelier is a necessity in any fine eatery that serves 

wine. A sommelier recommends pairings to guests and servers, creates wine 

menus, and purchases wine. 

Job Requirements: 

•        Formal education and experience is usually required 

•        Excellent memory 

•        Excellent people skills 

 

Drive-Thru Operator 

Job Description: When customers want food in a hurry, drive-thru operators 

must use active listening skills to ensure customer satisfaction. They are 

responsible for providing friendly customer service while using the cash 

register, taking orders, and delivering the food through the window. 

Job Requirements: 

•        Excellent people skills 

•        Superb listening skills 

•        Cash handling skills 

 

 

 



                      

                     

P
ag

e2
1

 

Fast Food Cook 

Job Description: As the name suggests, fast food cooks must be able to 

prepare orders in a timely fashion. They work with equipment such as deep 

fryers, grills, and sandwich makers. 

Job Requirements: 

•        Works well with others 

•        Multi-tasking and time management skills 

•        Ability to work quickly and efficiently 

Cashier 

Job Description: Like the drive-thru operator, cashiers must accurately record 

a customer’s order and handle cash to process the transaction. Cashiers must 

be able to listen when customers have problems or concerns with their orders 

and respond to their questions appropriately. 

Job Requirements: 

•        Excellent people skills 

•        Listening skills 

•        Cash handling skills 

Employee’s Role is doing the job correctly, working neatly, handling 

equipment and materials properly, and working safely 

 

Employers get frustrated when their employees are not at work when they are 

scheduled to be. There is a job to be done and when workers do not show up, 

the business loses valuable time and money. When you take a job, it is up to 

you to arrange how to get to work every day on time. 
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Ratings. Supervisors evaluate their workers regularly, usually once or twice a 

year. If you are often late or absent, your attendance rating will be affected. A 

low rating affects not only your present job but also can impact you later when 

you apply for jobs with other businesses and they phone for a reference. 

Promotions and raises. Your lateness and absence may cost you a raise or a 

chance for promotion. If you cannot be relied on to show up, you give your 

employer the impression that you do not take the job seriously. 

Pay loss. If you are not putting in a full day’s work, why should you be paid 

for one? Employers lose money when workers do not put in their full time. If 

you are absent, you may lose a full day’s pay, and if you are late, your 

employer only has to pay you for the hours you worked. 

Suspension or job loss.  If you continue to be absent or late, you will lose your 

job. Most employers will give you a few warnings and then proceed to a 

suspension without pay. If your attendance does not improve, the employer 

has little choice but to let you go. 

Employee evaluation. Employers want workers who have good work attitudes 

and who practice good work habits. They expect you to come to work on time, 

dress properly, follow rules and instructions, and get the job done correctly 

and on time. 

Many employers use rating scales to evaluate workers’ job performance and 

work attitudes. These ratings are placed in your personnel file. When your 

supervisor is considering promoting or firing you, these files are used to help 

in the decision. 
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EUROPEAN STANDARDS FOR RESTAURANTS (ITALY) 

 

According to data and figures published by the Italian restaurant, bar, and 

catering federation FIPE1 in January 2020, there are a total of 336,137 

businesses (between restaurants and bars) active today. Employees within the 

sector are more than one million and 200 thousand (1,252,260), with 864,062 

employees and 388,202 self-employed workers. Approximately one-third of 

businesses are managed by a woman and 11% by a foreign citizen.  

This important sector is therefore confirmed as a crucial sector of the Italian 

economy, with an annual turnover (the year 2018) of more than 85 billion 

euros and with significant growth in some sub-sectors, such as take away (+ 

54.7% in the last ten years)2.  

According to the Annual Report, out-of-home consumption continues to grow, 

reaching 36% of the total and Italy has the third-largest restaurant market in 

Europe, after Spain and the United Kingdom. While in Germany, restaurants 

account for less than 30% of total food consumption, this figure rises to 49,6% 

(UK), 51.2% (ES), while in Italy it represents 35,7% of the total3.  

 

RULES AND SERVICE CRITERIA 
 

Customer service is essential to determine the success of a great restaurant or 

pastry shop as the way dishes and pastries are served is very crucial. If done 

wrong, it can ruin even the best-prepared recipes. Customers are much more 

likely to remember receiving bad service than eating food of poor quality. Poor 

 
1FIPE, Annual Report, 2019 (https://www.fipe.it/centro-studi/news-centro-studi/item/6817-

ristorazione-2019.html) 
2 FIPE, Annual Report, 2019, p. 61 
3 ivi, p. 13 

https://www.fipe.it/centro-studi/news-centro-studi/item/6817-ristorazione-2019.html
https://www.fipe.it/centro-studi/news-centro-studi/item/6817-ristorazione-2019.html
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or bad service could include not giving the customer the proper attention or 

treating them rudely.  

 

After having planned the menu, chosen the perfect location, and furnished it, 

the next important activity will be outlining service rules and criteria as they 

will surely enhance the food quality and the menu themselves4.  

At the internal level, there are a variety of service typologies to be taken into 

consideration when choosing the right one for a proper restaurant5: 

▪ Service à la française 

Service in the French style is very complex and can be found inexpensive and 

formal restaurants where the courses are brought to the table sequentially and 

the food is portioned by the waiter in front of the customers and before serving 

the food, the group “leader” guest will be offered to taste the food for approval 

just like it is done for wine. This typology is rarely used in Italy.  

▪ Service à la russe 

According to the service in the Russian style, the food is portioned in the 

kitchen, brought to the table on a tray or serving plate, and then presented to 

the customer. The waiter will serve the portions to each customer, directly on 

the plate.  

▪ Service à l'anglaise 

This type of service requires the food to be presented on a tray or serving plate 

and brought directly to the table. One of the diners will make the portions and 

 
4 Trademark Italia, Rimini, Dal cameriere al restaurant manager, Manuale Pratico per gli 

operatori della ristorazione (From waiter to restuarant manager, Practical Handbook for 

Catering operators), 2007  
5 ivi, p. 29-33  
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serve each guest. The service in the English style is usually used in family and 

economy restaurants.  

▪ Self-service  

Self-service is also 

called buffet 

service in Italy, but 

there is a 

substantial 

difference. The 

dishes are organized following a certain “path” people should follow with their 

trays, choosing the dishes they prefer. In the traditional self-service, at the 

beginning of the line, clients will find napkins, cutlery, bread, appetizers, first 

courses, fish and meat dishes, vegetables, cheeses, desserts, water, soft drinks, 

and wines.  

Self-service restaurants are usually chosen for their speed and for the fact that 

customers can see the dish before ordering it.  

In Italy, there is no preferred service typology: some restaurants have decided 

to adopt only one service style, while others may prefer to mix multiple styles. 

There is no common rule that should be followed, but keep in mind that the 

best service is the one that best suits the customer. It is up to the restaurant or 

pastry shop manager to decide which type of service is the most appropriate, 

considering their clientele and the venue they had chosen.  

 

 

 

 



                      

                     

P
ag

e2
6

 

DIVISION OF WORK AREAS AND EMPLOYMENT 
 

When working in a restaurant, the professional kitchen during service is 

usually very busy: to ensure a high-quality service and food, the people 

working within the kitchen must be well organized and know exactly what to 

do and how to move inside the laboratory.  

Before outlining the working areas in a kitchen, it is important to have in mind 

how a kitchen brigade is composed and what are the roles.  

 

  
6 

 
6 John Draz, Christpher Koetke, The Culinary Professional, 2010, Goodheart-Willcox Pub, 

p. 54 
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7 

 

 

 

 
7 ivi, p. 52 
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8 

 
8 Ivi, p. 53 
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A proper kitchen layout will simplicity workflow, speeding up the service. If 

the working stations are designed in the wrong way, the atmosphere may 

become chaotic and may affect both the quality of the food and the service.  

When designing a professional kitchen in Italy, there are reference standards 

to be taken into account:  

▪ Ministerial Decree No 327/1980 

▪ Ministerial Decree 12/04/1996 

▪ EC Regulation No 852/2004 

The minimum size of a kitchen (with up to 50 customers) must be at least 20 

square meters including the washing area. For bigger restaurants, you should 

add 0.5 square meters per customer and if the restaurant serves more than 100 

diners, it is necessary to have a reserved area for washing dishes. In this case, 

the kitchen shall be divided into sectors/areas, including at least one for 

processing the meat and one for washing the vegetables.  

Depending on the size of the kitchen, the areas may be separated by panels.  

Size depends on the number of seats: 

▪ Up to 30 seats minimum 15 sq. m. 

▪ From 30 to 100 seats 0.3 sqm per seat, so 100 seats 30 sqm 

▪ Over 100 seats 0.2 sqm per seat, then 200 seats 40 sqm 

The average height is at least 3 meters9.  

The kitchen is usually divided into main areas: 

• Vegetable cutting 

• Meal cutting and cooking 

 
9 https://www.piano-haccp.it/requisiti/ristorante/cucina.html  
  https://bim.acca.it/progetto-di-una-cucina-per-ristorante/  

https://www.piano-haccp.it/requisiti/ristorante/cucina.html
https://bim.acca.it/progetto-di-una-cucina-per-ristorante/
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• Fish cutting and cooking 

• Preparation of appetizers and cold dishes 

• Preparation of desserts and pastries  

• Storage 

• Service 

Within the kitchen, the working areas and their respective equipment must be 

separated. 

 

MAKING A MENU 
 

A menu is an essential tool for the success of a restaurant. Its composition 

depends on a variety of elements (such as restaurant typology, meal typology, 

customers, etc). The creation of a menu requires care, attention, and 

professionalism and must be in line with current regulations.  

It is then important to state clearly in the menu all the ingredients of the dishes 

so that customers with special dietary, allergies, or personal and religious 

needs can choose accordingly. The latest in Italy is the Legislative Decree 

231/2017: according to Italian law, it is mandatory to list in the menu all the 

allergens and the presence of ingredients customers may be allergic or 

intolerant to. Allergens to be indicated are the following: gluten, milk, eggs, 

nuts, peanuts, sesame seeds, soy, celery, mustard, lupine, mollusks, fish, 

crustaceans, sulfur dioxide, etc.  

If such provisions are infringed, sanctions may be applied, varying from a 

minimum of 500 euros.  

Moreover, in the menu, it is important to state clearly whether some dishes are 

prepared with frozen ingredients, which is usually indicated with an asterisk 

(*).   
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According to the Legislative Decree 84/2000, prices of the dishes must be 

clearly stated in the menus, together with the cover charge (table service and 

bread).    

 

EXPERIENCE, PROFESSIONAL AND PERSONAL SKILLS, JOB 

DESCRIPTION, TASKS AND RESPONSIBILITIES, SALARY 
 

To become a pastry chef or a chef in Italy, you need to master certain important 

skills and need to have proper qualifications.  

Let’s start by describing the two job profiles.  

 

Pastry chef – Job description10  

 According to ISTAT classification, the Pastry 

Chef is responsible for manufacturing bakery 

products operating within the process of 

processing of baked goods, in compliance 

with food and hygiene standards. Their work 

is both manual and also involves the use of 

specific machines and equipment. Often 

working in an artisanal context, they also deal 

with the sale of the finished product to 

commercial businesses or sell the products 

directly to the final customer. 

 
10http://professioniweb.regione.liguria.it/Dettaglio.aspx?code=0000000294#:~:text=

La%20figura%20si%20occupa%20di,utilizzo%20di%20macchinari%20e%20strum

entazioni.  

http://professioniweb.regione.liguria.it/Dettaglio.aspx?code=0000000294#:~:text=La%20figura%20si%20occupa%20di,utilizzo%20di%20macchinari%20e%20strumentazioni
http://professioniweb.regione.liguria.it/Dettaglio.aspx?code=0000000294#:~:text=La%20figura%20si%20occupa%20di,utilizzo%20di%20macchinari%20e%20strumentazioni
http://professioniweb.regione.liguria.it/Dettaglio.aspx?code=0000000294#:~:text=La%20figura%20si%20occupa%20di,utilizzo%20di%20macchinari%20e%20strumentazioni
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The EQF levels considered for this profession vary from level 3 to level 5, 

depending on the qualification to be achieved.  

 

EQF Levels Type of qualification 

3 
• Professional operator certificate  

(Attestato di qualifica di operatore professionale) 

4 

• Professional technician diploma  

(Diploma professionale di tecnico) 

• VET qualifications  

(Qualifiche IeFP) 

• Vocational Schools  

(Istituto alberghiero) 

5 

• Higher Technical Institutes (ITS);  

• Higher Technical Education and Training 

pathways (IFTS) 

 

 

The professional figure of the pastry chef has knowledge of raw materials, 

leavening cells, recipe composition techniques, dough and kneading 

techniques, processing techniques, food science basics, presentation and 

decoration of products, use of traditional and technologically advanced 

equipment, customer care basics, hygiene and health rules. An essential 

characteristic is the possession of strong interpersonal, communication, and 

creative skills.  

Focusing on the labor market, the average salary of a pastry chef can vary 

depending on many different factors, including education, certifications, 

additional skills, level of expertise, and the workplace.  
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According to ISTAT, in the year 2018, the average salary was equal to € 

23,494 (approx. € 1900 per month), but this figure varies a lot.  

According to another analysis11, the average salary is 1,500 € net per month 

(about € 27,400 before taxes per year), 3% lower than the average monthly 

salary in Italy. The salary of a pastry chef can vary from a minimum of 1,150 

€ net per month to a maximum of approx. € 3,800 net per month.  

The lowest wages are paid to the junior and inexperienced professionals, such 

as trainees or interns (varying from € 660 – 860 per month), while Expert 

Pastry Chef can benefit from higher wages (up to € 2,500 per month).  

 

Chef – job description12 

The Chef is responsible for the preparation, production, and presentation of 

meals within food service establishments. They organize the kitchen activities, 

elaborate the recipes, plan the menus, schedule the work of their employees, 

and are responsible for the quality level of all the dishes to be served. The Chef 

is responsible for the kitchen as a whole and oversees all the activities during 

service. The Cook carries out what the Chef decides and coordinates the 

kitchen staff. The professional figure of the Chef has knowledge of raw 

materials, food technology, use of culinary tools, food and wine, hygiene, 

accident prevention. 

The Chef must be able to work independently, coordinating the work of any 

collaborators and applying the principles of culinary art (cooking techniques, 

conservation, and presentation of food). A good ability to resist physical and 

mental fatigue and strong interpersonal skills are essential. 

 
11 https://www.jobbydoo.it/stipendio/pasticcere 
12 http://professioniweb.regione.liguria.it/Dettaglio.aspx?code=0000000072  

https://www.jobbydoo.it/stipendio/pasticcere
http://professioniweb.regione.liguria.it/Dettaglio.aspx?code=0000000072
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The EQF reference level is EQF 3 and EQF 4, depending on the certificate and 

qualifications obtained.  

The average salary is 1,850 € net per month (about € 35,500 before taxes per 

year), but this figure may vary a lot, going from a minimum of 900 to a 

maximum of 6,800 €. 

The lowest wages are paid to the junior and inexperienced professionals, such 

as trainees or interns, while Expert Chefs or Michelin-starred Chefs may 

benefit from much higher wages.  

 

 

RULES AND SERVICE CRITERIA (PORTUGAL) 
 

In Portugal, there are two types of rules for Table Service: General Application 

Rules and Service Rules. 

➢ General application rules 

✓ Before the scheduled time for the start of meals, the head 

waiter/waitress and the team must be present in the sector or shift of the room 

assigned to them, to finalize the preparation of the room and to adjustor to 

“fine-tune” the arrangement of the tables for the respective shifts. When 

standing up, they should remain in an upright position and attentive attitude, 

avoiding conversations; 

✓ During the service, all waiters/waitresses must avoid gatherings, due 

to the bad effect it has on the customers, consequent censorship, and possible 

relaxation in their work; 

✓ To take advantage of their movements, planning the service and 

acquiring the habit of transporting from the room everything that should and 

can be removed, when one has to leave. Conversely, when returning to the 

room, take everything one needs for the movement; 
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✓ The noise must be kept to a minimum, speaking only the essentials and 

giving orders with precision and half-voice. The clash of cutlery and crockery 

becomes annoying for customers, which is why it should be placed on tables 

away from sideboards or service tables. Therefore, avoid this problem as much 

as possible, helping to improve the room environment. 

✓ If it exists, the monogram/logo of the crockery, glasses, and napkins 

must face the guests; 

✓ For children, preferably use small plates and cutlery, like the ones for 

dessert. When necessary, look for and offer a pillow for the little ones; 

✓ The cutlery is not carried in the hands but in trays or plates covered 

with a napkin or appropriate napkin, on which the knives, forks, and spoons 

are arranged in order. It is from the plate or tray that, grabbed by the handle of 

each piece, they are placed on the table, on the right, without disturbing the 

customers; 

✓ The crockery and glass must not be transported in large quantities, 

because it is unpleasant to the eye, tiring, and susceptible to disastrous fall, 

with the consequent damage and interference with the service; 

✓ The tables are intended for customers and not to serve as a sideboard. 

One should pretend that the tables are always ready, so nothing should be 

placed on top. This waymark on the towels are avoided, preventing the 

impression that the table has already been used and that the towels have not 

been replaced; 

✓ An always clean table is one of the purposes to look for in a careful 

waiter/waitress. If a glass of wine or sauce is spilled, it should be cleaned up 

immediately by placing a napkin or towel in the oily spot or changing the towel 

if necessary; 
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✓ The lids of the covered dishes or terrines, when picked up, should be 

placed with the wet bottom facing upwards, to avoid dirtying the towel of the 

service car; 

✓ The cups should be picked up by the foot and never touching the edges, 

where the customer will drink or had already drunk; 

✓ The bottom of the dishes should be cleaned before placing them on the 

table or the service car, as they may be dirty when leaving the kitchen; 

✓ Waiters/waitresses should not put their fingers inside the served 

glasses when they are picked up from the table to be transported. It is an ugly 

and dangerous act, due to the possibility of disease transmission, like COVID 

19. One should take them by the foot, holding them between the toes, facing 

upwards. Even better will be to transport them in a tray lined with cloth or 

napkin, even if already used, as it will prevent noise and slips, and it will save 

time while being transported to the pantry; 

✓ Accumulating dirty dishes, glasses, and cutlery on the sideboard 

produces a bad effect and even annoys more sensitive customers. In addition, 

it makes work difficult due to the lack of space-born from the dispersion and 

disorder of these materials; 

✓ It is essential to the waiters/waitresses to know the menu of the meal 

to be served until the first service begins, so it can be explained when 

necessary. When in doubt or ignorance, the head waiter/waitress or the chef 

should be consulted;  

✓ Menus are true advertisers and of great value. Better than any good 

employee, they describe what is to sell or to serve. The menus must therefore 

be impeccably clean, because when they are cluttered, they give the 

impression that the cleanliness is doubtful, both in food and service; 
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✓ The reception and distribution of customers in restaurants with a full 

brigade is essentially the responsibility of the head waiter/waitresses, who, 

without contradicting the expressed wishes, should distribute them throughout 

the room, except those with a previously scheduled table, so as not to 

overburdensome rooms sectors. If there isn’t a head waiter/waitress, then the 

waiter/waitress accompanies the customer to a free table, unless instructed 

otherwise.  

✓ The dishes that please regular customers the most should be 

remembered, whom the waiter/waitress shall know. 

✓ Learning to observe has great advantages. Customers sometimes adopt 

a special language of gestures or signs, when they want to order, to express 

displeasure, to pay, … 

✓ Customers don't like to feel abandoned. As one passes their tables, look 

at them. A nod or a movement of the eyes is enough to calm an impatient guest 

or to acknowledge an absence or an additional request. 

➢ Service rules 

These are focused on the service itself. 

✓ The meals are presented and served by the customers left. However, 

the delicacies that are arranged on the plate to be used directly by the customer, 

or when it is prepared on a table or car, will be placed on the customer's right. 

✓ Drinks, including tea and coffee, are served on the right. 

✓ At tables leaning against the wall, as well as tables fitted between 

sofas, service is not easy, as they do not allow the regular movements of the 

waiter/waitress. This, however, complies with the way of disturbing the client 

as little as possible, asking for permission, and excusing the inconvenience 

caused. One should be careful against the risk of the customer unexpectedly 

lifting the arm and causing the plate to be dropped. 
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✓ Clean dishes are introduced or placed on the right. 

✓ The dirty dishes are removed from the right and passed to the left hand. 

The transition from the right hand to the left hand will be done behind the 

customer and not in front of him/her, to save him/her the unsightly spectacle 

of the food remains. 

✓ The dirty dishes are lifted from a single table at a time and placed on 

the sideboard, properly arranged. Only afterward one does a similar service at 

another table. 

✓ A dirty dish, which in some cases is replaced by another with food, 

prepared individually, is changed by removing it from the right and 

introducing whatever has the food on the left. 

✓ The glasses are removed from the table on the right, as the next wine 

is served, but only after it has been served. The glass of water, however, 

remains on the table until the end of the meal. 

✓ The salad plate, when shaped like a half-moon, is placed on the left, 

with a dessert fork. However, if the left side is very cluttered, it can be placed 

in front of or to the left. 

✓ Dessert is served after the table has been freed of all utensils, which 

are not necessary, and clean of the crumbs, for which a special roller, crumbs, 

or brush is used. Or simply a folded napkin, pouring the crumbs onto a plate 

and never onto the floor, or on the seats, etc. If, however, there is cheese on 

the dessert, the table is cleaned, but the bread dish is left with bread and butter 

so that the customer can use them for the cheese, even in the case of water 

crackers being offered as bread substitutes. 

✓ The cutlery for dessert is taken and placed on the table just before 

serving. If, as it is very common, they have been placed when the table is set, 

on this occasion they must be arranged functionally, that is, transposing them 



                      

                     

P
ag

e3
9

 

from the front to the sides - fork on the left and spoon or knife on the right. 

These movements must be performed to the customer’s right. 

✓ The dessert plates should only be placed on the table after it has been 

cleaned and the corresponding cutlery has been arranged. If, however, the 

dessert is served from an auxiliary table or car, the dishes will be placed on 

them and served there, only after placing themselves in front of the guest, on 

the right. 

✓ The lids of the kitchen preparations made on the service utensil itself 

are only raised in front of the guests so that they can be delighted with the 

fragrance of the aroma of the delicacy. 

✓ A chef’s art deserves respect. Therefore, the waiter/waitress should not 

carve or serve any dish or whole piece without having first introduced it to 

customers. 

✓ The customer’s dish should not be overloaded with food when 

adopting the direct English service. If him/she says nothing, being distracted 

or indifferent, the waiter/waitress just should put a reasonable amount, and the 

service will be repeated later. 

✓ The bread should be served in a dish or basket, covered with a napkin, 

never touching it with your fingers. Use special cutlery or tongs to pick it up 

and place it on the table. 

✓ Mustard must be offered with red meats, especially with grilled and 

roasted. The waiter/waitress presents the dish with the mustard’s qualities 

available, on the left, placing a small portion on the right side of the guest's 

dish, without however hitting it with the spoon. 

✓ The delicacies to be eaten with the hands, such as shrimp, prawns, and 

certain seafood, oysters, asparagus, artichokes, fruits, must be accompanied 

by finger-washers, with warm water in cold weather and natural water in hot 
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weather, garnished with a thin slice of lemon. The bowl is placed on the left, 

in front of the bread plate or, if the customer prefers, instead of the bread plate, 

pushing it towards the tips of the forks. The bowl is presented on a plate lined 

with a napkin or paper.  

✓ Ice creams must be accompanied with light dry biscuits or cakes: 

vanilla wafer, la Reine biscuits, ..., except for the composed ones: mixed bowls 

with fruits decorated with whipped cream or cakes, in which the service of 

those side dishes is optional. Ice creams taken outside meals time, especially 

in the summer season, are usually accompanied by a glass of water, especially 

when served outdoors (at terraces, for example). 

The next image summarizes the way how cutlery, plates, and glasses should 

be placed. 
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Main course/salad course. The napkin is on the plate or the left side. 

2, 3, and 4 - Salad fork, fish fork, and dinner fork, always on the left side. 

5, 6, and 7 - Soupspoon, fish knife, dinner knife (with saw turned inwards), 

always on the right side. 

8 and 9 - Bread plate and knife. 

10 and 11 - Fork and dessert spoon. 

12, 13, and 14 - Glasses of water, white wine, and red wine. 

 

DIVISION OF WORK AREAS AND EMPLOYMENT 
 

➢ HACCP 

As a first step in setting up an industrial kitchen, it is recommended to be 

informed about the legislation to follow. There are legal aspects that regulate 

its conditions, from the preparation of food (HACCP) to a program to control 

the health and safety of the employees. 

 

➢ Physical structure planning 

After that first step, the next one is to physically plan an industrial kitchen.  

- Physical structure 

The design of the physical structure of an industrial kitchen must obey the 

objective set for its implementation: number and type of customers, for 

example. Some aspects must be observed, like the floor, the walls, and ceiling; 

doors and windows; lighting. 

The most common features are a waterproof, non-slip, preference for light 

colors. The walls should be painted with antifungal and fireproof paint. 
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Ceilings should be coated with materials that prevent the accumulation of 

fungi and also be fireproof. 

Regarding lighting, the rule is that they do not change the temperature of the 

environment and it should be protected against bugs or similar risks of falling 

small unwanted pieces on the food. 

- Recommended equipment 

A good exercise is to think that an industrial kitchen is not a normal kitchen 

with larger dimensions. An industrial kitchen requires careful planning when 

purchasing equipment in the following areas: refrigeration; storage; 

preparation; cooking; plating; safety and hygiene. 

For refrigeration, the essential equipment is a freezer, refrigerator, cold room, 

and refrigerated counter. For cooking, the essential equipment is a gas stove, 

hood, conventional and convection oven, salamander, and fryer. In the field of 

safety and hygiene, we can identify fire alarms, extinguishers, sanitation, and 

washing stations. If necessary, the installation of an external shelter for gas. 

As for how the storage, investment is required for stainless steel shelves (open 

and closed ones), to store food (perishable, non-perishable, and dry), and 

others for utensils (containers, cutlery, pots). 

- Setting up an industrial kitchen requires compliance with certain 

organization standards.  

The space must be able to have the following areas: 

- Reception of products from suppliers (meat, fresh vegetables, 

canned); 

- Food storage; 

- Food hygiene: stainless steel sinks and countertops; cleaning 

materials must be stored away from food; positioning of the trash bins should 
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avoid contact with the area in which food is handled. Also, trash cans with 

pedals are recommended. 

- Initial preparation, with a countertop; 

- Food plating on a specific surface, the last one as close to the dining 

room as possible; 

- Washing of utensils (sink, dishwasher, countertop); 

- A specific service area for the disposal of the fabrics used in the food-

making process, like kitchen towels, aprons, towels. 

 

MAKING A MENU – RULES 
 

There are several steps for designing a menu. Each will be briefly presented. 

 

➢ To search for information on how to assemble the menu 

First, what type of audience is the restaurant expected to have? Each target 

profile has its tastes and preferences of dishes, including aesthetic elements. It 

is useless to open a refined restaurant if the menu is too simple, it uses a 

cheaper type of material and it has graphic elements that are different from the 

atmosphere of sophistication. 

Therefore, one should research what trends in restaurant menus are most 

adopted by competitors and what consumers have commented on the menus. 

The best practices in materials, size, design, layout, format, and organization 

of the items from these data should be highlighted, preferably with the help of 

professionals, and which differentials can be applied in the desired menu are 

established. The practice of evaluating and extracting the best from 

competitors is known as Benchmarking. 
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➢ The kitchen x restaurant relationship 

Before determining the restaurant's menu, one needs to keep in mind that the 

menu relates directly to the capacity of the kitchen. The size and configuration 

of the kitchen will directly influence the size and style of your menu. 

Evaluation of the storage space for ingredients and food is also required. 

However, a smaller kitchen may limit the variety of its menu, but that does not 

mean that it is not possible to offer several items creatively. 

 

➢ Public profile and demographic information 

When choosing the target audience, consider all factors such as age and 

demographics to reach the market to be achieved. A young audience is usually 

more receptive to eccentric and different dishes than elderly people, who in 

turn are usually more conservative about new combinations and options. If the 

restaurant is in a tourism region that concentrates on foreign visitors, for 

example, investing in typical dishes is usually a great idea, since these people 

are more likely to know the local cuisine. 

If the target audience has a profile with ecological engagement, a good option 

is to offer seasonal, local ingredients, which have elements aligned with 

sustainability and with the preference of this audience, such as salads. 

 

➢ To observe competitors and to differentiate 

A very important item when setting up a menu is to research which menu 

trends and pricing practices are up in the competition and in the region where 

the restaurant is located. Hence, to evaluate what has been successful and what 

are the best options according to the periods is required. However, a restaurant 
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shouldn’t be more of the same and should try to differentiate itself from the 

rest. This differentiation can happen even in small details. 

If the dish known in the region is a soup, for example, it can be added a 

different ingredient, a special and exclusive flavor, locally made, or with 

organic ingredients, highlighting this on the menu as a difference. It is 

important to adopt good competition practices but if the restaurant's menu does 

not differ from the others, the path to the business's success will certainly be 

more difficult. Therefore, it means doing everything to make the customer feel 

that attending the restaurant is a unique gastronomic experience. 

 

➢ How to set up a simple restaurant menu 

Usually, a restaurant serves lunch and dinner with different dishes. For this 

reason, it is recommended to make two menus for each meal. A dish usually 

consists of three parts, which are the starter, the main, and the dessert. 

Appetizers should not be included in the menu, as they are considered a 

courtesy, offered to please the customer while he or she waits for what has 

been ordered. 

A menu needs to be aligned with the theme and specialty of the business. If 

the focus is Italian food, for example, the traditional pasta and meat from this 

cuisine are to be valued. If it is oriental, fish cannot be missing. The more the 

menu meets the experiences proposed by the restaurant, the more it will be 

useful to please customers. 

 

➢ To make a menu by the service 

A menu should be designed according to the type of service intended to work 

within the restaurant. In the “à la carte” option, a range of options are presented 
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to the customer, and the freedom is given to choose what he or she wants for 

the starter, main course, and dessert at attractive prices, grouping the items and 

their respective values. The downside is that orders can be more unpredictable, 

which can increase operating and food costs. 

There is the buffet type, which works with ready meals and fixed prices, whose 

composition of the dishes is previously defined. This type of menu allows 

greater control of expenses and waste since it works with more limited orders. 

On the other hand, it does not serve customers with more specific tastes or 

diets. 

➢ To plan weekly menus 

Weekly models are often used especially in restaurants such as self-service, 

kilo, and popular. This format includes variations that allow the consumer to 

try different options when attending the restaurant on different days - which 

opens several possibilities to offer attractions, including following variations 

in the climate. This does not mean that you need to offer something new every 

day, but it can vary compositions.  

Some weekly menu suggestions: one can, for example, offer variations of rice, 

beans, and meats. Pasta is also widely marketed, and it can explore variations 

like lasagna, gnocchi, pancakes, pasta. The same goes for side dishes and 

desserts. On cold days, offering soups can be the ideal option for customers 

who want to keep themselves warm. On hot days, salad options are usually the 

attraction of the day and one can vary in the vegetables, legumes, and sauces 

that make up the dish. If the region has an exotic item, a fruit, or an exclusive 

ingredient, invest in it, as it will certainly make tourists happy. 

Important: one should be careful with excess variations so as not to unbalance 

the food stock and generate losses. The preferences of the public should be 
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studied according to the weather and the day of the week, and from there offer 

variations consistent with the capacity of the restaurant. 

 

➢ Caution when naming plates 

To facilitate the identification of customers when ordering, some restaurants 

usually number the dishes. Another interesting option is to put special names 

to help create an identity for the restaurant. If the decor of the restaurant is 

inspired by the Rockabilly musical style (the 1950s and 1960s), one can name 

dishes, drinks, and desserts with icons of the time. Although the tactic of 

giving peculiar names is interesting, be careful not to overdo it. 

Many names of this type on the menu can have the opposite effect and confuse 

the customer when placing the order, just as not all options need to be named 

differently, especially if they do not have anything innovative in their 

composition. 

 

➢ To define the format of the restaurant menu 

Still talking about the identity of the target audience, the menu format that best 

suits the expected customer profile should be chosen. For restaurants with few 

dishes, the most recommended is the menu in the open format (page), which 

gathers the information of the dishes on a single page. But it is important to 

pay attention to the availability of this information, which cannot appear 

crowded and must be visually comfortable so that the customer can walk 

through it without looking like a “claustrophobic” menu. 

For restaurants that work with more options, the closed menu is recommended, 

in a book format, whose dishes are strategically defined and the customer can 
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walk through them without worrying in the first instance about the values, but 

rather the attractions of the products. 

 

➢ To think about diversifying 

An interesting opportunity to create differences for the restaurant, and set it 

apart from the competition, is to know how to put together a menu with options 

for different audiences, within the scope of the project. It can diversify the 

menu to suit specific groups, such as allergy sufferers (who avoid gluten, 

artificial colors, etc.), lactose intolerant, visually impaired people (with braille 

language), vegetarians, vegans, and anyone looking for food aligned with a 

fitness lifestyle. 

 

➢ To create harmonious categories 

To give preference to menus with a similar number of dishes in each category, 

as it guarantees consumers balanced options to choose from. Consider putting 

together a restaurant menu with separate categories per page, or if there are 

many, group them into subcategories. For example, in the drinks section, 

divide them into types, such as beers, spirits, special drinks, and soft drinks. 

An interesting tip is to create a category such as "Chef's recommendation" to 

attract customers' attention, especially for new ones. If you work with a lot of 

drinks or desserts, you may want to create a separate menu for them. Make 

sure that sections that do not require major descriptions are arranged similarly 

to all others, to create greater uniformity. 
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➢ To create and highlight dishes with the chef's signature 

In several restaurants, it is the chef who develops the menu items. It has a 

segment in which it is more specialized, whose knowledge, when well 

combined with the menu proposal and the direction of the business, can 

generate surprising results. 

Hiring a chef who is an expert or has good experience in the type of food to 

be served is more than obvious, but the secret is to ask him/her to create 

exclusive dishes, which can be highlighted on the menu as exclusive. Besides, 

it will allow to profit a lot upon them, either selling at a higher price or asking 

him/her to develop these exclusive dishes with ingredients that can save 

money on. 

 

➢ Caring for your taste 

The manager has the power to decide what will or will not enter the menu, but 

it is important to emphasize that this characteristic should not be overlapping 

with other factors that directly influence the composition, such as the region 

where the restaurant stands, trends, preferences of the target audience and 

skills of the chef. 

To try to be flexible and to accept suggestions, and don't be afraid to change 

even one’s favorite dishes, so that the menu becomes more adequate to the 

demand. For example, one may be an expert in a special dessert recipe, but 

now may not be the time to include it in the menu, due to the cost of the 

ingredients and the fact that the season is not favorable. 
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➢ To create a technical sheet 

To facilitate day-to-day work for all professionals in the restaurant and to 

improve the quality of food, it is important to create a technical sheet. It is a 

document for recording all information about the dishes, such as the necessary 

ingredients, data from suppliers, storage instructions, the method and time of 

preparation, for example. 

In addition to serving as a guideline for kitchen and service professionals, this 

information gathered will be exquisite to boost your menu.  

 

➢ To test the menu before 

One may have ideas of interesting dishes for the restaurant, but they should be 

tried out before deciding how to set up an ideal restaurant menu. How about 

having a small party and inviting people to try the food before opening, using 

the occasion to get honest comments from people about the taste, seasoning, 

ingredients, combinations, price intentions, and location of the restaurant. 

Testing the menu with others is very important, as one may even love the taste 

of a particular dish and be convinced that have created a great gastronomic 

novelty, destined for success, but if other people in practice are not willing to 

pay for it or not interested in the taste, one will suffer losses if it is included in 

the restaurant menu. 
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EMPLOYEES - EXPERIENCE, PROFESSIONAL AND PERSONAL SKILLS, 

JOB DESCRIPTION, TASKS AND RESPONSIBILITIES, SALARY 
 

 A room, hotel, or restaurant 

brigade usually has the following 

elements: 

✓ Restaurant or F&B Director 

✓ Headwaiter/waitress 

✓ Sommelier 

✓ Waiters/waitresses 

Restaurant or F&B Director - a highly qualified professional, who ensures the 

entire management of the sector, guides and supervises the section, with the 

collaboration of the Head Waiter / Waitress. He/she must contact frequently 

the Hotel’s or Restaurant’s Manager to give and to receive feedback, as well 

as the other departments. He/she should have, besides technical skills and 

abilities in this topic, soft skills like team management, written and verbal 

communication, leadership, negotiation, …, that allow him/her to deal easily 

with customers, superiors, and subordinates. 

Headwaiter/waitress - responsible for the organization and orientation of 

services in the restaurant. He/she will ensure discipline in the sectors under 

his/her responsibility, working closely with his/her superior, the Restaurant or 

F&B Director. He/she distributes the services according to the number and 

category of staff; supervises the arrangement of the restaurant room; explains 

the sequence of services, as well as the composition and preparation of the 

meals to be served. He/she also coordinates the pantry and cafeteria services, 

giving guidelines to those in charge of these sub-sections; receives customers 

accompanying them to the tables and helping them to sit down, taking note of 
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their orders (unless someone else is assigned to this job), assisting and 

advising them in the choice to be made and communicating it to the kitchen. 

He/she can also suggest and take the order of drinks if the Sommelier is busy 

or there is not any. He/she is also responsible for making periodic inventories 

of the materials of the section, ensuring their conservation and hygiene. He/she 

must know the rules of etiquette and protocol and have skills in the art of 

carving and flaming, as well as good knowledge of national and foreign drinks, 

Bar, Kitchen, Pastry, Cafeteria services, etc. If possible, should know foreign 

languages, especially English. 

Sommelier – he/she is in charge of all wine and other drinks served during 

meals, suggesting the aperitif, and, after choosing the menu, advising the 

appropriate wines for it or simply accepting the customer's request. He/she 

presents and serves them according to the respective techniques and principles 

or instructs the assistant to do so. Whenever it is a matter of advising or 

choosing, it is normal for the Sommelier to do so to enhance its service. This 

professional must have an advanced level of knowledge of national and 

international foreign wines, in addition to his / her specialization. He/she 

should also know Bar, as it is common to be asked to provide services related 

to this section. 

Waiter / Waitress – he/she is exclusively responsible for a sector of tables, 

which varies according to the establishments (more or less 6 to 8, sometimes 

reaching 10). He/she takes care of the advance mise-en-place arrangements, 

checking that everything is clean and in order, before meals start, planning the 

services to be performed, according to the instructions received from his / her 

superior. He/she is informed of the composition of the menus, to be able to 

give explanations, when necessary, as well as to prepare the appropriate 

components, when the case arises. At mealtimes, he/she serves customers, 
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practicing the type of service used in the establishment, clears the tables served 

and places the utensils used and the remainder on the sideboard or side table. 

It is also on the sideboard or side table, which will place the delicacies coming 

from the kitchen, pastry, etc., as well as the clean and "hot, if necessary" 

dishes, which will be used in customer service. 

The waiter/waitress must know how to remove the fish bones entirely and how 

to divide fish of various species, to remove the bones and to carve various 

meats and poultry, as well as to peel, core, and divide fruits, etc. He/she must 

know the service rules and etiquette, not forgetting the requirements of 

hygiene, safety, and discipline. He/she must also have some knowledge of 

wines, bar, cuisine, pastry, cafeteria, etc., and should have English basic or 

intermediate level, at least the terms most used in the profession. 
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MODULE 2 Analysis of the current situation in hospitality 

sector in North Macedonia, Italy, and Portugal 
 

 
  

REPRESENTATION IN (%) OF THE HOSPITALITY SECTOR 

(North Macedonia) 

Tourism development is important to any country since everyone sees tourism 

as a source of economic growth and development, promoting global 

community and international understanding and peace, providing tourism and 

recreational facilities to local people, raising living standards, stimulating 

local commerce and industry, and reinforcing heritage and tradition 

preservation. As a result, tourism economic benefits are an essential factor to 

consider in economic development, as well as state, regional, and local 

planning. 
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Macedonia approved the "National Strategy for Tourist Development 2009-

2013" in 2008, to make Macedonia a well-known travel and tourism 

destination in Europe based on its cultural and natural resources by 2013. 

Such a notion necessitates the implementation of new economic policies, in 

which tourism is not considered as a separate industry, but as an integrated 

component of the overall economy. 

Tourism has risen to become one of the world's most important businesses in 

recent decades, helping transportation, lodging, catering, and a variety of other 

industries. 

As a result, each country is adamant in developing it and profiting from its 

many effects. In addition, everyone wants to increase the number of visiting 

tourists since it is a source of economic growth. To examine the economic 

effects of tourism in North Macedonia and attempt to evaluate its contribution 

to the country's economic development. we address some economic 

parameters: the gross domestic product (GDP) to measure tourism's 

contribution to overall economic activity; employment in tourism as a 

potential source of job creation in the fight against unemployment; and the net 

flows of tourism services by analyzing the balance of payments. In addition, a 

comparative study of certain additional economic factors is provided, leading 

to findings that there are several opportunities to increase tourism inflows by 

implementing significant measures and activities aimed at attracting a bigger 

number of international tourists. 

To reveal more interesting concluding statements, the data set utilized in the 

study is examined in two periods: 1991-2000, which is the time immediately 

after Macedonia's independence, and 2001-2010, which is a period long 
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enough to see the country's development. the initial tourism outcomes, North 

Macedonia declared, as a result, the report emphasizes the importance of 

ongoing research. 

Table 1 shows the GDP generated in North Macedonia's hotel and restaurant 

business from 1991 to 2010 following Macedonia's independence. Six out of 

ten years had a drop in tourism-related GDP, which might be attributed to the 

post-independence period. 

The greatest results were achieved in 1996, which, together with 2003, 

produced the largest peaks, which were roughly 0.2 percent higher than the 

average tourism contribution to the economy over the sample period. 

As shown in Table 1, the average annual growth rate for the sub-period 1991-

2000 was 0.6 percent, with a 1.5 percent contribution to GDP from tourism. 

 

The second studied sub-period, 2001-2010, had generally positive growth, 

albeit it was still highly erratic. In 2001 and 2004, for example, the GDP 

generated by tourism was lower than the year before. However, it should be 
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noted that the region's and Macedonia's low growth rates are partly attributable 

to the region's and Macedonia's armed conflicts. The severe drop in tourism 

activity in 2000, for example, can be attributed to the Kosovo conflict, Serbian 

bombings, and the 1999 refugee crisis. This finding casts doubt on the tourist 

industry's unexpectedly rapid expansion in 2003. (When all these negative 

shocks still had an influence), This may be explained as an increase in 

domestic tourist demand as a result of the local population's abstention from 

traveling overseas. Further, a drop in GDP is recorded in 2004, which might 

be attributed to increased interest in international travel as a result of improved 

economic activity and growing consumer financing. The tourist sector grows 

slowly and unevenly throughout the studied sub-period. As seen in Table 1, 

the second examined sub-interval contributed much more to Macedonia's 

economic progress. 

The average yearly growth rate is 2.3 percent, which is over four times greater 

than the first studied sub-average. In general, tourism's economic significance 

peaked at 1.8% of total GDP between 1996 and 2003. Similarly, tourism 

contributed 1.6 percent of GDP on average from 1991 to 2010 in the sample 

period. When compared to the global average of 3.2 percent in 200912, we 

conclude that tourism contributes relatively little, but when compared to the 

average of 1.6 percent in Central and Eastern Europe (CEE), the image is 

entirely different. 

In 2019, the contribution of travel and tourism to GDP (% of GDP) for North 

Macedonia was 7.4 %. Though North Macedonia's contribution of travel and 

tourism to GDP (% of GDP) fluctuated substantially in recent years, it tended 

to increase through the 2000 - 2019 period ending at 7.4 % in 2019. 
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Forecasts for tourist development in North Macedonia, were optimistic 

Specifically, the estimated results are encouraging, with the direct contribution 

of tourism to national gross domestic product (GDP) expected to reach 1.6 

percent by 2021, generating revenue of 170 million EUR at constant 2011 

prices; the total contribution of tourism to GDP expected to rise to 6.0 percent; 

and visitor exports expected to generate 76 million EUR (5.1 %). But Covid's 

crises ruined those expectations. 

TYPES OF EMPLOYMENT, EDUCATION, AND SKILLS OF THE STAFF 

Unemployment and tourism 

Macedonia has a relatively high unemployment rate of over 35 percent. 

Table 2 shows the yearly increase of hospitality employees in North 

Macedonia, as well as their share of total labor, in two sub-intervals. 

One can say that tourism in North Macedonia has had a balanced development 

over the last two decades. 

When the yearly growth rates of these two times are compared, the results are 

completely different. The average annual growth rate from 1991 to 2000 was 

-1.9 percent, whereas it was many times higher, at 2.9 percent, for the second 

decade. It is self-evident that in the decade after Macedonia declared 

independence, the yearly growth of the tourist industry's workforce has been 

favorable. 
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According to a 10-year estimate, the number of employees who indirectly 

support the tourist sector in Macedonia will continue to rise, reaching 35 000 

employments in 2021, accounting for 5.4 percent of the entire workforce. 

When comparing predictions for the direct contribution of tourism to overall 

employment, however, one may claim that Macedonia lags behind its 

neighbors (Table 3). 

 

According to data from the State Statistical Office, demand for staff in the 

tourism and hospitality sector is expected to increase in the coming years as a 

result of an increase in international travel. 
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The climate, in terms of policies in the tourism industry, has become more 

favorable as a result of several government policies that contribute to a better 

business climate in the sector. Some of the good policies that should be 

highlighted are: 

• Subsidies for tourist visits of tourists from abroad; 

• Preferential value-added tax rate for accommodation services; 

• Other financial benefits for organizing cultural, sports, and 

environmental events. 

 

In 2019, the contribution of travel and tourism to employment growth for 

North Macedonia was 3.5 %. Though North Macedonia’s contribution of 

travel and tourism to employment growth fluctuated substantially in recent 

years, it tended to decrease through the to make2000 - 2019 period ending at 

3.5 % in 2019. 

Overview 

The tourism sector offers export and investment opportunities and has 

significant potential for future development.  The country’s geographical 

location, mild climate, and historic and religious sites provide favorable 

conditions for the development of the tourism industry.  North Macedonia 

offers a full range of accommodations in 280 licensed hotels.  North 

Macedonia has many tourist attractions, including three natural lakes (Lake 

Ohrid, Lake Prespa, and Lake Dojran), and high mountains suitable for 

camping, hiking, and winter sports.  The most popular tourist destination, 

which accounts for almost 80 percent of North Macedonia’s tourist revenues, 

is Lake Ohrid.  The town of Ohrid is a UNESCO historical and cultural 

heritage site.  Tourists primarily come from Turkey, Greece, Serbia, Bulgaria, 
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the Netherlands, Albania, and Germany. U.S. franchise hotels Holiday Inn, 

Best Western, Marriott, and Hilton are present in Skopje.  Marriott is planning 

to open a second property in Skopje, a Courtyard by Marriott, in the coming 

years.  DoubleTree by Hilton opened in Skopje on January 1, 2019. 

Leading Sub-Sectors 

Since there has been very limited investment in tourism, legacy hotels need 

repair and upgrading.  There has been an increase in the construction of 

smaller hotels, more suitable to the market in North Macedonia, primarily in 

Skopje and in areas around Lake Ohrid. There are no golf courses in North 

Macedonia, nor do the three largest lakes, Ohrid, Prespa, and Dojran, have any 

significant watersport centers. 

Opportunities 

To attract visitors, the Value Added Tax (VAT) on tourism has been reduced 

from 18 percent to 5 percent.  Investors in priority projects receive special 

benefits, such as zero percent personal income tax and zero percent VAT in 

the first 10 years of operation.  USAID has supported the development of 

adventure tourism products in North Macedonia, such as hiking, biking, and 

paragliding. 

The education system in the Sector for catering and tourism 

North Macedonia has a national education system that includes formal and 

non-formal education and has developed procedures for verifying programs 

and institutions for providing education to adults. 

Formal and non-formal education include: 
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• high education, 

• general secondary education, 

• secondary vocational education and 

• primary and pre-school education and upbringing. 

High education 

There are seven universities in Macedonia that have faculties and directions 

that teach subjects in the field of tourism, catering, and gastronomy. Four of 

them are public and three are private. 

The programs and subjects taught in the first cycle of studies in the fields of 

tourism, at the seven universities, are similar to each other for the most part, 

except for a few subjects, which are present in one, but not in the other 

programs and vice versa. In addition to the basic directions of tourism, at the 

Faculty of Tourism and Business Logistics and the Faculty of Tourism and 

Hospitality, the directions of gastronomy, nutrition, and dietetics, and the 

hotel-restaurant direction are studied. The directions of rural tourism and 

ecological tourism are studied at MIT University. 

At all faculties, the programs are in line with the principles of the Bologna 

Declaration by applying the European-credit transfer system and the modern 

way of organizing teaching (interactive lectures, presentations, project 

development, seminar papers, case studies, etc.). 
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Universities in North Macedonia that have faculties and directions from the 

Sector of Hospitality and Tourism are shown in the table below 

N. University Faculty 
First cycle 

studies 

Second cycle 

studies 

Third cycle 

studies 

1 
Goce Delchev, 

Stip 

1. Tourism 

and business 

logistics 

1. Tourism         

                              

2.Gastronomy, 

nutrition and 

dietetics            

     

3. Hotel-

restaurant                 

   

 4. Rural tourism 

(with ZF) 

1. International 

tourism 

1. Tourism 

and catering 

2. 

Gastronomy, 

nutrition and 

dietetics  
3. International 

tourism 

(English 

language)  

2 
„St. Kliment 

Ohridski ”, Bitola 

1. Tourism 

and catering 

1. Tourism          

                  

2. Gastronomy  

 

3. Gastronomy,  

nutrition and 

dietetics                            

4. Hotel - 

restaurant 

1. 

Management 

of sustainable 

development 

in tourism 

1. Tourism 
2. 

Gastronomy, 

nutrition and 

dietetics 

3. Tourism 

3 
Tetovo State 

University,Tetovo 

1. Faculty of 

Economics 
1. Tourism 1. Tourism / 

4 

„St. Cyril and 

Methodius ”, 

Skopje 

1. Faculty of 

Natural 

Sciences and 

Mathematics, 

Institute of 

Geography 

1. Tourism 

1. 

Geographical 

Sciences 

(Tourism) 

1. 

Geographical 

Sciences 

(Tourism) 
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5 

University of 

Tourism and 

Management, 

Skopje (private 

university) 

1. Tourism 1. Tourism 1. Tourism / 

6 

MIT 

University ”, 

Skopje (private 

University) 

1. Tourism 

management 

1. Ecological 

tourism 
/ / 

2. Rural tourism  
3. Gastronomy 

7 

FON University ”, 

Skopje (private 

University) 

1. Faculty of 

Economics 
1. Tourism 1. Tourism / 

 

Secondary vocational education 

 

Priorities in vocational education are the development and application of new 

or revised standards of occupations and educational programs by the 

requirements of the labor market. A needs analysis needs to be conducted from 

rationalization and restructuring of the network of vocational schools to obtain 

functional education. 

 

The structure of the secondary vocational education in Macedonia is as 

follows: 

• Vocational education lasting two years; 

• Secondary vocational education lasting three years; 

• Secondary vocational education lasting four years; 

• Post-secondary education.  
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The catering and hospitality sector is represented within 13 schools in 13 

cities, according to a competition for students to register in secondary 

vocational schools in North Macedonia 

N. School, town Qualification 
Number 

classes 

1 
High school  "Aco Ruskovski" - 

Berovo 
Hotel Tourist technician 1 

2 
High school "Taki Daskalo" - 

Bitola 
Hotel Tourist technician 1 

3 
High school "Josif Josifovski" - 

Gevgelija 
Hotel Tourist technician 1 

4 
High school "Mitko 

Pendzukliski"- Kratovo 

Catering technician for rural 

tourism 
1 

5 
High school "Naum Naumovski - 

Borce" - Krushevo 
Hotel Tourist technician 1 

6 
High school "St. Naum Ohridski" 

- Makedonski Brod 

Hotel Tourist technician 1 

Catering technician for rural 

tourism 
1 

7 
High school  "Vanco Pitosevski" - 

Ohrid 

Hotel Tourist technician 2 

Catering technician for rural 

tourism 
1 

Catering technician 2 

8 
High school  "Lazar Tanev" - 

Skopje 

Hotel Tourist technician 3 

Catering technician 1 

9 
High school  "Mosha Pijade" - 

Tetovo 
Hotel Tourist technician 2 
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Overview of the qualifications in secondary vocational education in the field of 

catering and tourism by cities - three-year education 

N. School, town Qualification Number 

classes 

1 OSU "Aco Ruskovski" - Berovo waiter 1 

2 
High school "Kole Nedelkovski" - 

Veles 
Cook/waiter 1 

3 
High school "Josif Josifovski" - 

Gevgelija 
Cook/waiter 1 

4 
High school "Gjorce Petrov" - 

Kriva Palanka 
Cook/waiter 1 

5 
High school "Naum Naumovski- 

Borce" Krushevo 
Cook/waiter 1 

6 
High school "Vanco Pitosevski" - 

Ohrid 
Cook/waiter 1/2 

7 
High school "Lazar Tanev" - 

Skopje 
Cook / waiter/ pastry cook 4/4/1 

8 
High school "Mosha Pijade" - 

Tetovo 
Cook 2 

9 
High school "Niko Nestor" - 

Struga 
waiter 1 

10 High school "Kole Nehtenin" - Stip Cook/waiter 1 

 

Non-formal education 

Non-formal adult education is conducted mainly by the provisions of 

the Law on Adult Education of North Macedonia. Providers of adult 

education services may be public and private adult education 

institutions, adult education institutions, training centers, employers 
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and social partners, civic associations, or individual trainers, who meet 

the requirements prescribed by law. On the official website of the PI 

Center for Adult Education, the following verified programs and 

bidders for training in the catering and tourism profession can be 

found: 

• Cook - Caterer 

Society for other education, management, and consulting services 

C.E.S. ACADEMY Skopje 

• Cook in restaurants of national dishes in the Polog Region 

Secondary professional municipal school "Mosha Pijade" - Tetovo 

• Assistant cook 

Catering company, trade and services ALFA AVENIA DOOEL 

SKOPJE 

• Cook 

Catering company, trade and services ALFA AVENIA DOOEL 

SKOPJE 

• Cook 

Humanity support and development association Skopje 

• Cook in a catering facility 

Center for education and training of adults "POLYTECHNIC 

ACADEMY" BITOLA 

• Cook in a catering facility 

Municipal public institution - open civil university for lifelong learning 

TETOVO-TETOVO 

• Cook in a catering facility 

Private educational institution - open civil university for lifelong 

learning VANCO PRKE STIP 
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• Cook in a catering facility 

Center for education and training of adults "POLYTECHNIC 

ACADEMY" BITOLA 

• Cook in a catering facility 

"Society for education catering and services business training and 

training center dowel Ohrid" 

• Pastry cook-maker of pastry products 

Society for other education, management, and consulting services 

C.E.S. ACADEMY Skopje 

• Pastry maker 

Open civil university for lifelong learning GOSTIVAR -GOSTIVAR 

• Pastry cook 

Catering company, trade and services ALFA AVENIA DOOEL 

SKOPJE 

• Pastry cook 

Municipal public institution - open civil university for lifelong learning 

TETOVO-TETOVO 

• Waiter in a restaurant 

Association for Small and Medium Enterprises of Macedonia-Skopje 

• Waiter in gastronomy 

Company for catering and consulting management EURO JET 

CONSULTING DOOEL SKOPJE, 

• Waiter 

Adult Education and Training Center "POLYTECHNIC ACADEMY" 

BITOLA 

• Waiter in gastronomy 
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Company for education, catering and services BUSINESS CENTER 

FOR TRAINING AND TRAINING DOOEL OHRID" 

After completing the training, the participants take a final exam and 

obtain a Certificate accredited by the Ministry of Education of the 

Republic of North Macedonia. 

The funds for financing and development of adult education are 

provided from the budget of the Republic of North Macedonia, from 

the budgets of the local self-government communities, from the 

participants in the process of adult education, and other sources. 

 

REPRESENTATION IN % OF THE HOSPITALITY SECTOR – ITALY 
 

This sector is a strategic resource for the European Union and this reason, 

it promotes tourism through funding13.  

The main objectives of the EU financial intervention are: 

• Convergence: convergence acceleration of the Member States by 

supporting those regions which are in development deficit. 

• Regional competitiveness and employment: intervention to facilitate 

the economic competitiveness of the countries and to increase 

employment. 

• Territorial cooperation: encouraging cooperation between countries 

in the fields of urban, rural, and coastal development by fostering 

relations between small and medium-sized enterprises. 

 
13 http://network.icom.museum/fileadmin/user_upload/minisites/icom-

europe/pdf/EYCH/EC_-_Guide_EU_funding_for_tourism_-_2016_April_ver_3_3_-

_EN.pdf  

http://network.icom.museum/fileadmin/user_upload/minisites/icom-europe/pdf/EYCH/EC_-_Guide_EU_funding_for_tourism_-_2016_April_ver_3_3_-_EN.pdf
http://network.icom.museum/fileadmin/user_upload/minisites/icom-europe/pdf/EYCH/EC_-_Guide_EU_funding_for_tourism_-_2016_April_ver_3_3_-_EN.pdf
http://network.icom.museum/fileadmin/user_upload/minisites/icom-europe/pdf/EYCH/EC_-_Guide_EU_funding_for_tourism_-_2016_April_ver_3_3_-_EN.pdf
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To achieve these objectives, the EU uses various funds from enterprises and 

states – Structural Funds – which also have the function of promoting and 

developing structural adjustment in the less developed regions. Among the 

most important funds are the ERDF (European Regional Development Fund) 

and the ESF (European Social Fund). The criteria to be met by the Structural 

Funds in the course of their activities are as follows: 

• Concentration: resources allocation to the poorest regions; 

investment concentrated on particular projects; funding allocation and 

use year by year. 
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• Programming: The Commission finances multi-annual national 

programs within which individual projects are drawn up. 

• Partnership: each program involves administrations at the European, 

national and local levels at the same time. 

• Additionality: Structural Fund appropriations are in addition to 

national investment. 

In 2020 the outlook for the tourism sector remained highly uncertain. The 

coronavirus (COVID-19) pandemic hit hard, with international tourism 

expected to decrease by around 80%. Domestic tourism helped to soften the 

blow, at least partially, and governments took impressive immediate action to 

restore and re-activate the sector while protecting jobs and businesses. Many 

countries are also now developing measures to build a more resilient tourism 

economy post-COVID-19. These include preparing plans to support the 

sustainable recovery of tourism, promoting the digital transition and move to 

a greener tourism system, and rethinking tourism for the future14.  

European Union has 

taken action to face 

the Covid-19 

pandemic and has 

agreed on a 

landmark 750-

billion-euro 

recovery package to 

 
14 http://www.oecd.org/coronavirus/policy-responses/rebuilding-tourism-for-the-future-

covid-19-policy-responses-and-recovery-bced9859/  

http://www.oecd.org/coronavirus/policy-responses/rebuilding-tourism-for-the-future-covid-19-policy-responses-and-recovery-bced9859/
http://www.oecd.org/coronavirus/policy-responses/rebuilding-tourism-for-the-future-covid-19-policy-responses-and-recovery-bced9859/
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respond to the crisis, known as 'Next Generation EU'15. The package will 

include 360€ billion in loans and 312.5€ billion in grants. 

It will be borrowed on the financial markets, using the EU’s strong credit 

rating.  

 

OVERVIEW ON ITALY 
 

The tourism sector includes the travel, hotel, and catering sector, the wellness 

industry, and others. It is one of the most important branches of the economy 

in the world, and also in Italy plays a considerable role. 

In Italy, the tourism sector accounts for 13.2% of national GDP in 2018, 

corresponding to an economic value of 232.2 billion euros. Tourism represents 

14.9% of total employment, for 3.5 million people working. Total presence 

in Italian establishments exceeded 428 million and increased by 2.0% in 2018 

compared to 2017. The international component grew more than the Italian 

one (2.8 vs 1.1%) and represented 50.5% of the total presence. 

International incomes – 41.7 billion euros – increased by 6.5% in 2018 on 

2017, while the expenditure of Italian tourists abroad – about 25.5 billion 

euros – grew by 3.8%. The result is a touristic balance of payments of over 

16.2 billion euros – an increase of 11.2%. 

Until 2019, the tourism sector can be defined as the "oil of Italy": over 360 

million nights spent by foreign tourists in Italy until October 2019. A number 

in an increase of 4.4% that has led the expenditure of foreign travelers to 40 

billion (+6%). Italian tourism represents a primary economic asset for Italy, 

 
15 https://www.euronews.com/2020/12/16/how-has-the-coronavirus-pandemic-affected-the-

economy-in-europe  

https://www.euronews.com/2020/12/16/how-has-the-coronavirus-pandemic-affected-the-economy-in-europe
https://www.euronews.com/2020/12/16/how-has-the-coronavirus-pandemic-affected-the-economy-in-europe
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equal not only to 13% of GDP but also to 4.2 million people employed in this 

sector16. 

For 2019, European tour operators, interviewed by ENIT17 (National Tourism 

Agency) offices abroad, indicate growth in Italian sales in 61.9% of cases 

compared to stability in 33.3%. Optimism also spreads overseas – even though 

with greater moderation – with 41.7% of non-European tour operators 

indicating an increase in sales of the Italian product. Overall, sales by 

international Tour Operators are up by 49.1% of respondents and stable by 

29.8%. Only 2 out of 10 report a contraction. 

Airport arrivals in Italy in 2018 counted 121 million passengers, an increase 

of 7.2% in 2017. Of these 93 million passengers, 76.9% came from European 

countries, including Switzerland. 

According to the report by the Bank of Italy (2020, June)18, revenues from 

international tourism have grown in all macro-areas of the country: the 

expansion has been most marked in the northern regions and in particular in 

the North-West. This incidence has increased to the detriment of the regions 

of the Centre; however, thanks to the attractiveness of their cities of art, central 

regions remain the favorite destination of foreign tourists with a share of 29% 

in 2019. The share of the Northeast, the South, and the islands remained 

broadly stable. 

 

 
16 https://www.ilsole24ore.com/art/il-turismo-resta-petrolio-d-italia-oltre-40-miliardi-2019-

ora-diversificare-ACTKjOCB?refresh_ce=1  
17 http://www.ontit.it/opencms/export/sites/default/ont/it/documenti/files/ONT_2019-07-

30_03066.pdf  
18 https://www.bancaditalia.it/pubblicazioni/indagine-turismo-internazionale/2020-indagine-

turismo-internazionale/statistiche_ITI_05062020.pdf  

https://www.ilsole24ore.com/art/il-turismo-resta-petrolio-d-italia-oltre-40-miliardi-2019-ora-diversificare-ACTKjOCB?refresh_ce=1
https://www.ilsole24ore.com/art/il-turismo-resta-petrolio-d-italia-oltre-40-miliardi-2019-ora-diversificare-ACTKjOCB?refresh_ce=1
http://www.ontit.it/opencms/export/sites/default/ont/it/documenti/files/ONT_2019-07-30_03066.pdf
http://www.ontit.it/opencms/export/sites/default/ont/it/documenti/files/ONT_2019-07-30_03066.pdf
https://www.bancaditalia.it/pubblicazioni/indagine-turismo-internazionale/2020-indagine-turismo-internazionale/statistiche_ITI_05062020.pdf
https://www.bancaditalia.it/pubblicazioni/indagine-turismo-internazionale/2020-indagine-turismo-internazionale/statistiche_ITI_05062020.pdf
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TYPES OF EMPLOYMENT, EDUCATION, AND SKILLS OF THE STAFF 

The tourism sector, one of the main pillars of the Italian economy, offers 

countless opportunities to people. From the travel industry to the hotel and 

catering industry and others, the activities that can be carried out are many and 

constantly evolving19.  

 

 

 

 

 
19 https://www.lavoroturismo.it/guide-e-servizi/professioni/16/spa-manager/49  

27%

29%

27%

15%
2%

Expenditure of foreign travellers in Italy in 2019 by visited 
geographical area

(percentage composition)

Northwest Centre Northeast South and Islands Not examined

https://www.lavoroturismo.it/guide-e-servizi/professioni/16/spa-manager/49
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 Travel industry 

 

Job Job description Education Skills 

Tour 

Guide 

Offers specific 

narration in a 

destination and 

a culture sight 

and is licensed 

to guide tourists 

into museums 

etc... 

Tour Guide 

Licence 

 

Excellent knowledge of 

local monuments, 

museums, cultural and 

folkloristic activities. 

-Fluency in more than 

two foreign languages. 

Tour 

Manager 

Responsible for 

the on-the-road 

logistics, 

confirmations, 

planning, 

unexpected 

delays, damage 

control, and 

group dynamics. 

They travel with 

the group for the 

entire tour. 

Tour 

Management 

Licence 

-Excellent knowledge of 

at least two foreign 

languages. 

-Good general culture, 

strong organizational 

ability, and passion for 

travel. 

-Precise, punctual, and 

orderly person; 

-Management of money, 

tickets, and documents of 

the whole group. 

-Diplomacy. 

-Friendliness and 

empathy. 

-Ability to easily consult 

books or guides related to 

the trip and to decipher 

any type of map, with a 

closer look at the essential 

aspects aimed at the trip. 

-Excellent problem 

solving and stress 

resistance. 
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Tour 

Operator 

Responsible for 

organizing and 

preparing 

holiday tours. 

He/she follows 

trends in the 

popularity of 

destinations and 

packages, and 

adjust company 

plans 

accordingly. 

-Upper 

Secondary 

School GCSE, 

possibly in 

Tourism 

-Specialisation 

courses or 

master’s 

degree  

-Experience in 

the sector 

-Knowledge of: 

  -foreign languages and 

tourist geography; 

  - techniques for the 

production of travel 

catalogs and travel on 

request; 

  - the acquisition of 

transport and 

accommodation services; 

  -fundamentals of 

marketing, 

communication and 

advertising techniques, 

tourism psychology as 

well as the organization 

of the work of agency 

services; 

  -sources of information 

and consultation for the 

programming of 

packages and the 

provision of other 

services and computer 

systems and programs for 

the management of these 

activities; 

  -systems for the 

organization of desk 

services. 

-Experience in the 

administration and 

management of tourist 

enterprises. 

-Ability to calculate the 

rates of the means of 

transport and all the costs 
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that are presented in a 

trip. 

-General knowledge and 

personal experiences will 

enable the client’s 

cultural, recreational, and 

sporting interests to be 

personalized, the 

products offered, and 

provide a professional 

advisory and information 

service. 

Travel 

Agent 

Helps people 

plan, choose and 

arrange their 

holiday. He/she 

will usually 

work to a budget 

set out by 

whoever is 

planning the 

holiday. He/she 

also offers 

advice and 

opinions on 

where to go and 

local tourist 

attractions, 

events, and 

folklore. 

There are no 

specific titles 

required by 

law. However, 

a good basic 

general culture 

is needed, and 

therefore at 

least an Upper 

Secondary 

School GCSE. 

-Good knowledge of the 

world of tourism, 

acquired both through 

specific studies and 

personal experience. 

-Familiarity with the 

operation of transport 

lines, travel companies, 

and hotels. 

-Knowledge of the main 

travel destinations, 

possibly specializing in a 

specific geographical 

area. 

-Ability to use the 

necessary equipment for 

booking and selling travel 

and tickets, such as 

terminals. 

-Knowledge of building 

the prices of complex 

routes and organizing 

routes, using catalogs, 

computerized data, 

pamphlets, tourist guides, 
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and any other source of 

information. 

-Good relational skills, 

good customer service, 

patience, and courtesy. 

-Knowledge of at least 

one foreign language.  

 

 Hotel industry 

Job Job description Education Skills 

Hotel 

Manager 

Responsible for 

managing 

employees and 

for planning, 

marketing, 

coordinating, 

and 

administering 

hotel services 

such as catering 

and 

accommodation 

facilities. 

-Medium-high 

education, 

consisting at 

least of an 

Upper 

Secondary 

School GCSE 

in Tourism, 

but it is rather 

preferable a 

Degree in 

Economics 

and 

Management 

of Tourist 

Services to be 

integrated 

with specific 

training 

courses or 

master’s 

degrees. 

-Technical-specialist 

skills in the tourism-

hotel sector. 

-Economic, normative, 

organizational, and 

management skills 

(budgeting technique, 

food and beverage 

management, 

front/back-office 

management, 

pricing/revenue 

techniques, restaurant 

marketing, etc.). 

-Commercial 

management of the 

hotel, employees’ 

management, and 

supply management. 

-In-depth written and 

spoken knowledge of at 

least two foreign 

languages. 
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-Experiences 

of training-

work abroad. 

-Ability to use 

management software 

for hotel businesses. 

-Organisational and 

management skills, the 

spirit of initiative, and a 

dynamic and 

enterprising character. 

-Ability to achieve and 

maintain a 

professional, and 

collaborative serene 

atmosphere with the 

staff, to motivate, set 

up teamwork, and win 

the leadership role. 

-Communicative, 

relational, and 

diplomacy skills. 

-Ability to handle 

complaints and conflict 

and to intervene with 

safety and timeliness in 

unexpected situations 

and exceptions. 

-Stress resistance. 

Receptionist 

Responsible for 

greeting visitors 

and delivering 

exceptional 

customer service 

assistance. 

-Upper 

Secondary 

School GCSE 

in Tourism, 

Hotel & 

Catering 

Management 

or Languages. 

-Great precision about 

accounting and 

administration, 

coordination skills to 

interact with the 

various departments of 

the hotel or hotel. 

-Great communication 

skills, predisposition to 
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-

Specialisation 

courses 

-Experiences 

of training-

work abroad. 

the relationship with 

the public. 

-Ease of 

communication with 

people, ability to listen, 

ease of speech, 

kindness and courtesy, 

patience and 

diplomacy, the spirit of 

adaptation, and ability 

to work in a group. 

-Good property of 

foreign languages. 

-Proper use of 

technologies, 

especially information 

technology 

(management of 

databases, systems of 

transmission of 

information, issuance 

of tax documents). 

Tourist 

entertainer 

Takes care of 

entertainment in 

the free time and 

the general 

wellbeing of the 

customers in the 

resorts. The 

entertainers 

work wherever 

tourists stay: 

tourist villages, 

hotels, cruises, 

holiday resorts. 

-Vocational 

training for a 

tourist 

animator 

-Certification 

as an 

instructor for 

sports 

activities 

-Courses or 

gained 

professional 

experience in 

-Excellent 

communicative and 

interpersonal skills. 

-Sport, musical, 

theatrical, artistic 

skills. 

-Ability to use special 

equipment such as 

musical systems, lights, 

gaming equipment, and 

fun. 
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theatre, music, 

choreography 

-Training 

periods or 

internships  

-Notions of social 

psychology and 

tourism. 

-Excellent physical and 

psychological 

resistance, great 

dynamism, and ability 

to adapt to the most 

diverse situations. 

 Catering Industry 

Job 
Job 

description 
Education Skills 

Waiter 

Responsible 

for taking 

orders and 

serving food 

and beverages 

to guests. 

-Upper 

Secondary 

School GCSE 

-Specialisation 

courses 

-Learning or 

working 

experiences 

abroad 

-Work 

experiences in 

highly 

professional 

companies of all 

levels, from the 

pizzeria 

restaurant to 

luxury starred 

restaurants. 

-Basic knowledge of 

nutrition and hygiene. 

- Fluency in the main 

foreign languages. 

-Main needs and habits 

of different types of 

Italian and foreign 

customers. 

-Knowledge of national 

and regional 

gastronomy. 

-Oenological 

knowledge referred to 

wine and beverage 

service in general. 

-Politeness, etiquette 

and savoir-faire. 

-Sales techniques. 

-Manual skills and 

physical endurance. 

-Ability to work under 

pressure, to manage 
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correctly stressful 

moments and situations. 

-Empathy, excellent 

relational skills. 

-Team working. 

Sommelier 

Wine expert 

that creates 

wine lists that 

pair with food 

menus. 

Sommeliers 

create and 

update wine 

lists, make 

recommendati

ons on food 

and wine 

pairings, and 

advise guests 

on wines based 

on their tastes. 

-Upper 

Secondary 

School GCSE in 

Hotel & 

Catering 

Management 

-Specialisation 

courses 

-Learning or 

working 

experiences 

abroad 

-Specific 

Training 

-Deep knowledge of 

viticulture and enology. 

-Mastery of the tasting 

technique. 

-Correct food-wine 

pairings. 

-Restaurant service 

rules and techniques. 

-Appropriate 

management skills for 

proper management of 

the beverage sector. 

-Discreet linguistic 

knowledge, particularly 

in technical 

terminology. 

-Sales and 

communication 

techniques. 

-Manage relationships 

with suppliers. 

-Manage the wine cellar 

and all the storage of 

drinks. 

-Relate appropriately to 

the dining room and 

kitchen brigade. 

Chef 

Oversees a 

restaurant's 

kitchen by 

-Direct work 

experience 
-Willingness to learn. 
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managing other 

members of the 

food 

preparation 

team, deciding 

what dishes to 

serve, and 

adjusting 

orders to meet 

guests' 

requests. May 

assist in prep 

work, such as 

chopping 

vegetables, but 

more often will 

be involved in 

cooking 

specialty 

dishes. 

-Specific 

Training 

-College 

-University 

-Culinary 

School 

-Mastery of flavors and 

techniques of different 

dishes. 

-Genuine passion and 

real desire to be the 

person who makes other 

people’s dining 

experiences special. 

-Excellent organization 

skills and ability to 

always work clean and 

tidy. 

-Ability to work under 

pressure, to manage 

stressful moments and 

situations correctly. 

-Ability to multitask, 

think about everything 

at once, and understand 

and know what each 

section of the kitchen is 

working on. 

-Creativity. 

-Time management. 

-Team working. 

-Leadership skills. 

-Resilience and ability 

to handle criticism. 

-Excellent stamina to 

remain focused and 

consistently produce 

dishes for customers.  

-Knowledge of hygiene 

legislation: health, 

safety at work, food 
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preservation techniques, 

and business 

management. 

Demi Chef 

Assists 

executive chefs 

with a range of 

different tasks 

in the kitchen. 

He/she is 

expected to 

chop 

vegetables, 

butcher, grill, 

and sear 

different cuts 

of meat. They 

also assist 

pastry chefs 

with desserts. 

-Direct work 

experience 

-Specific 

Training 

-College 

-University 

-Culinary 

School 

-Previous kitchen 

experience within Hotel 

& Catering industry, 

ideally in a fine-dining 

operation. 

-Relevant NVQ or 

equivalent 

qualifications, including 

Basic Food Hygiene. 

-Excellent interpersonal 

and communication 

skills. 

-Excellent ability to 

communicate 

effectively. 

-Ability to meet hygiene 

standards. 

-self-motivation and 

enterprise spirit. 

Pastry 

Chef 

Responsible 

for the 

creation, 

decoration, and 

presentation of 

desserts such 

as cakes, 

pastries, and 

pies. 

-Direct work 

experience 

-Specific 

Training 

-College 

-University 

-Culinary 

School 

-Knowledge of: 

  -the specialist 

techniques of 

confectionery; 

  -technologies and 

instrumentation related 

to food production, 

storage, and marketing 

services; 

  -food sciences, food 

and wine sector, 

preservation and 

processing techniques, 
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dittology and nutritional 

principles of foods; 

  -the legislation 

concerning hygiene, 

health, and safety 

prevention; 

  -the fundamental 

principles of work 

organization and human 

resources management. 

-Manual dexterity. 

-Creativity and capacity 

for innovation. 

-Team working. 

-Good sense of smell; 

diligence and constancy 

in work; precision, 

order, and aesthetic 

taste. 

-Sense of cleanliness. 

Pizza Chef 

Prepares pizza 

dough, slicing 

and chopping 

toppings like 

vegetables and 

meats, and 

executes 

customers' 

orders 

considering 

special 

requests. 

-Direct work 

experience 

- Specific 

Training 

-College 

-University 

-Culinary 

School 

-Knowledge of all types 

of flour (light, integral, 

reinforced, etc.), water, 

yeast, salt, but above all 

their dosage, to obtain a 

quality dough and 

ensure it rises in the 

right way. 

-Knowledge of how to 

handle the pizza, the 

products used for 

dressing, their 

combinations, and 

cooking techniques 
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depending on the 

various types of oven. 

-Knowledge and 

upgrade on the used 

equipment (gas, electric, 

wood), to be able to 

provide for their 

ordinary maintenance. 

-Knowledge of hygiene 

legislation: health, 

safety at work, food 

preservation techniques, 

and business 

management. 

Baker 

Responsible 

for the 

production of 

bread and 

baked goods 

such as pizzas, 

buns, biscuits, 

sweets, etc. 

-Direct work 

experience 

- Specific 

Training  

-College 

-University 

-Culinary 

School 

-Elements of food 

science and technology. 

-Physical and 

biochemical phenomena 

in the firing of baked 

goods. 

-Machinery and 

equipment for bakery 

products. 

-Hazard Analysis and 

Critical Point Control 

(HACCP) legislation. 

-Legislation on food 

hygiene. 

-Legislation on the 

protection of the health 

and safety of workers. 

-Principles of controlled 

fermentation. 

-Processing of kiln 

products. 
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Bartender 

Mixes 

beverages 

using an 

extensive range 

of ingredients 

including 

liquor, bitters, 

soda, water, 

sugar, and 

fruits. 

-Direct work 

experience 

-Specialisation 

courses 

 

-Short-term memory for 

remembering and 

keeping track of each 

customer’s order. 

-Long-term memory for 

remembering the names 

of regular customers and 

even their favorite 

drinks. 

-Accuracy and attention 

to detail. 

-Basic Math. 

-Dependability. 

-Monitoring Alcohol 

Consumption. 

I-Good communicator 

and a good listener. 

-Attentiveness. 

-Ability to recommend 

suitable food and drinks. 

-Verbal communication. 

-Organisation and 

multitasking skills. 

-Friendliness, 

entertaining personality, 

sense of humor. 

-Ability to work under 

pressure, managing 

stressful moments and 

situations correctly. 
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 Wellness & Beauty industry 

Job 
Job 

description 
Education Skills 

Beautician 

Professional 

specialized in 

the treatment of 

the body for 

aesthetic 

purposes. 

His/her activity 

can be 

performed with 

manual 

techniques, 

with the use of 

tools, or with 

the application 

of cosmetic 

products. 

Qualification 

after a two-

year training 

course, with a 

minimum of 

1800 hours of 

lessons per 

year plus 630 

hours of 

internship, 

financed or 

authorized by 

the Region. 

-Knowledge of 

cosmetology, physiology, 

and anatomy of the human 

body. 

-Notions of chemistry, 

dermatology, and 

electrotechnics. 

-Knowledge and 

application of hygiene 

and health regulations. 

-Knowledge of at least 

one foreign language. 

-Basic knowledge of 

psychology and a discreet 

general culture. 

-Affable, friendly, with 

tact and discretion. 

-Predisposition to 

dialogue and 

interpersonal 

relationships. 

-Patience. 

-Attention to care and 

cleanliness.  

-Analysis and decision-

making skills. 

-Good manual skills. 

-Aesthetic sense and a 

keen interest in fashion 

and body care. 
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SPA 

Manager 

Expert in 

Management of 

Wellness 

Centres. 

-Upper 

Secondary 

School GCSE 

-Degree in 

Economics or 

Salon & SPA 

Management 

-Specific 

Master’s 

Degree 

-In-depth knowledge of 

the Wellness industry. 

-Ability to manage a 

company in various 

aspects, from the 

management of staff to 

the management of 

available funds (without 

forgetting the importance 

of marketing). 

-Knowledge of the 

leading techniques of the 

wellness sector. 

 

 Congress & Incentive Industry 

Job Job description Education Skills 

PCO 

Professional 

Congress 

Organiser 

Professional 

who is entrusted 

with the entire 

design and 

implementation 

of the 

event/congress. 

The role of the 

PCO is therefore 

to manage every 

request of the 

customer-client 

and to satisfy it, 

respecting a 

certain budget, 

through a 

continuous work 

of supervision 

and contact with 

-Upper 

Secondary 

School GCSE 

-Degree in 

Hotel and 

Tourism 

Management 

or Marketing 

-

Specialisation 

courses or 

master’s 

degrees 

-Management of all 

aspects of the event 

(communication, 

booking and setting up 

the location, contact 

providers, use of human 

resources, etc.) also in 

outsourcing. 

-Event planning and 

project delivery. 

-Knowledge of how to 

manage the allocation 

(optimized distribution) 

of resources and 

financial resources 

according to the 

established budget. 
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the suppliers of 

goods and 

services 

necessary to the 

event. 

Congress 

Operator 

Organizes the 

whole event, 

with the task of 

dealing with the 

design of an 

"event package" 

until the actual 

realization and 

operates within 

the Meeting & 

Incentive 

industry. 

-MPI Meeting 

Professionals 

International – 

Certificate 

-CMP 

Certified 

Meeting 

Professionals  

-CMM Global 

Certification 

for Meeting 

Management 

-Degree in 

Economics 

and 

Management 

of Tourism 

Services or 

Economics 

and Tourism 

Technology or 

Tourism 

Sciences. 

-Specific 

training 

courses or 

master’ degree 

on Meeting 

Management 

-Administrative, 

accounting, and tourism 

skills. 

-Knowledge of audio-

visual technologies. 

-Knowledge of public 

relations and 

communication 

techniques. 

-Knowledge of how to 

manage interpersonal 

relationships. 

-Fluency in written and 

spoken foreign 

languages (especially 

English). 

-Knowledge of how to 

use computers, the 

internet, and e-mail.  

-Enterprise spirit. 

-Organisational and 

decision-making skills 

-Problem-solving, 

flexibility, and self-

control. 
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Meeting 

planner 

Organizes a 

variety of 

events, 

including 

weddings, 

educational 

conferences, and 

business 

conventions. 

He/she 

coordinates 

every detail of 

these events, 

including 

finances. 

-Upper 

Secondary 

School GCSE 

-Degree in 

Hotel and 

Tourism 

Management 

or Marketing  

-Application of: 

  -event design and 

organization 

techniques; 

  -supplier research and 

management 

techniques to support 

events (staging, 

catering, interpreting); 

  -techniques to search 

for the correct 

normative references 

necessary for the 

organization of an 

event; 

  -fundraising 

techniques; 

  -event communication 

and promotional 

message building 

techniques. 

Congress 

and meeting 

manager 

Interacts with 

customers to 

obtain meeting 

requirements 

and schedules. 

Supervises 

Conference 

Coordinators to 

plan and 

coordinate all 

meeting 

activities. 

He/she acts as 

the primary 

-

Specialisation 

courses or 

master’s 

degrees 

-Knowledge of 

methodologies for the 

organization of events. 

-Good mastery of 

foreign languages. 

-Excellent relational 

and problem-solving 

skills. 

-Notions related to 

congressional tourism 

marketing. 
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contact for 

customers’ 

questions and 

concerns. 

He/she oversees 

additional 

customers’ 

requests for 

meeting room 

set-up, AV 

devices, and 

catering needs. 

Interpreter 

/ Translator 

The most typical 

form of work is 

the conference 

interpretation, 

which allows 

transmitting a 

message from 

one language to 

another in a 

fluid and natural 

way during 

congresses, 

conferences, 

events, shows. 

-Degree in 

Linguistic 

Mediation or 

Modern 

Languages 

-Learning or 

working 

experiences 

abroad 

-Conversion of 

concepts from the 

source language to 

equivalent concepts in 

the target language. 

-Fluency in at least two 

languages. 

-Accurate, quick, and 

clear interpretation of 

concepts.  

-Ability to convey the 

style and tone of the 

original language. 

-Ability to work 

effectively with other 

interpreters. 
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 Some emerging professional figures 

Job  
Job 

description 
Education Skills 

Travel 

Designer 

Turns the 

traveler’s 

wishes into a 

detailed 

itinerary; 

He/she listens 

to needs, tries to 

discover what 

his/her 

customers are 

looking for and 

what they want 

to escape from. 

The task of a 

travel designer 

is to 

recommend 

unusual, 

unique, 

unforgettable, 

and 

personalized 

experiences. 

-Specialisation 

Courses 

-Consultative sales 

experience. 

-Determination. 

-Proactive 

customer service. 

-Impeccable 

attention to detail. 

-Native-level 

fluency in English, 

both written and 

spoken, and 

knowledge of a 

second foreign 

language. 

-Proficiency with 

Microsoft Suite 

(Outlook, Excel, 

Word). 

-Experience in 

using Adobe Suite 

and InDesign is a 

plus. 

-Excellent 

communication 

skills, both written 

and verbal. 

-Passion for 

traveling and new 

experiences. 

Social Media 

Manager 

Professional 

that deals with 

-A Degree is 

usually required 

-In-depth 

understanding of 
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web 

communication 

within tourist 

companies for 

the promotion 

of tourist 

services and 

products. 

for someone to 

become a social 

media manager. 

Areas such as 

communications, 

public relations, 

business, and 

journalism are 

particularly 

important. Some 

also complete 

master’s degrees 

in Internet  

& Digital 

Marketing 

-Specific 

training 

the various social 

media platforms. 

-Understanding of 

the audience 

interests, finding 

out what fans are 

currently 

discussing. 

-Excellent creative 

skills. 

-Excellent 

communication 

skills, not just 

standard verbal and 

written, but also in 

line with online 

communication 

methods (for 

example use of 

acronyms and 

respect of certain 

numbers of words 

or characters). 

-Strong and fast 

decision-making 

skills. 

-Excellent 

computer skills, 

particularly about 

presentations, 

spreadsheets, email 

management, and 

Microsoft Office 

applications. 

-Leadership skills. 
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-Both team 

working and 

individual skills. 

-Excellent time 

management skills. 

-Management 

skills. 

-Marketing skills. 

Tourist-

environmental 

guide 

It is the guide 

that 

accompanies 

groups of 

tourists in 

visiting places 

of particular 

natural interest. 

At least an Upper 

Secondary 

School GCSE, or 

better a Degree 

in Natural 

Sciences, 

Biology, 

Geology or 

Agriculture. 

-Excellent general 

knowledge of 

botany, zoology, 

and geology. 

-Specific 

knowledge of the 

particular area in 

which he/she 

operates. 

-Clarity of 

exposure. 

-Ability to arouse 

emotions and 

involve listeners. 

-Patience. 

-Good spirit of 

observation. 

 

REPRESENTATION IN % OF THE HOSPITALITY SECTOR (PORTUGAL) 

 

The quantitative data included in this report focus on 2019. However, 

qualitative data may refer to 2020, when available. 



                      

                     

P
ag

e9
6

 

In 2019, the Tourism sector was Portugal's largest export economic activity, 

being responsible for 52.3% of services exports and 19.7% of total exports. 

Tourism revenues contributed 8.7% to national GDP. 

Tourism in Portugal reached expressive numbers in 2019, with special 

emphasis on: 

✓ Increase in employment in tourism, with a weight of 6.9% in the 

national economy (336.800 jobs in 2019, on accommodation, 

restaurants, and travel agencies). 

✓ Rate of growth in tourist revenues (+ 8.1%) and overall income (+ 

7.3%), more accelerated than the increase in overnight stays (+ 4.1%). 

✓ Market diversification: expressive growth in the American (+ 21.4% 

guests) and Brazilian (+ 15.2% guests) markets. 

✓ Faster growth in the domestic market (+7.5% domestic guests), 

compared to the external market (+ 7.1% foreign guests). 

✓ International recognition with the award of several prizes. The 

following ones were granted by World Travel Awards 

(https://www.worldtravelawards.com), the so-called “Oscars for 

Tourism”: 

o World's Leading Adventure Tourist Attraction 2020: 

Passadiços do Paiva (Arouca UNESCO Global Geopark), 

Portugal; 

o World's Leading Airline to Africa 2020: TAP Air Portugal; 

o World's Leading Airline to South America 2020: TAP Air 

Portugal; 

o World's Leading Beach Destination 2020: The Algarve, 

Portugal; 

https://www.worldtravelawards.com/
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o World's Leading City Break Destination 2020: Lisbon, 

Portugal; 

o World's Leading Island Destination 2020: Madeira Islands; 

o World's Leading Classic Hotel 2020: Olissippo Lapa 

Palace Hotel, Portugal; 

o World's Leading Conservation Company 2020: Parques de 

Sintra - Monte da Lua, Portugal; 

o World's Leading Fine Dining Hotel Restaurant 2020: Vila 

Joya Hotel Restaurant @ Vila Joya, Portugal; 

o World's Leading Golf & Villa Resort 2020: Dunas Douradas 

Beach Club, Portugal; 

o World's Leading Inflight Magazine 2020: Up Magazine 

(TAP Air Portugal); 

o World's Leading Luxury Leisure Resort 2020: Conrad 

Algarve, Portugal; 

o World's Leading Tourism Development Project 2020: Dark 

Sky Alqueva, Portugal and Spain; 

o World's Leading Wine Region Hotel 2020: L'AND 

Vineyards, Portugal; 

o Europe's Leading Destination 2020: Portugal; 

o Europe's Leading Beach Destination 2020: The Algarve, 

Portugal; 

o Europe's Leading Adventure Tourism Destination 2020: 

Azores Islands; 

o Europe's Leading City Break Destination 2020: Porto, 

Portugal; 
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o Europe's Leading Cruise Destination 2020: Lisbon, 

Portugal; 

o Europe's Leading Cruise Port 2020: Lisbon Cruise Port, 

Portugal; 

o Europe's Leading Adventure Tourist Attraction 2020: 

Passadiços do Paiva (Arouca UNESCO Global Geopark), 

Portugal; 

o Europe's Leading Airline to Africa 2020: TAP Air Portugal; 

o Europe's Leading Airline to South America 2020: TAP Air 

Portugal; 

o Europe's Leading All-Inclusive Resort 2020: Pestana 

Porto Santo All Inclusive Beach & Spa Resort, Portugal; 

o Europe's Leading Design Hotel 2020: 1908 Lisboa Hotel, 

Portugal; 

o Europe's Leading Inflight Magazine 2020: Up Magazine 

(TAP Air Portugal); 

o Europe's Leading Island Destination 2020: Madeira Islands; 

o Europe's Leading Island Resort 2020: Vila Baleira Resort, 

Portugal;  

o Europe's Leading Lifestyle Hotel 2020: Pestana CR7 Lisboa, 

Lifestyle Hotel, Portugal; 

o Europe's Leading Lifestyle Resort 2020: Conrad Algarve, 

Portugal; 

o Europe's Leading Luxury Boutique Hotel 2020: Valverde 

Hotel, Portugal; 

o Europe's Leading Luxury Hotel 2020: Belmond Reid's 

Palace, Portugal; 
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o Europe's Leading Luxury Resort & Villas 2020: Dunas 

Douradas Beach Club SA, Portugal; 

o Europe's Leading Tourism Development Project 2020: 

Dark Sky Alqueva, Portugal and Spain; 

o Europe's Leading Wine Region Hotel 2020: L'AND 

Vineyards, Portugal 

o Europe's Most Romantic Resort 2020: Monte Santo Resort, 

Portugal 

o Europe's Responsible Tourism Award 2020: Dark Sky 

Alqueva, Portugal and Spain. 

Hence, 2019 was again a record year for tourism in Portugal. The tourist 

accommodation units (hotels, local accommodation, rural tourism, etc.) 

received almost 27 million guests, of which more than 16.3 million did not 

reside in Portugal. Those almost 27 million guests had almost 80 million 

overnight stays - of which 48.8 million were foreigners. The main outbound 

markets for tourists to Portugal were the United Kingdom, Germany, and 

Spain. Despite having a lower weight, the North American and Brazilian 

market was last year, growing. 

These results demonstrate the capacity of tourism to generate more income, 

more jobs, and to expand, more and more, the activity throughout the year and 

the territory.  

 

➢ Types of employments 

 

In Portugal, there are several types of labor contracts. Thus, and taking the 

most common situation in the Hospitality sector, when a person starts working 

for a certain company, the latter makes a contract with the new employee: a 
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document stipulating, among other issues, the place of work, the time, 

holidays and days off, salary and related bonuses and allowances, etc. This 

agreement is signed by both parties and, from that moment, the collaboration 

between them is ensured and governed by the terms described in the contract. 

However, depending on the type of company or activity, different types of 

contracts can be set. It is the difference between them that will be explained. 

According to the Portuguese law, there are: 

✓ Fixed-term employment contract; 

✓ Endless contract; 

✓ Uncertain term contract; 

✓ Very short-term employment contract;  

✓ Temporary job contract; 

✓ Part-time employment contract;  

✓ Services provision. 

 

▪ Fixed-term employment contract 

It has a defined term and should only be used to satisfy the company's 

temporary needs as a specific project or to replace another absent employee. 

This contract must be used in the following situations: 

✓ Replacement of an absent worker or temporarily unable to work; 

✓ Replacement of a worker on leave of absence without pay; 

✓ The exceptional increase in company’s activity; 

✓ Seasonal activity – that’s why it is quite common in the Hospitality 

sector during the high seasons; 

✓ Project management with a predefined deadline; 

✓ Hiring someone in a very long-term unemployment situation. 
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The fixed-term contract has a maximum duration of two years, with a limit of 

three renewals, and the total duration of the renewals cannot exceed that of the 

initial period. In addition, this type of contract can only be less than six months 

if it is a seasonal or other very specific activity. 

To be renewed, the initial conditions of the company must stay without 

changes, that is, that the same temporary need remains. 

 

▪ Endless contract 

It does not have a fixed end and represents a sign of confidence from the 

company to the employee, as it requires very strict requirements to bring it to 

an end. Usually, this comes after the fixed-term contract when the previous 

term or the number of renewals is exceeded. In the Hospitality sector, it is used 

for the jobs that are required all year long, like back-office ones 

 

▪ Uncertain term contract 

Like the fixed-term contract, the uncertain-term employment contract aims to 

meet the specific and temporary needs of a company. The difference is that 

the term is uncertain, that is, there is no end date defined at the time of signing. 

The duration will always depend on the specific case in question, that is, on 

the time required for a given task to be completed. When it is not possible to 

know in advance how long the company's need will be, this option is chosen. 

However, this type of contract currently has a maximum duration of four 

years, in contrast to the previous six, which were allowed before the new 

legislation. At the end of the contract, the worker is entitled to receive 

compensation. 

▪ Very short-term employment contract  
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This is the shortest-term type of contract and is used in very specific situations, 

such as seasonal agricultural activity or in the realization of a tourism event, 

for example. It is not mandatory to have even a written contract; however, the 

company is always obliged to communicate it to Social Security through an 

electronic form. 

The very short-term employment contract cannot exceed 35 days and, 

although it is possible to have other contracts between that employee and that 

company, their total duration cannot exceed 70 working days in the calendar 

year. In case of non-compliance with the previous point, the contract 

automatically has a term of six months. 

 

▪ Temporary job contract 

In this one, a contract is signed between the employer and a temporary work 

agency. Large companies use this type of agency to manage recruitment and 

selection, and, in most cases, the first contracts are made with them, and not 

with the employee. Thus, in practice, the agency that handled the recruitment 

will be the employer and will be responsible for the contract: payment, 

insurance in the event of an accident at work, and all other requirements 

provided for in the contract. 

Regarding the situations in which it is used, the temporary job contract follows 

the same rules as contracts with an uncertain or certain term, and therefore it 

is necessary to have defined temporary needs to be allowed to do it. This 

contract can be used in the following situations: 

✓ Intermittent need for labor due to variation in activity over days or 

parts of the day; 

✓ The temporary project included at the beginning of a company or when 

restructuring one; 
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✓ Vacancy of a job position when a recruitment process is taking place 

to fill it and it will still take some time to be finished. 

As for the duration, this type of contract can take the form of a fixed-term or 

uncertain contract and, therefore, the duration will be the one allowed for each 

of these cases. The only reason it takes on a different name is that it is 

concluded with a temporary work company and not directly with the company 

in which it will carry out its activity. The temporary worker has the same rights 

as other employees of the company.  

 

▪ Part-time employment contract  

There is also the possibility of having a part-time contract. If the rule is for the 

weekly workload to be 40 hours, in this part-time contract, the number of hours 

of work is less than that. It is a contract that is mandatory to be made in writing 

and the working days are agreed upon between the employee and the 

employer. 

 

▪ Services provision 

The service provision contract is made between an independent worker and a 

company. It is a contract in which one of the parties undertakes to provide the 

other with a certain result of their intellectual or manual work, with or without 

retribution. 

Companies use this type of contract to avoid the costs inherent in hiring a new 

employee, such as Social Security, for example. Here, unlike previous 

contracts, the relationship is equal, that is, neither the company nor the 

employee is above each other. One of the parties undertakes to pay the other 

for the service provided, whether intellectual or manual. This type of contract 



                      

                     

P
ag

e1
0

4
 

is widely used by independent workers with their own business and who 

provide services for different customers. 

In these cases, it is the workers - or service providers - who must pay taxes. 

 

➢ Education and skills of the staff 

 

- Cook 

Job description 

✓ Coordinates organize the kitchen work and orders from the respective 

sections the types of food needed for cooking according to the planned 

meal production plan; 

✓ Defines roles, distribute tasks, responsibilities, and team operating 

rules; 

✓ Prepares the menu in advance and according to the season, taking into 

account the nature and the number of people to serve; 

✓ Carries out the disinfection and preparation of food to be used in the 

preparation of meals; 

✓ Controls the time and conditions of food exposure; 

✓ Gives instructions to the kitchen staff on the preparation and 

preparation of dishes, types of garnishes, and quantities to be served; 

✓ Supervises the preparation of all dishes and finish them, if necessary; 

✓ Manages the supply, storage, and conservation of raw materials and 

semi-prepared;  

✓ Checks quality and quantity, control stocks, and prepares the daily 

consumption record; 

✓ Supervises the cleaning of all sections of the kitchen and utensils, 

according to the rules of hygiene and safety at work; 

✓ Receive raw materials/products and perform quality control on receipt; 
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✓ Controls the conservation status of raw materials/products during their 

storage period, and accounts for the losses; 

✓ Manages the human resources assigned to the kitchen service, about 

the organization of shifts, attendance control, schedules, etc.; 

✓ Requests maintenance in case of breakdowns, electrical, hydraulic, 

and/or electrical utensils; 

✓ Organizes inventories to diagnose the need for replacement equipment 

or utensils used in the service; 

✓ Addresses and solves anomalous situations, especially any customer 

complaints 

Job requirements 

Qualification: he/she has a minimum level II / IV European Qualification 

Framework course, and several further courses. The newer cooks have already 

level V or VI courses. Experience is a plus. 

Technical skills: 

✓ Portuguese Language (level C1) and another language (B1) written 

and spoken; 

✓ Knowledge of specific technical vocabulary; 

✓ Basics of food microbiology; 

✓ Good knowledge of HACCP rules and procedures. 

Behavioral skills: 

✓ Recognized and proven honesty, discipline, sense of ethics; 

✓ A fine sense of taste and smell; 

✓ Aptitude for refined service, creativity, sensitivity, and customer 

orientation; 

✓ Sense of responsibility and autonomy; 
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✓ Ability to communicate and relate, to listen and empathize; 

✓ Spirit of leadership and ability to work in a team; 

✓ Negotiation skills, analytical and strategic skills; 

✓ Ability to plan, organize, adapt to change, flexibility, dynamism, and 

proactivity; 

✓ Emotional stability, physical and stress resistance, time management, 

speed of execution, and strong orientation to obtain results. 

 

- Pastry Cook 

Job description 

✓ Organizes, coordinates, directs, and supervises all the work done in the 

section, intervening in the operation if necessary; 

✓ Collaborates in the definition and elaboration of the menus of the 

outlets (bar, restaurant, room service, banquets, special events, among 

others); 

✓ Responsible for requisitions of materials and stocks; 

✓ Accompanies and instructs his/her team on making and preparing 

delicacies; 

✓ Innovates and creates new recipes and specialties; 

✓ Supervises taking the orders to the restaurant room, and makes sure 

that they are by the requests and confection standards; 

✓ Is responsible for requisition and receipt of goods, checking their 

quality and quantity; 

✓ Is responsible for purchasing and cost control; 

✓ Performs the maps, reports, and inventories necessary to manage your 

section; 
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✓ Collaborates in the process of acquiring equipment and utensils, 

becoming responsible for its correct use and conservation; 

✓ Is responsible for ensuring that the team has the necessary equipment 

and tools to carry out its functions; 

✓ Is responsible for promoting a good and fair working environment 

among his team; 

✓ Ensures that the production sites are always in a demanding state of 

cleanliness 

Job requirements 

Qualification: he/she has a minimum level II / IV European Qualification 

Framework course, and several further courses. The newer pastry cooks have 

already level V or VI courses. Experience is mandatory. 

Technical skills: 

✓ Portuguese Language (level C1) and another language (B1) written 

and spoken; 

✓ Knowledge of specific technical vocabulary; 

✓ Basics of food microbiology; 

✓ Good knowledge of HACCP rules and procedures. 

Behavioral skills: 

✓ Recognized and proven honesty, discipline, sense of ethics; 

✓ A fine sense of taste and smell; 

✓ Aptitude for refined service, creativity, sensitivity, and customer 

orientation; 

✓ Sense of responsibility and autonomy; 

✓ Ability to communicate and relate, to listen and empathize; 

✓ Spirit of leadership and ability to work in a team; 
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✓ Negotiation skills, analytical and strategic skills; 

✓ Ability to plan, organize, adapt to change, flexibility, dynamism, and 

proactivity; 

✓ Emotional stability, physical and stress resistance, time management, 

speed of execution, and strong orientation to obtain results. 

 

- Executive Cook 

Job description 

 

✓ Organizes, coordinates, directs, and verifies kitchen work; 

✓ Elaborates or contributes to the elaboration of the menus; 

✓ Gives instructions to the kitchen staff on the preparation and 

preparation of the dishes, as well as the quantities to be served based 

on the menu implemented at the hotel; 

✓ Ensures the perfection of the dishes and their agreement with the 

established; 

✓ Checks the order and cleanliness of both the kitchen and pantry, as well 

as the utensils used; 

✓ Establishes work shifts and prepares schedules; 

✓ Conducting personnel selection interviews for the kitchen section; 

✓ Communicates to the human resources department for admissions to 

the team, terminations, absences; holidays and worked breaks; 

✓ Is responsible for kitchen purchases; 

✓ Provides all the products necessary for the activity in the kitchen 

department; 

✓ Communicates stock needs; 
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✓ Establishes work instructions for the proper functioning within the 

work team; 

✓ Manages the available kitchen budget; 

✓ Prepares and cooks whenever necessary; 

✓ Provides training to new employees. 

Job requirements 

Qualification: he/she has a minimum level IV / VI European Qualification 

Framework course and several further courses. Experience is mandatory. 

Technical skills: 

✓ Portuguese Language (level C1), English (B1), and another language 

(B1) written and spoken; 

✓ Intermediate / Expert user of computer tools (Microsoft Office: Word, 

Excel, Outlook, PowerPoint, email, and internet); 

✓ Experience using social networks; 

✓ Knowledge of specific technical vocabulary; 

✓ Basics of food microbiology; 

✓ Good knowledge of HACCP rules and procedures. 

Behavioral skills: 

✓ Recognized and proven honesty, discipline, sense of ethics; 

✓ A fine sense of taste and smell; 

✓ Aptitude for refined service, sensitivity, and customer orientation; 

✓ Sense of responsibility and autonomy; 

✓ Ability to communicate and relate, to listen and empathize; 

✓ Spirit of leadership and ability to work in a team; 

✓ Negotiation skills, analytical and strategic skills; 
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✓ Ability to plan, organize, adapt to change, flexibility, dynamism, and 

proactivity; 

✓ Emotional stability, physical and stress resistance, time management, 

speed of execution, and strong orientation to obtain results. 
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MODULE 3 Analysis of the need for occupation, 

additional education and training offers for Pastry cooks 

and cooks in the key hospitality sector  

 

Hospitality and tourism, with all of their complexities, have a significant 

influence on population employment. This economic effect corresponds to one 

of the aims of economic planning for tourist growth, namely, its contribution 

to job creation. 

There is direct and indirect employment in tourism.  As an example of direct 

employment in tourism, the creation of jobs that arise, for example, as a result 

of the establishment of a hotel is discussed. This also covers all jobs in tourist 

firms, private accommodations, basic and extra lodging facilities, tour 

operator work, and so on. 
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Tourism, on the other hand, makes use of 

services provided by other economic 

sectors, resulting in so-called indirect 

employment. It refers to employment in 

other activities that, in turn, help to fulfill 

tourist demands indirectly. All those 

employments, for example, in the 

construction of a hotel for tourists is an 

indirect relationship to tourism. As a result, workers in handicrafts, 

agriculture, utilities, and other industries are indirectly employed as a result of 

tourism. 

All of this has a considerable impact on the resurgence of economic activity, 

as well as the rising living standards of the local population. It should be noted 

that tourism employment is crucial since, amid the country's economic 

downturn, the tourist sector has emerged as one of the most important sources 

of employment. 

According to business sector evaluations, the sector's functioning should be 

accomplished by speedier adjustments in the area of supplying credentials and 

skills in line with global trends. According to the Statistical Office, the demand 

for employees in the catering and tourism sectors is expected to increase in the 

coming years as a result of an increase in the number of foreign tourists staying 

for longer periods, increased tourism industry investment, and productivity 

growth rates that are higher than the economy's average. 

The average income in the hospitality and tourism industry is 32% lower than 

the average wage in other industries. The majority of workers in this industry 
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are young and work in occupations that need little training for a short period. 

Unless significant infrastructure investments are made in tourist attractions 

such as theme parks (water parks, amusement parks), multinational hotel 

chains, casinos, and restaurants, the situation will not improve in a short 

period. Implementing best practices from more sophisticated economies, such 

as off-season employee training and education, extending after-season 

business options, or increasing off-season worker compensation might be 

effective ways to improve the sector's appeal to highly skilled workers. 

For the needs of this Module, questioners were made in collaboration with all 

3 partner organizations: 

In North Macedonia, were contacted institutions from the tourism and 

hospitality sector, such as hotel managers, restaurant managers, catering 

managers, trainers in pastry and cooking, private VET training centers, and 

VET schools. 

Profiles involved - Educational and training background 

1) Hotel general manager- university degree, MSc in Economics 

2) Kitchen manager- completed secondary vocational education - 

profile Cook 

3) Restaurant manager -university degree, Tourism and management 

4) A trainer that conducts training for pastry cooks over 20 years- 

completed secondary vocational education - profile Pastry cook, 

university degree, Tourism and management 

5) A trainer that conducts training for cooks over 16 years-- completed 

secondary vocational education - profile Cook, university degree, 

Tourism and management 
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6) General manager of private VET- center university degree, MSc in 

Economics 

 

Do you find the current educational and training offer for Pastry 

cooks and cooks satisfying?  

 

The offer was unsatisfactory to none of the interviewees. Even though the offer 

is diverse and extensive, and it has adapted to the ever-changing need, it 

appears to be a little behind the times; it should change quickly. 

Standardization and common sharing of fundamental techniques and 

procedures are lacking. According to a few of the interviewers, the food 

industry has experienced significant changes in the previous years, affecting 

the range of products available. 

Our new eating habits, which arose as a result of the COVID 19 pandemic, 

have helped to bring about changes that will likely last long after the pandemic 

is finished. As a result, specialized modules on how to prepare, store, and 

organize home delivery of meals that not only comply with health and hygiene 

requirements but also retain a product's gastronomic and organoleptic qualities 

during preparation and delivery will be required. It is also critical to 

concentrate on sustainability and waste reduction modules these days. 

According to the VET center's management, the training modules and offers 

are already being modified to react to market changes. 

Formal courses do not adequately “practically prepare” students for the actual 

world of work because laboratory hours are insufficient: there is too little 

practice and too much theory. One of the respondents suggested that the 

government should offer greater financial assistance to VET centers, whether 
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private or public, to provide free or low-cost further training for cooks and 

pastry chefs to qualify employees and assist them in the workplace. 

Are Pastry cooks and cooks in high demand in your country? 

This was a point that all of the interviewees agreed on. In our country, pastry 

cooks and cooks are in high demand. It is a well-paid career, and demand for 

pastry/cooking courses has increased in recent years. The main "issue" is that 

students apply for training courses to work overseas over the summer and 

expect to stay indefinitely. 

On the other hand, the VET centers stated that very frequently they are 

contacted by managers that need qualified pastry cooks and cooks, searching 

for recommendations of students that have finished training courses, to get in 

touch with them, and eventually employ them, but they still can't find a 

suitable person. 

In your region, are there many job opportunities for pastry cooks and 

cooks? 

Yes, but Macedonia is now experiencing a terrible economic position due to a 

mismatch between the present circumstances and the current offer. Even 

before the pandemic, there was a negative balance between new enterprises 

and firms that stopped operating. Professional pastry chefs and cooks do find 

work, and their expertise is frequently recognized, but they are not always well 

compensated. Perhaps this is the major reason people are rejecting 

employment offers in Macedonia and looking for opportunities overseas. 

 

According to your experience, which is the most popular and 

requested pastry items? 
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Almost all participants couldn't choose just one product: tiny pastries (such as 

croissants and tarts) and cakes are in high demand. In restaurants, spoon 

sweets are quite popular. 

One member emphasized the significance of authenticity, typicality, and high-

quality raw materials. Another participant mentioned that contemporary cakes, 

as well as mignon/mini-pastries, are quite popular. 

Outline the most important training modules   

• Creams and chocolate 

• Savoury pastry and appetizers 

• Vegan and vegetarian recipes 

• Entrepreneurial and marketing basics 

 

RESEARCH, TO ANALYSES TRAINING AND WORKING, NEEDS TO BE 

APPLIED TO THE PASTRY SECTOR IN ITALY 

(Where employers from the chamber of commerce, vet schools, and 

hospitality associations were involved) 

 

After having analysed together with the European standards for restaurants 

with a general overview of the current situation in the countries involved in 

the project, field research was implemented to analyse training and working 

a. Cakes 

b. Biscuits 

c. Pies 

d. Tarts 

e. Croissants  

f. Other (specify) 
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needs applied to the pastry sector. Employers from the Chamber of commerce, 

VET schools, and hospitality associations were involved.   

Before starting the research, partners prepared a dedicated survey:  

 

 Educational and training background 

 Do you find the current educational and training offer for Pastry 

chefs satisfying?  

a. YES 

b. NO 

i. Please specify why 

 Are Pastry chefs in high demand in your country? 

a. YES 

b. NO 

 In your region, are there many job opportunities for pastry 

chefs? 

a. YES 

b. NO 

 

 According to your experience, which is the most popular and 

requested pastry items? 

a. Cakes 

b. Biscuits 

c. Pies 

d. Tarts 

e. Croissants  

f. Other (specify) 

 According to your last answer, can you please outline the most 

important training modules   

In Italy, the following Umbrian institutions were contacted: 

• CNOS Federation – from 80s operative in the tourist sector and aimed 

at assuring the promotion of the Vocational and Training offered by 

operating in several VET centers located throughout Italy. In Umbria, 
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dislocated in three cities (Foligno, Perugia, and Marsciano), there is 

a CNOS center providing a qualification course for Qualified Pastry; 

• Università dei Sapori - an International Training and Culture Centre, 

specialized in the HoReCa sector and for over 20 years it has spread 

and developed knowledge, skills, and professionalism in this field. 

Founded in 1996 and based in Perugia (the capital city), Università di 

Sapori answers the labor market and company needs by being a 

reference point for the tourism and food sector. Università di Sapori 

offers a wide range of career paths: from basic to specialized, including 

then qualification courses. The offer is varied, including courses 

designed for those interested in Pastry, Pizza, Gastronomy, Catering, 

etc. This center can also boast high qualified and high-tech 

laboratories. The University is dedicated to the training and retraining 

of chefs and pastry chefs and it is mainly focused on food culture and 

traditional and regional recipes; 

• Based in Foligno, the Cooking Association “Eat Umbria – Viaggi 

Pergolesi” is aimed at making traditional dishes known through events 

and courses. Such courses are focused on local recipes, their origins, 

and the tradition behind them. The Association organizes cooking 

classes for children as well as it is very important to introduce them to 

the world of food, letting them understand the culinary culture of the 

city and region they are based in, knowing what food is healthy and 

what is not. Thus, cooking becomes a great means of communication.  

• Based in Terni (Umbria), Chef Academy is a prestigious culinary 

academy, providing professional qualification and re-qualification 

courses and masters in several fields (such as Chef, Pastry Chef, 

Maître, Barman courses, etc). The building is composed of 9 fully-
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equipped classrooms and one restaurant room. The Academy is part of 

the Tekna’s group, which is accredited by the Region of Umbria and 

qualified to issue Legally Recognised Qualification Certificates (EQF 

4). Chef Academy organizes International classes as well with students 

coming from all over the world.  

• Umbria Chamber of Commerce, Industry, Craftsmanship, and 

Agriculture is a Public Entity, created in 2021. It replaced the Terni 

Chamber of Commerce and Perugia Chamber of commerce (both 

established in 1927) as a result of the Italian lawn. 219, 25th Nov 2016 

and the subsequent Ministry of Economic Development’s Decree 16th 

Feb 2018 that reordered the system of the Chamber of commerce in 

the entire territory of Italy. The Chamber has today 80 people staff, 

placed in two offices (in Perugia and Terni). CCIAA Umbria holds and 

manages the public register of companies consisting of more than 

94.000 companies. Its public mission is to enhance the local economy 

and to represent businesses, safeguarding their interests and creating 

favorable conditions for their development. Businesses in Umbria are 

mostly concentrated in the commerce, building, and manufacturing 

sectors. 

The Chamber provides several services to entrepreneurs such as 

business consultancy, training, and advice; provides info on 

macroeconomic data, business start-ups, financing sources, 

opportunities on international markets, EU marking, IP, and 

consumers protection. 

It has also an active role in digitalization, touristic and territory 

promotion. In the field of employment, the Chamber designs 

innovative supporting measures for local businesses to fight 
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unemployment especially in younger generations including NEETs, 

involving local stakeholders and possible beneficiaries of the actions. 

Profiles involved - Educational and training background 

1) Trainer from CNOS – he got a diploma from a Catering School and 

for the last 12 years, he has specialized in the bakery and pastry 

sector. 

2) Senior business development manager from Università di Sapori 

– he has been mainly involved in the training sector and 10 years ago 

he entered the food sector by coordinating first and second-level 

activities. 

3) President of Culinary Association 

4) Director from Chef Academy 

5) Job placement specialist 

6) An employee at Chamber of Commerce (Terni – Umbria) 

 

Do you find the current educational and training offer for Pastry 

chefs satisfying?  

None of the interviewers found the offer very satisfying. Although the offer is 

varied and wide and has been adapting to the ever-changing demand, it is felt 

like a little behind the times, it should evolve rapidly. There is a lack of 

standardization and a common sharing of basic techniques and processes. 

According to one of the interviewers, in the last 10 years, the food sector has 

undergone radical changes that affected the offer.  

Emerged as a consequence of the COVID 19 pandemic, our new eating habits 

have contributed to bringing changes that are likely to remain even when the 

pandemic is over. Therefore, the training will have to include specific modules 

on how to prepare, store and organize home delivery of meals that not only 
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comply with health and hygiene regulations but also maintain the gastronomic 

and organoleptic characteristics of a product during preparation and delivery. 

Nowadays, it is important to focus on modules on sustainability and waste 

reduction as well. According to the senior business development manager, 

their University is already modifying the training modules and the offer, 

adapting them to the changing market.  

Furthermore, it was also suggested to change consequently the training 

delivery methods: we are used - especially in the courses dedicated to cooks 

or pastry chefs - to carry teaching activities entirely in presence. Always 

keeping the quality level of the training provided high – we should try to move 

a part of that theoretical training (chemistry, HCCP, safety) online.  

The public-school offer was also labeled as unsatisfying. The courses do not 

“practically prepare” students for the real world of work as the hours dedicated 

to the laboratory are not enough: there is little practice and a lot of theory. One 

of the respondents complained that there are a very large variety of private 

courses available (such as 1-year-master), but they are very expensive and give 

little preparation.  

Are Pastry chefs in high demand in your country? 

All interviewees agreed on this point. The professional profile of the pastry 

chef is in great demand in our country because is becoming quite popular 

thanks to television programs (such as Masterchef or Bake Off). It is 

considered a prestigious job and the demand for pastry courses is higher than 

the demand for catering. It is also interesting to point out that in the past this 

profession was predominantly a male prerogative, while now many women 

apply for the courses.  

Would-be pastry chefs can find easily an occupation in many facilities, such 

as retail bakeries, catering, or restaurants. In a top restaurant, the pastry chef 
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is a must as dessert is fundamental: it comes at the end, and very often it is the 

element that leaves its mark on the customer's perception and could influence 

them to return or not to that restaurant.  

One of the interviewees stressed out that they are often contacted by 

restaurants or bakeries that cannot find qualified pastry chefs.  

In your region, are there many job opportunities for pastry chefs? 

Yes but, unfortunately, Umbria is going through a particularly difficult 

economic situation as there is a mismatch between the real situation and the 

current offer. Even before the pandemic, the balance between new businesses 

and businesses that ceased their activities was negative. Professional pastry 

chefs do find work and often their professionalism is recognized, but it is not 

always properly remunerated. The Job Placement specialist outlined that 

before COVID 19 many students were placed in restaurants and facilities 

abroad and they found great opportunities  

Furthermore, students need to understand that the work of the pastry chefs is 

much more demanding and they need to be very passionate about it.  

Despite it all, however, as mentioned before, demand exceeds supply, with far 

more requests than we can satisfy in terms of training.  

According to your experience, which is the most popular and 

requested pastry items? 

a. Cakes 

b. Biscuits 

c. Pies 

d. Tarts 

e. Croissants  

f. Other (specify) 

Almost all participants were not able to select only one product: small pastries 

(such as croissants and tarts) are in great demand, together with cakes. Spoon 
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desserts are very popular in restaurants. According to one of the respondents 

in Umbria, one of the most popular pastry items is the crostata, a typical Italian 

jam-filled pie, made of shortcrust pastry. 

One participant stressed the importance of typicality, quality raw materials, 

and authenticity.  Another participant outlined that in Umbria modern cakes 

are pretty popular, together with mignon/mini-pastries.  

Outline the most important training modules   

• Basic preparation, flours, dough, eggs, and baking powders 

• Creams and chocolate 

• Physics and chemistry 

• Savoury pastry and appetizers 

• Vegan and vegetarian recipes 

• Leavening process 

• Entrepreneurial and marketing basics 

• Physical characteristics of the ingredients  

Any other comments and/or suggestions   

The Pastry Chef is a very stimulating profession, passion is needed, but 

students must be willing to make great sacrifices. Supported by practice, a 

solid education is essential and it is a prerequisite for employment and 

employability. 
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ANALYSIS OF THE PASTRY TRAINING NEEDS IN PORTUGAL AT THE 

HOSPITALITY SECTOR 
 

➢ Framework 

A Pastry Training Needs questionnaire (a copy of which, translated to English, 

can be found on Annex I) was sent to several companies and training 

providers, with a regional and national scope.  

To obtain the maximum amount of information possible, the two 

questionnaires – for relevant organizations and employers – were combined in 

one, which was sent to both target groups. The number of answers achieved 

the goals, but it needs to be said that it was not an easy task, due to the 

confinement in Spring and the decision to open or not afterward, due to 

sanitary requirements. 

Due to the pandemic times, we are living in Europe, Portugal, as a country 

which has a strong Hospitality sector, this sector’s companies were the most 

affected ones, with hundreds of organizations having to close down. The 

sanitary restrictions imposed on Hotels, Restaurants, Pastry shops, …, led 

several ones to go out of business, partially or totally, temporarily or 

permanently. 

The ones that suffered the highest impact were the smallest organizations – 

with the lowest reserves of capital, although they received some support from 

the government, it was not enough to keep the business open. 

➢ Target groups 

As mentioned before, the questionnaire was sent to two sets of organizations: 

• Hospitality stakeholders – we received 5 answers: 1 Business 

Association, 2 VET schools, and 2 youth and adult Training Providers. 
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• Companies of the Hospitality sector – from the 12 answers received, 

2 came from Restaurants, 3 from Pastry shops, 7 from Hotels (all the 

hotels provide meals). 

The following chapters have the results from them. 

 

➢ Questionnaire results 

- Organization dimension and experience 

This question characterizes the dimension of the organization, namely its 

number of employees 

The range goes from micro-companies, with less than 10, to SMEs. 

 

 

 

 

 

 

 

- Experience in the Hospitality sector 

This question pinpoints organizations’ experience in the sector. Although 

some representatives are quite experienced, others, namely stakeholders, do 

not have any. This is normal, as Pastry training, although not completely new, 

only exists in a limited number of providers. Two of them have experience, 

three don’t. As for companies, the range varies from 2 to 35 years. 
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- Pastry market 

The following question focused on the most popular and requested pastry 

items. There were 6 possible multiple answers, being the last one “Other”, 

which led to the possibility of listing ones not mentioned: 1) Cakes (birthday 

or similar); 2) Small cakes (custard cream, for example, or similar); 3) 

Biscuits; 4) Pies; 5) Tarts; 6) Other. The conclusions provided are interesting 

 

 

Stakeholders and Pastry shops chose mostly the two kinds of cakes; Hotels 

and Restaurants went unanimously for the small ones, which is 
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understandable, as they usually don’t sell this kind of product. The other three 

answers were balanced. 

Also relevant were the answers provided under “Other”: all the eight 8 votes 

went for desserts (sweets, hot and cold, or all types), coming from Hotels and 

Restaurants. 

- Qualification needs in the Pastry sector 

➢ Job opportunities and high demand for pastry chefs & current 

educational and training offer for Pastry chefs 

These three questions focused on: 

In your region, are there many job opportunities for pastry chefs?  

Are Pastry chefs in high demand in your country?  

Do you find the current educational and training offer for Pastry chefs to be 

satisfying?  

The results are self-explanatory. 

  

 

 

 

 

 

 

 

We only received three explanatory comments for the negative answers of the 

first one: 

 

 

Job opportunities 
for pastry chefs

Yes No

Training offer for 
pastry chefs

Yes No

high demand for 
pastry chefs 

Yes No
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“The type of companies in this region does not have a place for a professional 

pastry chef. Therefore, many will not pay / will not recognize his/her skills”. 

We believe this is related to the small size of the Hotels/restaurants, whose 

staff is limited and has to multitask. 

 

 “In this region, we buy everything already made.” Similar to the previous one, 

which leads to the most common alternative found. 

 

“The decrease in sales [due to COVID crisis] caused a smaller need of staff.” 

 

➢ Pastry students’ skills  

In this question, organizations 

were asked to rate, based on 

their experience, the pastry 

skills students should improve, 

from a scale of 1 = not at all to 

6 =very important. The skills 

are given to assess, and their 

results, are described in the following table. 
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Skills 

Scale of importance 

1 2 3 4 5 6 

(Number of answers given) 

Organizing skills    1 2 16 

Math skills   4 9 3 1 

Time management    1 3 13 

Entrepreneurial skills 6 3 1 3 3 1 

Communication skills    4 8 8 

Creative skills    1 3 13 

Multitasking skills     7 10 

Teamwork     3 14 

Critical thinking    2 5 10 

Digital skills   2 10 4 1 

Attention to detail     4 13 

Marketing  1 2 6 7 1 

 

The least important skills are Entrepreneurial, which may be connected to the 

fear that the employee may leave the organization and create his / her own 

business. Math skills, Digital skills, and Marketing have also relevant lower 

numbers. These figures may be connected to the common impression that a 

Pastry Cook does not require them, which is not correct: 

• Math skills are vital for budgeting, calculating ingredients, just to 

provide two examples; 

• Digital skills are also very important in today’s society, based on the 

Web – not only to learn new materials, new tools but to promote 

company’s products, among others; 
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• Marketing is crucial: if one does not know what the market needs and 

what it already has, one cannot make a sellable product. 

The most considered skill is connected to the personal organization of a Pastry 

Cook, which is probably related to the kind of work a pastry cook needs to 

perform, associated with the responsibility it requires.  

Time management, Creative skills, Teamwork, and Attention to detail came 

right after.  

We believe the first is important, as it is a vital resource for today’s 

organizations to have staff members being able to prioritize tasks, plan and 

execute the work plan without distractions. 

 As for Creative skills, a Pastry cook is, almost by definition, a creator of new 

sweets, cakes, or even new ways of presenting them. 

Most of the time, a Pastry cook is integrated into a team, the kitchen brigade, 

so he/she must know how to work efficiently and behave assertively within it. 

Attention to detail is deeply connected to this job: measuring the specific 

amounts of ingredients, being careful when adding the decorative parts, paying 

attention to the final plating of the product. 

We were also allowed to choose “Other”. For those, we had two answers: 

“Learn to learn” and “Foreign languages, mainly Spanish and English”.  

Learning to learn is of utmost importance, as it allows a permanent up-to-date 

knowledge, skills, methodologies, tools, …, being able to differentiate oneself 

from the other cooks. Knowing other languages makes us able to read other 

sources of information or to compete in international contests with peers. 
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MODULE 4 Analysis of the conducted survey in the 

hospitality sector about the needs of the employers 

 

For the needs of this module, all the partners interviewed hospitality 

institutions, VET schools, and trainers that conduct this kind of training-for 

cooks and pastry cooks. In the beginning, the was research was meant to map 

the students' needs and training needs based on their perceptions. We 

developed a specialized survey that later on was delivered to the employers, 

cooks, and pastry cooks to gather their thoughts and needs on this topic. 
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Analysis of the conducted survey in the hospitality sector about 

the needs of the employers in North Macedonia 
 

Profiles involved – Profession and workplace 

1) General manager of a restaurant 

2) Chef in a restaurant kitchen 

3) Pastry cook in a lounge bar kitchen 

4) A pastry chef in a pastry shop 

5) General manager of a pastry shop 

6) Cook in a lounge bar 

7) HR manager in a chain of hotels 

8) Trainer in private VET center in the profile of cooks 

9) Trainer in private VET center in the profile of pastry cooks 

 

 

This was something that all of the interviewers agreed on. Curiosity and a 

desire to go abroad were highlighted as important factors in a student's 

Do you think that taking part in an Erasmus VET blended mobility focused 

on pastry and cooking can enrich the students’ CVs? Please specify why. 
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preparation for this environment. The discovery of foreign civilizations other 

than our own opens the door to fresh ideas, improving students’ cultural and 

educational backgrounds. Such experiences are at the heart of fusion pastry, 

which is still relatively unknown in Macedonia but will be crucial for future 

pastry cooks and cooks. 

Students can get valuable skills that will help them enhance their inspiration 

and originality in the kitchen and pastry/cooking lab by studying overseas. 

Do you think communication is important in the pastry/cooking lab? 

All the interviewees agreed on this point. As in any other profession, 

communication is the most important part in the working areas and between 

the employees. Effective communication is the crucial part of the chain of 

work that brings better results and satisfied customers. 

Do you think a Pastry chef should have basic knowledge of savory items? 

The cook and pastry cook are the top production personnel of a commercial 

kitchen, both skilled managers and creative craftsmen. However, preparing 

savory and sweet dishes requires separate skill sets and appeals to diverse 

personality types. Both career pathways provide a variety of advanced options 

for smart and hardworking individuals. Consistency is a virtue in the savory 

kitchen, although cooks typically have the luxury of being less precise. 

Pastry professionals, on the other hand, seldom make mistakes since their 

recipes rely on exact proportions. Pastry cooks frequently work in the 

mornings and afternoons, making items that will be plated and served by the 
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chef's culinary crew later that evening. Cooks, on the other hand, are more 

likely to work in the afternoons and nights to be available for dinner service. 

The following graphic depicts the responses to this question: 

 

Skills to be improved 

Our participants were given a list of attributes that the partnership thought 

was crucial for the students' training. On a scale of 1 (not at all) to 6, they 

were asked to rate the significance of the abilities mentioned below (very 

important). 

Pastry lab
45%

Restaurant
33%

Bakery
22%

Where do think a Professional pastry cook is needed the most? 

o   Pastry lab 

o   Restaurant 

o   Bakery 
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The following graphic depicts the responses to this question: 

 

Training modules 

Finally, the interviewees were shown a hypothetical training course targeted 

at enhancing the students' skills, and they were asked to rate the significance 

of each module on a scale of 1 (not at all) to 6 (very essential) (very 

important). 

The following graphic depicts the responses to this question: 

0 1 2 3 4 5 6 7

Organizing skills

Time management

Entrepreneural skills

Creative skills

Multitasking

Soft skills

Digirital skills

Skills to be improved
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Analysis of the conducted survey in the hospitality sector about 

the needs of the employers in Italy 
 

In the first phase of the research, the partners interviewed pastry schools and 

teachers to map the students' needs and training requirements according to 

their opinion. In this second phase, we prepared a dedicated survey which was 

sent to the employers, chefs, and pastry chefs, aimed at collecting their 

opinions and needs on the topic under investigation.   

In Italy, the following target group was interviewed: 
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Pasty and manual skills

Sugars

Milk and dairy products

Creams

Savory pastry

Traditional and modern cakes

Chocolate

Ice creams, sorbetts and semifreddi

Food cost

Food service, HCCP, safety at work, first aid

Training modules
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Profiles involved – Profession and workplace 

1) Manager and owner of 4 premises (restaurant, cafè, pastry) – 

Foligno (Umbria) 

2) Chef in a restaurant – Foligno (Umbria) 

3) Culinary expert and job placement specialist – Terni (Umbria) 

4) Pastry chef – Bevagna (Umbria) 

5) Chef – Foligno (Umbria) 

6) Cook – Foligno (Umbria) 

7) Pastry chef – Foligno (Umbria) 

8) Chef and president of an association – Foligno (Umbria) 

9) Restaurant owner – Perugia (Umbria) 

10) Cook and pastry chef – Perugia (Umbria) 

 

 

Do you think that taking part in an Erasmus VET blended mobility 

focused on pastry can enrich the students’ CVs? Please specify why. 

All the interviewees agreed on this point. Curiosity and desire to travel abroad 

were mentioned as key elements which contribute to the training of a student 

approaching this world. The discovery of new cultures, different from our 

own, make new ideas possible, enriching students’ cultural and training 

background. Such experiences lie at the very basis of the fusion pastry, which 

is not yet very popular in Italy, but will be fundamental for the pastry chefs of 

tomorrow.  

By going abroad, students may acquire very important skills which will 

contribute to boosting their inspiration and creativity within the kitchen and 

the pastry lab.  
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Do you think communication is important in the pastry lab? 

Again, all interviewees agreed on this point. Without effective 

communication, it is extremely hard – if not impossible – to work. The kitchen 

and the pastry lab are based on teamwork and communication is the key to 

achieving satisfying results at work.  

Do you think a Pastry chef should have basic knowledge of savory 

items? 

The pastry is interconnected to many other fields and, usually, pastry chefs 

have a solid knowledge of savory items as well.  

According to one of our interviewees, many pastry products are now also 

available in their savory version. The salty and savory part needs to be well 

balanced and there are still many possibilities for the growth and development 

of this sector.  

Where do think a Professional pastry chef is needed the most?  

o Pastry lab  

o Restaurant 

o Bakery  

 

Below you may find the collected answers summarised:  
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Skills to be improved 

Our participants were presented with a list of skills the partnership believed to 

be important for the students’ training background. They were asked to 

indicate the importance of the skills listed below on a scale from 1 (not at all) 

to 6 (very important).  

Again, we have summarised the results below: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Curiosity was also mentioned as very important for the chefs-to-be.   
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Training modules 

 

At last, our participants were presented with a hypothetical training course 

aimed at improving the students’ skills and based on the modules listed below, 

they were asked to indicate the importance on a scale from 1 (not at all) to 6 

(very important).  

The results are the following: 
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B A S I C  D O U G H

C R E A M S

G L A Z E S ,  C O O K I E S  A N D …

S A V O U R Y  P A S T R Y

Y E A S T  A N D  B A K I N G  P O W D E R S

T R A D I T I O N A L  A N D  M O D E R N  C A K E S

P R O F E S S I O N A L  M I G N O N  A N D  F I N G E R  …

C H O C O L A T E

S T U F F I N G  A N D  G A R N I S H

I C E  C R E A M ,  S O R B E T S  A N D  S E M I F R E D D I

T E C H N I C A L  A N D  M A N A G E M E N T  S K I L L S

F O O D  C O S T

C V  &  J O B  I N T E R V I E W  T E C H N I Q U E S

F O O D  S E R V I C E  H A C C P ,  S A F E T Y  A T  W O R K ,  …
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The interviewees also mentioned the following modules: 

➢ Vegan and vegetarian cuisine 

➢ Spoon cakes 

➢ Ingredients peculiarities 

➢ Decorations 

➢ Hygiene 

 

Analysis of the conducted survey in the hospitality sector about 

the needs of the employers in Portugal 
 

Pastry students’ career 

The next two questions wished to know the participants’ opinion about two 

aspects of Pastry cooks’ career:  

“Taking part in an Erasmus VET mobility focused on pastry can enrich the 

students’ CV?” 

“Where is a Professional pastry chef needed the most?” 

Concerning the first 

question, there was a 

unanimous decision: 

100 % considered it as 

positive, which 

recognizes not only the 

importance of 

Erasmus+ supported 

mobilities, but also the 

value of a work 

experience abroad to 

Industrial 
pastry
24%

Restaurant
29%

Bakery
6%

Pastry 
shop
41%

Industrial pastry

Restaurant

Bakery

Pastry shop
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improve a Pastry cook’s career, and everything related to it: autonomy, 

language skills, international teamwork, work under pressure, goal focus, time 

management. 

As for the second, as stakeholders and Pastry shops representatives all 

mentioned that a Pastry cook is more needed at a Pastry shop, Hotels and 

Restaurants’ ones divided themselves through Industrial Pastry and 

Restaurants, as it can be seen on the graph presented. 

This division is based on the business model of the organization: if the Hotel 

or Restaurant is big enough, or its target group is of higher-income customers, 

the kitchen brigade can and should include one Pastry cook. Nonetheless, the 

smallest Hotels and Restaurants may choose to outsource their sweets and 

desserts purchase, namely to Industrial Pastries, which means that a Pastry 

cook will have to work there, focusing on industrial quantities and frozen 

preparations. 

 

Pastry course 

In this section, participants were asked to prepare a course according to the 

relevance they would give to a pre-given set of modules, on a scale of 1 = not 

at all to 6 =very important. 
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The modules and their importance, according to the representatives of the 

organizations included in this questionnaire, are listed above. There were some 

interesting conclusions to be discussed with these results.  

Modules 

Scale of importance 

1 2 3 4 5 6 

(Number of answers given) 

Pastry manual skills   1  4 12 

Flours    1 3 13 

Sugars    1 2 14 

Eggs    1 3 13 

Milk and Dairy products    1 3 13 

Basic Dough     6 11 

Creams     5 12 

Glazes, Cookies,     4 13 

Bakery cakes    1 3 12 

Yeast and Baking powders    1 3 12 

Traditional and Modern Cakes   1  3 13 

Fine pastry    1 2 14 

Chocolate   1  2 14 

Stuffing and Garnish     4 13 

Ice cream and Sorbets    1 3 13 

Management Skills   3 6 6 2 

Food cost   1  4 12 

CV & Job interview techniques   14  3  

HACCP    1  16 
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• With one exception, all the modules suggested had more positive than 

negative appraisals, which means the research previously done was 

accurate. 

• There were no suggestions for other modules, which confirms the 

previous point. 

• The answers given suggest there are no major differences between 

stakeholders’ and companies’ assessments on the importance of the 

modules. 

• The least important module is “CV & Job interview techniques”. 

Probably as there is such a demand for these professionals, the right 

attitude to have during an interview and a properly designed CV was 

not considered as a distinctive requirement to hire a Pastry cook. 

Companies were almost unanimous on that, but VET providers and 

training organizations do not agree and gave them the second-highest 

remark. 

• The most important module is “HACCP”, which is related to a crucial 

characteristic of food-related companies – its absence or wrongdoing 

may cause the organization huge problems, which go from fines to 

even a lockdown.  

• After that, with similar evaluations, come “Sugars”, “Fine Pastry” and 

“Chocolate”.  

Sugars are an important ingredient, in a society that gives great 

importance to body image. Therefore, there is a huge need for how to 

use sugar properly or how to replace it with natural sweeteners.  

As for “Fine Pastry”, although there is a trend on reviving traditional 

pastries, contemporary organizations in this sector must have a 
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contemporary offer as well. The organization’s portfolio shall include 

these two types of pastry or desserts. 

Chocolate is probably the most well-known ingredient, which can be 

used as a base or as a decorative element. It is of utmost importance 

for a Pastry cook to know how to use it, as a raw material or as a final 

product, in both solid and liquid shape. 

 

Conclusions 

Although the answers from the questionnaire came from stakeholders – not 

directly involved in the Hospitality sector, mas related to it – and from 

companies working inside it, there were no significant differences between 

them. 

Training providers, both offering I-VET and/or C-VET, have strong 

connections with this sector player, which means that they have clear insights 

on how they should prepare their students. 

Nevertheless, as this specific training is somehow recent in Portugal, namely 

for level IV, this kind of project, with final products like the ones designed 

within it, leads to a permanent update of their offer, and, consequently, better-

qualified professionals entering and staying in the market. 
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MODULE 5 - Analysis of the conducted survey in the 

hospitality sector about the needs of the candidates  

 

 

Analysis of the conducted survey in the hospitality sector about 

the needs of the candidates in North Macedonia 

To continue our study, the project's partners felt compelled to undertake a 

specialized survey to assess the needs and opinions of students on the subject 

at hand. 

26 students aged 20 to 45 years old who had completed a training program in 

cooks or pastry cooks at C.E.S. Academy answered the questions, providing a 

larger, more thorough, and detailed picture of their requirements and 

perspectives. 
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As a student, do you think that taking part in an Erasmus VET blended 

mobility focused on pastry or cooking can enrich your CV and prepare 

you to enter the world of work? Please specify why. 

Positive responses are clearly in the preponderance: students' eagerness to 

learn about new things, whether it's other cultures or new talents to add to their 

resumes, is palpable. 

Several of them emphasized how much an experience abroad can contribute 

to their educational and professional growth by allowing them to learn new 

skills such as learning a new language, finding new job opportunities abroad, 

and learning new techniques in addition to those taught in Italian institutes and 

lodging facilities. 

Many people are excited to try traditional meals from the countries they will 

be traveling to and learn more about the many cultures they will encounter. 

There is also a recognition of the significance of collaborating with others in 

the industry, and that such experience may be enhanced by training or working 

overseas. Some students emphasized their desire to do so to become more 

interested and passionate about what they do, learn how to adjust to changes, 

and finally become autonomous and experienced. 

Do you think communication is important in the pastry lab and the 

kitchen? 
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Again, all of the responses are positive, indicating that the students have a very 

clear understanding of how a restaurant kitchen operates: while it is necessary 

to be focused on the preparations you are following, and while those who work 

in the kitchen do not have direct contact with the customers in the dining room, 

you must know what the orders are when they arrive in the kitchen. As a result, 

the team must be able to interact and coordinate with one another to make the 

service more efficient and fluid, and therefore please the client. 

All of this is reflected in the affirmative responses, which emphasize the 

significance of good communication because it is impossible to be understood 

by colleagues and operate well without good effective communication. 

Communication is believed to be necessary not just to make work more 

efficient, but also to improve relationships and group dynamics in the 

workplace and everyday life. 

When working in a group, communication is the first skill to master, as it is 

without it that conflicts, arguments, and unforeseen occurrences cannot be 

avoided. 

Do you think a Pastry chef should have basic knowledge of savory items? 

Most respondents indicated that savory products are part of an aspiring 

cook's/pastry cook's fundamental knowledge and that the more information 

one has, the more professionally one grows and the better one is in the 

workplace and in addressing issues. 
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Where do think a Professional pastry cook is needed the most?  

o Pastry lab  

o Restaurant 

o Bakery  

 

The following graphic depicts the responses to this question: 

 

 

 

The graphic is clearly showing that students think – professional pastry cook 

is the, most needed in the pastry lab and the less needed in the bakery.  

 

Skills to be improved 

 

Our participants were given a list of attributes that the partnership thought was 

crucial for the students' training. On a scale of 1 (not at all) to 6, they were 

Pastry lab
54%

Restaurant
38%

Bakery
8%
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asked to rate the significance of the abilities mentioned below (very 

important). 

 

The following graphic depicts the responses to this question: 

◼ For students, the most significant skills to be improved are Teamwork, 

Communication Skills, and Time management, while marketing skills 

are less significant. 

 

 

Training modules 

 

Finally, the interviewees were shown a hypothetical training course targeted 

at enhancing the students' skills, and they were asked to rate the significance 

of each module on a scale of 1 (not at all) to 6 (very essential) (very important). 

0 1 2 3 4 5 6 7

Organizing skills

Time management

Entrepreneural skills

Creative skills

Multitasking

Soft skills

Digirital skills

Skills to be improved

Student 26 Student 25 Student 24 Student 23 Student 22 Student 21 Student 20

Student 19 Student 18 Student 17 Student 16 Student 15 Student 14 Student 13

Student 12 Student 11 Student 10 Student 9 Student 8 Student 7 Student 6

Student 5 Student 4 Student 3 Student 2 Student 1
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The following graphic depicts the responses to this question: 

▪ For students, the most significant training modules are Traditional and 

modern cakes, glazers. Cookies and bakery cakes, Professional 

mignon and finger patisserie wiles module about technical and 

management skills is less essential 

 

 

0 1 2 3 4 5 6 7

Pasty and manual skills

Flowers

Sugars

Eggs

Milk and dairy products

Basic dough

Creams

Glazers, cookies, bakery cakes

Savory pastry
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Technical and management skills

Food cost

CV and Job interview techniques

Food service, HCCP, safety at work, first aid

Training modules
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Student 12 Student 11 Student 10 Student 9 Student 8 Student 7 Student 6
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Analysis of the conducted survey in the hospitality sector about 

the needs of the candidates in Italy 
 

Carrying on with research activities, the partnership felt the need to conduct a 

dedicated survey to analyze the needs and opinions of the candidates on the 

topic under investigation.  

61 Italian students – aged between 16 and 20 years old and enrolled in 

vocational and catering schools – answered the questionnaires, giving a 

broader, more comprehensive, and detailed overview of their needs and 

opinions. 

As a student, do you think that taking part in an Erasmus VET blended 

mobility focused on pastry can enrich your CV and prepare you to enter 

the world of work? Please specify why. 

 

Affirmative answers are the majority: among the students, the desire to get to 

know everything new is evident, be it foreign cultures or skills to enrich their 

CV.  

Several of them underlined how much an experience abroad may contribute to 

their educational and professional growth thanks to the acquisition of several 

skills, such as learning a new language, finding new job opportunities abroad, 

and also learning new techniques besides the ones they may learn in Italian 

institutes and accommodation facilities. 

Many are eager to discover typical dishes from the countries they would be 

visiting and know more about the different cultures they get in contact with. 

Only one negative answer emerges, underlining the importance of knowing 

well your typical products and cuisine first before approaching new foreign 

cultures. 
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There is also an awareness of the importance of working with others within 

the sector and such experience is to be enriched by training/working abroad. 

Some students stressed out their willingness to do so to become more curious 

and passionate about what they do and to learn how to adapt to the changes 

that may occur, and, eventually, become independent and experienced.  

 

Do you think communication is important in the pastry lab? 

 

Again, the majority of the answers are positive, and the only two negative ones 

likely come from students who do not yet have a clear idea of how the kitchen 

of a restaurant works: it is necessary, of course, to be focused on the 

preparations you are following, and certainly, those who are in the kitchen do 

not have direct contact with the customers in the dining room, but when the 

orders arrive at the kitchen, you need to know what they are and in what order 

of time. Therefore, the  

brigade must know how to communicate and coordinate with each other, to 

make the service faster and fluid, and thus satisfy the customer. 

All this emerges in the remaining affirmative answers, where the importance 

of clear communication is considered fundamental because otherwise, it 

would not be possible to be understood by colleagues and to work together 

properly. 

Communication is thought to be important not only to make work more 

efficient but also to introduce greater harmony in relationships and group 

dynamics, both at work and in daily life. 

When working in a team, communication is the first thing to learn, without 

which it would not be possible to solve problems, disagreements, or 

unexpected events that can always occur. Putting it into practice and practicing 
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it would certainly increase a person's ability to work in a team, and on the other 

hand, it would make the whole brigade more coordinated, efficient, and united 

towards a single goal.  

 

Do you think a Pastry chef should have basic knowledge of savory 

items? 

 

This time, all the answers were affirmative. One of the students stated that 

savory pastries need a certain amount of aesthetic care, since they lack the 

typical elements of sweet pastries and the delicious aspect of creams, while 

for others some pastries may include savory ingredients, or that some dessert 

recipes have similar preparations to savory ones, or that a pastry chef can also 

deal with recipes which are not sweet, such as pizzas, bread, breadsticks, and 

rustic cakes. 

Another student highlighted that the pastry chef with this knowledge could 

create new recipes, combining sweet and savory and in doing so they will be 

more open to new trends. 

A couple of respondents stated that such knowledge is useful in case a 

colleague usually in charge of savory cooking is savory. 

The majority stated that savory items are part of the basic knowledge of an 

aspiring chef/pastry chef and that the more knowledge one has, the more one 

grows professionally, and the better one is in the working environment and in 

solving problems.  

Where do think a Professional pastry chef is needed the most?  

o Pastry lab  

o Restaurant 

o Bakery  
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Below you may find the collected answers summarised: 

 

 

Skills to be improved 

 

Our candidates were presented with a list of skills the partnership believed to 

be important for their training background. They were asked to indicate the 

importance of the skills listed below on a scale from 1 (not at all) to 6 (very 

important).  

Again, we have summarised the collected results below: 
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List of skills Average  

(out of 61 

answers) 

Organizing skills 5,3 

Math skills 4,7 

Time Management  5,5 

Leadership skills 5,1 

Entrepreneurial skills 4,3 

Communication skills 5,5 

Creative skills 5,5 

Marketing skills 4,5 

Multitasking skills 4,8 

Teamwork 5,3 

Soft skills 4,7 

Critical thinking 4,9 

Digital skills 4,3 

Attention to detail 5,6 

 

Curiosity, adaptability, language skills, and resilience were also mentioned as 

very important for the chefs-to-be.  

 

At last, our participants were presented with a hypothetical training course 

aimed at improving the students’ skills and based on the modules listed below, 

they were asked to indicate the importance on a scale from 1 (not at all) to 6 

(very important).  

Training modules 
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List of modules Average  

(out of 61 

answers) 

Pastry Chef work, Pastry, and manual skills 5,2 

Flours 5,4 

Sugars 5,2 

Eggs 5,2 

Milk and Dairy products 5,4 

Basic Dough 5,6 

Creams 5,4 

Glazes, Cookies, Bakery cakes 5,2 

Savory Pastry 4,8 

Yeast and Baking powders 5,3 

Traditional and Modern Cakes 5,1 

Professional Mignon and Finger Patisserie 4,9 

Chocolate 5,1 

Stuffing and Garnish 5,3 

Ice cream, Sorbets and Semifreddi 5 

Technical and Management Skills 5,3 

Food cost 5 

CV & Job interview techniques 5,1 

Foodservice HACCP, Safety at work, First aid 5,4 

The participants also mentioned the following modules: 

➢ Decorations 

➢ Baking items and baking times 

➢ Fats and oils 

➢ International cakes and items 
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➢ Machinery use 

➢ Allergen-free food preparation 

 

Analysis of the Pastry candidates’ needs in Portugal at the 

hospitality sector 
 

➢ Framework 

A Pastry candidates’ Training Needs questionnaire (a copy of which can be 

found on Annex II) was sent to a Pastry course class, receiving 20 answers.  

 

➢ Target group 

As mentioned before, the questionnaire was sent to a class of 3rd-year Pastry 

students. Their age is between 17 and 19 years old, with a gender balance. 

The following chapters have the results from the questionnaire. 

 

➢ Questionnaire results 

-  Taking part in an Erasmus VET mobility  

This question wanted to have the learners’ opinion concerning the importance 

of taking part in an Erasmus VET mobility, focused on pastry, on enriching 

the student’s CV. 

Probably because our School has a long tradition of sending students abroad 

for Long Life Learning / Erasmus+ Programmes VET internships or training, 

which have annual internal calls and always has strong competition for its 

available places, we received a unanimous answer. 
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- Communication in the Pastry lab 

This question pinpoints the relevance of the communication process in the 

Pastry lab and the kitchen of a restaurant/shop. As our students are used to 

working in teams, their answer is also unanimous. 
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- Skills a pastry student should improve 

This topic focused on the most important skills a pastry student should 

improve, from the students’ perspective, on a scale of 1 = not at all to 6 = very 

important. 

The least important skills are Math related ones, which is connected to the not-

so-good grades students have on this subject, which means that they dislike 

any issue that requires Math skills, even if they know they need it for food 

cost, for example. 

Entrepreneurial skills are also not well seen by the learners. Lack of 

entrepreneurship is a common problem in Portugal. Huge efforts are being 

carried out to develop it in youth. 

Marketing has light positive marks, which is related to the fact that Pastry 

cooks see themselves as working backstage, and not in direct and indirect 

contact with the customer. 

 

The skills are given to assess, and their results, are described in the following 

table. 
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Skills 

Scale of importance 

1 2 3 4 5 6 

(Number of answers given) 

Organizing skills     14 6 

Math skills  4 13 4   

Time management     13 7 

Entrepreneurial skills  5 9 4 2  

Communication skills     9 11 

Creative skills      20 

Multitasking skills     6 14 

Teamwork      20 

Critical thinking     7 13 

Digital skills    1 7 12 

Attention to detail      20 

Marketing   2 13 5  
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All the other skills have positive remarks. Moreover, three deserve a special 

mention: 

• Creative skills – a pastry cook requires, in its job description, a huge 

dose of creativity. Not only for creating new products, but also to re-

invent traditional ones. Therefore, it is perfectly understandable that 

all the answers focus on the importance of developing creative skills 

throughout a course. 

• Teamwork – during their course, students are used to working in a 

group, even if the assessment is mostly individual. A relevant part of 

their final exam requires group work. During their work-based learning 

periods, they become aware of how the kitchen staff works. Hence, 

learners clearly understand the importance of teamwork skills. 

• Attention to detail – in this job, where a gram or a centiliter can make 

a difference in the final result, or where a distraction can jeopardize 

the plating of a cake or a dessert, the appreciation given to this item is 

quite understandable. 

“Multitasking skills” and “Critical thinking” also received highly positive 

mentions: 

• Students know they need to perform well and swiftly, so being 

prepared to execute several tasks simultaneously is very important. 

• The second one is also quite relevant: we try to make our students 

understand why is relevant to make better decisions and to get the 

positive results that come from better decisions. Critical thinking 

involves understanding how one thinks, making sure that the different 

alternatives are considered; then, one can make a rational choice 

between them. 
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- Workplace and career perspectives 

This question tried to understand where the learners wished to work, as it 

asked where they think a Professional pastry chef is needed the most. Five 

possible types of organizations were given as a possible choice: Industrial 

pastry; Restaurant; Bakery; Pastry shop; Other (if the one was chosen, it was 

asked to detail). 

The results provided a perfect draw between the two, which enlightens where 

they’d like to work. 

 

 

 

- Pastry course 

In this section, learners were asked to prepare a course according to the 

relevance they would give to a pre-given set of modules, on a scale of 1 = not 

at all to 6 = very important. 

The results, although obvious, don’t allow too many conclusions: 
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• There are 10 items where we got a top-grade unanimity, being 9 of 

them directly related to Pastry cook technical skills – the last one is 

HACCP, which everyone agrees is of utmost importance in today’s 

entire Hospitality sector. Those nine are some of the most common 

ingredients and/or final products. As they work daily with them, it’s 

normal they considered them as such. 

• Sugars, Eggs, Ice cream, and Sorbets also got almost unanimous top 

marks. We believe that it didn’t probably because they are connected 

to unhealthy lifestyles. 

• The only item with less approval, yet positive, was Management skills 

– learners are probably too young to understand the strategic 

importance of knowing how to deal with the full dimension of a 

company, or to have already decided to become an entrepreneur. 

 

The modules and their importance are listed below. 
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Modules 

Scale of importance 

1 2 3 4 5 6 

(Number of answers given) 

Pastry manual skills     9 11 

Flours      20 

Sugars     2 18 

Eggs     1 19 

Milk and Dairy products     6 14 

Basic Dough      20 

Creams      20 

Glazes, Cookies, Bakery cakes      20 

Yeast and Baking powders      20 

Traditional and Modern Cakes      20 

Fine pastry      20 

Chocolate      20 

Stuffing and Garnish      20 

Ice cream and Sorbets     3 17 

Management Skills    17 3  

Food cost     6 14 

CV & Job interview techniques     8 12 

HACCP      20 
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MODULE 6- Analysis of the evaluation model according to 

the evaluation sheet after the competition of the blended 

mobility 
 

 

 
 

 

 

 

 

 

 

 

 

 



                      

                     

P
ag

e1
6

7
 

Analysis of the online briefing questionnaire 
 

The three countries partners in the project GOOD FOOD is GOOD MOOD: 

North Macedonia, Italy, and Portugal answered the ONLINE BRIEFING 

questionnaire, i.e., 32 participants gave their answers. 

About 56 % of participants are attending 

high school (cooking and baking course), 

while 44 % of participants are students at the 

Faculty of Tourism and hospitality. They 

were asked to answer 13 questions and here 

are their answers: 

When students were asked about 

their previous experience, the 

answers indicate that 50 % already 

have previous experience in 

cooking food and/or pastry, while 

the other 50 % love to prepare dishes 

at home. Those with experience 

were working in restaurants, Caffe 

or pastry shops. 
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On the question about 

their passion to be cook/ 

pastry cook only two 

students answered that 

they аrе not particularly 

passionate. Other 94% are 

passionate about being a 

cook/pastry cook because 

Cooking for them is a way 

of self-expression and a way to share the joy with others, being a chef is their 

dream, cooking makes them happy because that is a process full of 

experimentation. After all, cook/pastry cook learning is a new way to create 

art on a plate. 

On the question about their career goals over the next five years, about 19% 

of students do not find themselves in the hospitality sector or don’t have any 

goals. Other 81 % of the students have career goals in the hospitality sector. 



                      

                     

P
ag

e1
6

9
 

About 25% are going to finish their studies, and then start working, while the 

other 56 % want to open their own restaurant /pastry shop, to become chef, or 

to work in a restaurant/pastry shop. 

Answers to the question considering the areas they need to improve the most 

show that almost 38% of answers go to Professional education. 34 to practice, 

and 28 % on soft skills 

The question “What qualities do you believe make a good (pastry) cook” 

 was faced with a variety of answers: Discipline, Precision, Skills, knowledge 

commitment. professionalism, originality, creativity, effective in 

communication, love his job, Passion, responsibility, patience, collaboration, 

be open to new knowledge, hardworking, to show respect for other cooks and 

colleagues. making a good dough, effort, dedication, imagination, 

Measurement. Previous experience, knowing how to cook well, being curious  

To love cooking, to believe in yourself, management skills. 

 

When students were asked 

“Do you know what you 

need to apply for a job? - 

more than half (53,1%) 

answered that they don’t know 

what they need to apply for a 

job, while near 47% answered 

positively.  
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On the question Do 

you know how to 

prepare a CV, 31% 

of students answered 

that they don’t  

know how to prepare 

a CV, while 69% 

think that they know 

how to do that. 

 

 

 

When students 

were asked if they 

know to prepare a 

Motivation/Cover 

Letter, their 

answer indicated 

that 53% of them 

know to prepare a 

Cover letter, while 

47%, don’t know 

to prepare it. 

The answers to the last three questions show that students need some training 

on that subject., and the topic” How to prepare CV and Cover Letter is a 

necessity for these students. 
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On the next question, “Do you estimate that you have enough skills to 

present yourself successfully in front of a manager of a restaurant” 

 

 

 

 

 

 

 

 

 

 

 

 

56% answered “yes”, while 44 % said that they do not have the skills to present 

themselves in front of the manager of a restaurant. 

 

 

The answers to a question, 

 “What do you take as most important, when presenting yourself for s job 

in front of an employer? -  are displayed in the following graph: 
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The graph shows that 37,5 % of students say that self-presenting in front of 

employers depends on attitude, 28%, that it is connected with communication 

skills while almost 19% said that CV is most important. Some of them 

mentioned the content of the Cover Letter and all things together. 
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Analysis of the evaluation model according to the evaluation 

sheet after the competition of the Learning/teaching training 

activity No1  

 

During the blended 

mobility in Skopje, 

North Macedonia, 

students from 

Portugal followed 

the training with 

physical attendance, 

while students from 

Italy and - North 

Macedonia, 

followed the 

training online through the Zoom platform. After this mobility, the participants 

filled Online Evaluation form, and here will be presented an analysis of the 

evaluation model according to the evaluation sheet after the competition of the 

blended mobility and the practical training  

The following graph shows what students think about clearly defining the 

training objectives 



                      

                     

P
ag

e1
7

4
 

 

 

About 74% of students agree that the objectives of the training were clearly 

defined, 17% are neutral while only 9 % of students disagree that the 

objectives of the training were clearly defined 

Similar are answers to the question If participation and interaction were 

encouraged Almost 44% strongly agree, 30 % agree, 17% were neutral, while 

9% strongly disagree. 
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Students were very satisfied with the material’s relevance. More than 52% 

strongly agree that they are relevant, 30% agree, 9% are neutral and 9 % 

strongly disagree. 

 

The next two graphics show that students agree that the topics of the training 

were relevant to them, and the content was organized and easy to follow. 

Only 14% of participants disagree that the topics covered were not relevant to 

them and the content was not organized and easy to follow. 
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Interestingly, 78 % of students think that training experience can be applied 

in their school. The training content can be applied in regular school classes, 

13% were neutral and only 9% disagree. That shows that this training and 

project, in general, is very useful for the student of three partner countries. 
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The next two graphs present students’ answers about the trainer’s knowledge 

and preparation for the training The great majority of the training participants 

(83%) answered that the trainer was well prepared, while 17 % were neutral. 

 

 

The great majority of the students agree that the course length was 

appropriate  

 



                      

                     

P
ag

e1
7

8
 

 Also, 91% of training participants think that trainer was knowledgeable 

about training topics, while 9 % of them were neutral. and that the exercise 

roll play was helpful and relevant. (see figures in the following two graphs: 
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Nearly 70% of participants were satisfied with the training room and 

facilities, marking them as adequate and comfortable, while 22% were 

neutral and 9% were not satisfied. 

 

 

 

The things that students liked the most about this training are: 

➔ Being in another country, getting to know other good people, 

➔ Learning new things 

➔ The energy 

➔ That it was interactive 

➔ The training teacher 

➔ The role plays 

➔ The chief meeting 

➔ The games 

➔ Involvement 

➔ Everything, especially the preparation of CV. 
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➔ I loved how everything we learned is relevant and helpful even outside 

of school, I will be using everything I learned from this experience in 

everyday life. 

➔ The teamwork between the different teams 

 

On the question “What aspects of the training could be improved?”, most 

of their answer was: 

➔ Talk about baking more 

➔ Have more practical classes 

➔ The other schools to comply more and for the topics to be more 

discussed 

➔ Communication between other countries 

➔ When there is no more covid, then do it face to face 

➔ The training was exactly as it should be. 

 

The student’s answers to the question “What else would you like to see 

included in this event? Are there any other topics that you would like to 

be offered training courses in “can be summarized in these points 

 

➔ Gastronomy course 

➔ Baking 

➔ To see what people from other countries learnt at their Colleges, 

something that we don't have at ours.  

➔ Cooking training 

➔ Talk about food more and maybe bake/cook something. 

➔ Local food 
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➔ To have more practical lessons 

➔  Master class in the kitchen. 

➔ Interactive and creative team-building exercises  

 

 

Analysis of the evaluation model according to the evaluation 

sheet after the competition of the Learning/teaching training 

activity No2 
 

➢ Framework  

Between February 25th and March 5th, the first LTTA of “Good Food is Good 

Mood” VET partnership was held. Due to the effects of COVID pandemic still 

occurring in Portugal, the partners – Italy, North Macedonia and Portugal 

decided to change the type of meeting from physical to virtual.  

This report is the analysis of its preparation, implementation and evaluation, 

made by participants from those countries. 

 

➢ Participants’ school 

We had 22 answers. 
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➢ Participants’ age 

Most of the students were underage, followed closely by the next generation. 

 

 

➢ The next question wished to know if the objectives of the training were 

clearly defined, before and during the week. 
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More than 95% strongly agreed or agreed, which is very positive. 

➢ The learners were asked to assess their participation and interaction. 

 

A similar percentage of approval was achieved, which is also very good. 

 

➢ Next the participants evaluated if the planned activities were useful 

and relevant for the development of their skills. 
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Although 85% answered positively or very positively, the reduction from 

previous questions should be mentioned, but it must be taken into 

consideration that this was a virtual meeting concerning cooking activities, 

where there was no traditional interaction in the kitchen. 

 

➢ This question aimed to check if the activities were well organised and 

easy to follow. 
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Again, 90% of the participants had a positive or highly positive opinion. 

 

➢ Considering this was a meeting focusing on cooking topics, it was 

important to evaluate if the cooking sessions were useful and relevant. 

 

It is very rewarding to see that 100% considered it of very high and high 

usefulness and relevance. 

 

 

➢ This question aimed to assess the preparation of the monitors and if the 

cooking videos were easy to understand and to follow. 
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More than 85% considered both of very high and high. 

 

➢ The next question focused on the cultural videos. 

 

Almost 82% consider it to be highly interesting and interesting, but almost 

20% had a neutral approach. 
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➢ The question evaluated the course length. 

 

More than 85% consider it very appropriated and appropriated. 

 

➢ Did the training allow the participants to develop baking and culinary 

skills.  
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90% rated it very positively and positively, which is quite relevant. 

 

 

➢ This question asked the participants if they believed the training met 

their expectations. 

 

More than 75% agreed, which is understandable, considering the learners were 

expecting a physical training and had a virtual one instead. A training of this 

sort in the pastry cooking topic, although practical, is not the same without 

face-to-face interaction with all the learners. 

 

➢ This question assessed the virtual platform used for the training. 
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More than 85% rated it as very adequate and adequate. 

 

➢ The last question was an open one, where the participants were asked 

to describe what they liked the most. Here are their answers. 

The cooking. 

What I liked the most was having the experience of explaining recipes from 

my country that were going to be made. 

I enjoyed the opportunity to meet new people the most. 

Everything without exception! 

The management role played by students was simply amazing. 

Involvement in activities. 

What I liked the most was the cooking sessions. 

I liked the most the culinary experience. 

Making friends. 

I liked making friends. 

To meet and be with people from different countries. 

Meet other people. 
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Working with international friends. 

Me as teacher! 

Sharing Portuguese dishes. 

 

➢ Conclusions 

The training activity was planned to be held physically in Fátima, at Fátima 

Hospitality School’s facilities. However, due to the COVID pandemic 

situation it had to be changed to a virtual one. Hence, practical lessons on 

pastry cook topics could not be given in a way learners were expecting – 

although they were asked to cook the recipes previously sent, they did it at 

their own school’s kitchens, with their national colleagues, instead of having 

a real international environment. 

The methodology chosen – sending recipes to the schools some days earlier, 

so that the participants could study them, and then tutoring the students, 

working in kitchens, while on synchronous lessons after they watched videos 

on how the product is made, was carefully planned. 

The Portuguese students were trained to act as tutors / trainers, preparing 

themselves previously in the recipes that were to be sent to their international 

colleagues. 

However, not only they were trained on the traditional Portuguese pastry and 

bakery products, but also on how to tutor online their counterparts. There were 

obviously actual trainers in the kitchen and in the room, but the goal was also 

to have the students to place themselves as a teacher / tutor. This was a sort of 

upskills for them, as they had also to prepare the schedule, to organize the 

ingredients and the tools, and to support their colleagues before and during the 

preparation. 
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For the international participants, however, the training wasn’t naturally as 

good as expected, because although they had a hands-on approach, they lacked 

the presence of a trainer at the kitchen, as well as the possibility to interact on 

the spot with their colleagues from other countries. 

Even so, we believe this methodology to be efficient and the best alternative 

for an online practical training. 

  

 

Analysis of the evaluation model according to the evaluation 

sheet after the competition of the Learning/teaching training 

activity No3 
 

From 28/03 to 02/04/22, the third and last international training session 

(LTTA) was 

organised by EGInA 

and took place in 

Perugia, Italy. The 

chosen venue was the 

Istituto Enrico Fermi 

in Perugia whose 

teachers and staff 

helped in the 

implementation of 

the activities. The 

Istituto Enrico Fermi 

is a structure that – 

shaped as a modern College that also functions as a Student Residence for 

adult learners, with 150 beds, a catering area, four hectares of green spaces, an 

http://www.fermi.it/
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independent sports hall and fitness centre, multimedia classrooms, 2,000 

square metres of laboratories with advanced technologies and its own latest-

generation e-learning platform - focuses on the need to respond to new 

employment requirements, also in relation to the extraordinary process of 

transformation that has affected the structure, curricula and organisational 

models of the Italian education system. 

12 participants from North Macedonia, 10 from Portugal and 9 participants 

from Italy joined the LTTA in person. To evaluate the experience as a whole, 

the hosting partner – EGInA Srl – created an evaluation survey, aimed at 

assessing whether the session and the planned activities could be considered 

in line with the project’s objectives. 31 people answered the questionnaire. 

 

 

 

As shown here, the majority 

of participants was under 18, 

10 were between 18 and 35 

years old and, finally, 6 were 

above 35. 
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The majority of participants (52% - strongly agree + 45% - agree) stated that 

the objectives were clearly defined and they felt that participant and 

interaction were encourage throughout the week-session. 
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28 participants out of 31 considered the activities relevant and in line for the 

development of field skills and all of them agreed on the fact that everything 

was well organised. 
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The agenda foresaw working sessions at the Kitchen Lab where participants 

could learn how to make pasta and typical desserts from the city of Perugia. 

These sessions have been also accompanied by in-depth analysis and 

presentation of Italian recipes. Furthermore, the Italian teacher and chef gave 

also an overview of the different extra-virgin olive oils you can find and how 

to best pair them with food. 
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Among the cultural visits, participants had the chance to visit Corciano and its 

museums, Assisi, and the city centre of Perugia. 

Participants visited also Villa Pignattelli, a former 18th-century monastery and 

an important aristocratic residence on the outskirts of Perugia. Villa Pignattelli 

has been completely restored by its owners to be the perfect setting for 

weddings, and ceremonies. Participants had the chance to visit this beautiful 

Villa and to know more about the events they are organising, with a specific 

focus on the culinary field. They also enjoyed an home-made Italian breakfast. 

When visiting Assisi, the students visited an important restaurant, called La 

Locanda del Cardinale together with one of the restaurant’s chefs and they 

were shown the venue, explained the history of the place, the kitchen and the 

menu. As shown below, the majority of them enjoyed the visit, with just a few 

in disagreement. 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/villapignattelli/
https://www.lalocandadelcardinale.com/
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Students could also visit the Chocolate Factory in Perugia, home of the 

Perugina brand, one of the best known in Italy and abroad. A few kilometres 

away from Perugia’s town centre, the CASA DEL CIOCCOLATO 

PERUGINA allows you to discover the secrets to this ‘divine food’ and an 

extraordinary Italian establishment.  

The tour starts at the Historic Museum, continues in the sweet stop of the 

tastings and arrives to the heart of the Factory. 

A special focus is placed on the legendary Bacio Perugina, with anecdotes, 

footage and records of the world-renowned chocolate of love. 

 

 

 

https://www.perugina.com/it/casa-del-cioccolato/Welcome-to-the-Casa-del-Cioccolato
https://www.perugina.com/it/casa-del-cioccolato/Welcome-to-the-Casa-del-Cioccolato
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Coming back to questionnaire, the course length (one week long) was 

considered appropriate and the experience – as a whole – allowed the 

development of baking and culinary skills, being in line with the GFGM 

objectives. 
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When it comes to the rating of accommodation and food, participants were a 

bit more critical, even though the majority rated the two times with a 5 and 4 

out of 5. Below you may see the complete results: 
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When it comes to the open-ended questions, participants were asked to list 

what they liked the most: 

• Everything 

• The interaction with the others 

• Assisi trip 

• The people I met 

• The cultural visits 

• Play basketball on the first day 

• The hypogeum of the volume in Perugia and the chocolate factory 

“Perugina” 

• Meet and socialise with other people coming from different countries 
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• Make new friends and visit new places 

• I enjoyed the opportunity to get to know a new country and new people 

• Chocolate factory 

• Assisi and Vigna Pignattelli 

• I enjoyed cooking 

• Villa Pignattelli, Chocolate Factory and Locanda del Cardinale 

• I liked the most the practical training in the kitchen and to guide 

Macedonian and Portuguese students when we visited Perugia and the 

chocolate factory 

• To visit Assisi 

• Everything, but the most I like is when we were visiting the places and 

Chocolate Factory. Also, the hosts are very good and friendly towards 

us and they gave the best of them to make our residence there more 

enjoyable 

• The hosts 

• What I liked the most was the cooking and bar sessions, I also enjoyed 

the city in general 

• The most I like was the restaurant in Assisi. The cooperation with Chef 

Alessandro Lestini about our trainings in the kitchen and cooking. We 

were warmly welcomed by Professor Roberto. 

As for what the participants didn’t like: 

• Nothing 

• The food from the school 

• The museum in Corciano 

• The school 

• We were a bit far from the city centre 
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• Nothing, everything was fine 

• No, I liked everything 

Finally, participants gave also some suggestions and tips on how to improve: 

• The food and the rooms 

• The rooms 

• Accommodation 

• More sessions in the kitchen 

• Everyone should have been given the opportunity to prepare 

cappuccino, cocktails and coffee in the bar sessions 

• More cooking activities 

• Everything was well organised 

• There could have been a bit more practical lessons in order to get to 

know a bit more about gastronomy 

• You are the best ☺ 
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Finally, the overall evaluation was quite satisfactory with 15 people rating it 

with a 5, 12 with a 4 and 4 with a 3 out of 5.  

As a final consideration, it was a pleasure to be able to finally host all the 

groups in person after the pandemic.  
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MODULE 7 - Covid 19 affection to the hospitality sector 
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Tourism is one of the fastest-growing sectors in the world economy. Every 

tenth employee in the world is employed in this sector. 

Both globally and in our country, statistics related to tourism over the past 

decades it has consistently recorded positive indicators. 

Despite all the positive 

social, cultural, and 

economic impacts it has 

tourism, however, is 

most "sensitive" to 

impacts such as 

hostilities, terrorism, 

natural disasters, and 

catastrophes, as well as the spread of various diseases that restrict or prevent 

the travel of tourists. Exactly the COVID-19 crisis, which appeared in late 

2019 led to the proclamation of a global pandemic by the World Health 

Organization (WHO), and with the spread of  this virus destinations around 

the world in different ways restricted the movement of people with aimed at 

stopping the spread of the disease.  

Pandemic (spread of the disease to large territories), in addition to changing 

the life habits of people in the world, led to stagnation of economic activities 

in the overall economy. 

In the world, many continental and regional organizations deal with the 

tourism sector caused by the COVID-19 virus with recommendations for 

dealing with economic effects. These institutions and organizations also 
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provide recommendations for dealing with the COVID-19 crisis in the tourism 

and hospitality sector. For this reason, they are used in the study of 

international experiences and data from the World Tourism Organization, 

World Travel and Tourism Council, European Commission, and other sources. 

The crisis with COVID19 has affected the tourism industry the most, which is 

"most vulnerable" since the first measures that were taken by countries around 

the world were limiting the movement and travel of people as well as the 

closure of catering facilities. In NorthnMacedonia, a small number of 

accommodation facilities are used for "state quarantine", a small part of the 

catering facilities work with food delivery (catering). 

Undoubtedly, the crisis will lead to changes in the daily habits of living people 

as well as in their travel habits. They will also be reduced the trips of the older 

group of tourists who for security reasons will reduce the number of future 

trips. Various measures after the end of the crisis will be taken in the tourism 

and hospitality sector as increased measures for hygiene, health measures, 

keeping distance, capacity limitation in catering facilities, beach hygiene, 

travel in smaller groups, reduction of transport capacities, the introduction of 

"COVID passport", etc. 

The challenge posed by the COVID-19 crisis is one of the greatest (social and 

economic) in human history. 

Since the outbreak of the COVID-19 crisis, more international organizations 

have been organized online meetings, conferences, and panel discussions, to 

find suitable measures and take steps for successful management in the 

tourism sector and catering. The Organization for Economic Co-operation and 

Development (OECD), about measures taken by countries related to the 

COVID-19 crisis and tourism, divides into three categories of measures taken: 
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protection of people (tourists and employees in the tourism sector); business 

sector (survival of companies in the tourism and catering through a package 

of measures); and sector policy (sector coordination tourism and catering and 

its recovery, promotion, etc.) 

Recommendation from the World Tourist Organization to the United 

Nations 

UNWTO is the most important 

international organization 

dealing with the sector of tourism 

and hospitality globally. It is 

directly related to the rest 

organizations in the United 

Nations. There is almost no 

country in the world that is not a member of this organization. Its purpose is 

to improve the status of world tourism and its future development. This 

organization predicts a decline in tourism from 20-30% in 2020 compared to 

2019, due to the COVID-19 crisis. 

The organization, through its Committee on Global Tourism Crisis, points out 

23 active recommendations, divided into three key areas: 

First key area - Crisis management and impact mitigation: 

Recommendations refer to job retention, support of self-employed workers, 

providing liquidity, promoting the development of skills, and reorganization 

of taxes, fees, and regulations related to travel and tourism. The 

recommendations are given because there are prospects for a global economic 

recession. Given its labor-intensive nature, tourism will be suitable, with 
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millions of jobs at risk, especially those created by women and youth, as well 

as marginalized groups. 

Second key area - Providing stimulus and speeding up recovery:  

This package of recommendations emphasizes the importance of providing 

financial incentives, including favorable tax policies, lifting of travel 

restrictions as soon as the health authorities allow it, reducing the procedures 

and visa liberalization, strengthening marketing, and trusting consumers to 

accelerate recovery. Recommendations also emphasize that tourism should be 

placed at the center of national policies for renewal and action plans. 

Third key area - Preparing for tomorrow: Highlighting the unique ability of 

tourism to record local and national growth,  

Recommendations call for greater emphasis on the sustainable development 

of tourism and to take action around the "lessons learned" from this crisis. It 

is recommended to governments and the private sector to make plans for 

preparation and vigilance against future such crises. 

Recommendations from the World Travel and Tourism Council 

 The council is the most relevant international organization in the field of 

tourism in which members are a large number of regional and continental 

institutions. The website of 

this organization outlines in 

the tables are the measures 

taken by different countries 

undertaken about the 

COVID-19 crisis and relating 

to the tourism sector. The 
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analysis shows that different countries have taken different measures for crisis 

management, and they vary depending on the tourism development of these 

countries, the share of tourism in GDP, etc. 

The WTTC forecasts for the COVID-19 crisis are a potential loss of 100 

million jobs and $ 2.694 billion of world GDP, due to declining travel and 

tourism. Recommendations given by the WTTC (directed to the Governments 

of countries) and referring to the tourism sector are the following: reduction 

of barriers for travel and facilitation of procedures (visas, etc.), facilitation 

fiscal policies (reduction of travel fees), support for the business sector (tax 

exemptions) and destination support (increased promotion budget, 

development of tourist products, etc.). 

Recommendations from the European Commission  

The European Commission emphasizes that tourism is an important sector for 

the continental economy, and 

the Commission is in constant 

contact with the Ministers of 

Tourism of the European 

Union members through the 

Joint Committee on Tourism. 

The European Union is taking measures to supplement and strengthen the 

measures taken by the member states of the Union, related to the liquidity of 

companies; fiscal measures; grants, subsidies, loans, credits, etc .; passenger 

rights; and tour package arrangements. 
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ACTIVITIES OF THE GOVERNMENT IN NORTH MACEDONIA 

RELATED TO THE TOURISM AND HOSPITALITY SECTOR TO 

RESPOND THE COVID-19 CRISIS 
 

The tourism and catering sector is one of the most affected, and perhaps the 

most affected by health pandemic caused by COVID-19, indicating the need 

for specially designed measures and support for the sectors most affected by 

the goal of preserving jobs, achieving liquidity in companies and preventing 

financial debt sinking as a basic target of the measures. 

Health measures  

The Government of the Republic of North Macedonia took over the first 

specific measures to prevent the spread of COVID-19 in the form of closure 

of educational institutions, which entailed the obligation to release some of the 

parents -one from each family - from work responsibilities.  

Among the first measures introduced were the closure of catering and trade 

facilities centers, then introduced a ban on movement which, depending on the 

development of pandemic, covers different time intervals. As part of health 

and security measures close border crossings and the airport except for strict 

certain categories of passengers, for transit and freight vehicles, and an 

obligation is introduced for carriers to provide special permits. In addition, 

additional are introduced occupational safety measures which provide for the 

maintenance of a distance between workers, recommendations for shift work, 

wearing personal protective equipment - masks, gloves, etc. disposable, 

providing higher hygienic standards (access to water, soap, waste 

management, disinfectants, etc.). 
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Tourism measures  

 In the past since the onset of the COVID-19 crisis, the business sector through 

the Chambers of Tourism held several meetings with representatives of state 

institutions responsible for 

tourism and hospitality in the 

country, which discussed the 

measures to be taken to 

successfully deal with the 

COVID19 crisis. Direct 

measures for the sector that were adopted are: 

-  the postponement of the validity of the tourist vouchers until 31.12.2021, as 

well as 

-  the extension of the importance of licenses for performing catering and 

tourism activity and extension of the importance of categorizing 

accommodation, food, and beverage facilities. 

Additional support to the tourism sector: The Government issued a decision 

supporting the tourism sector by regulating the means of reimbursing 

customers who bought a trip during the crisis period. This program works in 

conjunction with the Tourism Fund, which is currently valued at a total of 74 

million denars (~EUR 1.2 million). As part of the third package of measures, 

the Government is indirectly supporting the domestic tourism sector by 

distributing vouchers to the local population.  

The COVID-19 crisis resulted in a slow and difficult return to the usual work 

dynamics for all participants in the hospitality sector.  
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The COVID-19 crisis for 2020 has catastrophic consequences for the sector of 

tourism and hospitality with huge losses for companies. 

• Cancellation of bus and 

plain packages Most of the 

companies have reorganized 

their operations, pay cuts, 

layoffs or staff reductions, use 

of vacations, taking hygienic 

measures. 

• Companies in the 

tourism and hospitality sector have not developed a business 

crisis management plan.  

• Cancellation of planned events and manifestations, a small part 

of conferences is held online 

• Measures were taken by the Government for the economy in 

the sector tourism and hospitality as a minimum wage and 

loans, companies have found useful, but with the 

recommendation that they are overdue, there are bad 

application conditions, administrative difficulties, etc. 

• The following measures were suggested in response to the 

COVID-19 crisis: green card standstill, insurance, and 

technical inspection for transport companies; introduction of an 

hourly payment system, etc.   

The law on tourism should be adapted according to modern trends in tourism, 

to be covered the insurance of travel agencies, defining the competence of 
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institutions in tourism, ways of supervision and control in tourism, and 

catering activity. 

It is necessary to establish a special fund for tourism which would be used for 

similar crises in the future. The degree of effectiveness of the measures 

depends on their combining and coordinating fiscal and monetary policies. 

After18 months under Covid, authorities in North Macedonia tightened certain 

COVID-19-related restrictions nationwide. Starting Aug. 16, authorities 

suspended indoor activities at hospitality venues such as bars, restaurants, and 

cafes. Moreover, individuals over the age of 18 will also need to show proof 

of receiving at least one dose of a COVID-19 vaccine to attend any type of 

outdoor event regardless of the venue with more than 30 people present. 

Most businesses and facilities are permitted to operate, provided they 

implement certain hygiene and social distancing measures. Facemasks must 

be worn in indoor public spaces. Organized outdoor events are allowed at 50 

percent of the venue's occupancy capacity, up to a cap of 1,000 people. 

Restaurants, bars, and cafes are allowed to operate their outdoor areas. 

North Macedonia's land borders are open. International flights are operating, 

albeit on reduced schedules. Individuals arriving by air may be subject to 

health screening on arrival and may have to undergo quarantine measures if 

displaying COVID-19 symptoms. Travelers from India are required to self-

isolate for 14 days upon the arrival. 

Authorities could extend, ease, or otherwise amend any restrictions with little-

to-no notice, depending on disease activity over the coming weeks. 

On October 19 - North Macedonia's government decided to relax some of its 

Covid-19 restrictions in the hospitality sector, lifting capacity limits at cafes, 

bars, and restaurants, it said on Tuesday. 
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There will no longer be any limit to the number of guests per table and venues 

can now operate at up to 50% capacity both indoors and outdoors, North 

Macedonia's government said in a statement. 

Until now, bars and restaurants were required to operate at 30% indoor and 

50% outdoor capacity. 

Vaccination certificates are still obligatory when entering cafes, bars, and 

restaurants. 

Today’s reality 

One thing is certain—the market will not go back to how it was before the 

pandemic. Already, we’re seeing consumer preferences and behaviors change. 

Consumers are showing 

a greater focus on value-

for-money and more 

interest in restaurants 

that offer healthy food 

options. And while there 

was an increase in home-

cooking during the 

lockdown and in the desire to order food for delivery or pickup, we are now 

seeing fast-food sales picking up again. 

Analysis of the European restaurant industry unveils three innovation areas 

that will set restaurant leaders apart as consumer and market dynamics change: 

channel strategy (particularly online ordering), menu optimization, and new 

business models. 
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Adapting channel strategy 

The pandemic has accelerated the use of digital channels—such as online 

delivery, click and collect, and contactless ordering—but it has also changed 

eating habits and overall consumer lifestyles. 

Growing digital ordering and delivery 

 According to a recent consumer sentiment survey, across Europe, 

approximately 35 to 55 percent of existing consumers intend to continue using 

delivery more in the future. 

Given that higher delivery volumes are likely to endure, restaurants may need 

to reassess which delivery model to adopt. They have a range of options, 

including owning delivery logistics but using an existing marketplace-style 

platform; using an integrated marketplace-logistics provider; or owning both 

the delivery portal and the logistics. Moreover, delivery-only kitchens offer 

the possibility of delivering to customers without the costs of a physical 

restaurant. Selecting the right delivery option, however, will depend on a 

combination of factors, including delivery economics, speed, menu type, and 

the number of local customers. 

Restaurants have also seen an increase in click-and-collect ordering. While 

some consumers are accustomed to preordering coffee via an app, they may 

not be familiar with ordering food in the same way. 

Enhancing the dining-in experience 

Restaurants are already reconfiguring their physical spaces so their dine-in 

experience can accommodate mandated physical-distancing requirements for 

reopening and can address consumers’ concerns about hygiene and safety. 

Many restaurants have also started offering in-app ordering for table service—
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early indicators suggest this not only augments safety measures but also 

increases order sizes. Other restaurants are finding ways to improve 

ventilation and make dining more private, such as by installing plexiglass or 

other kinds of separation between tables. 

Optimizing menu offerings 

As restaurants navigate reopening, some may need to optimize their menus to 

respond to current consumer preferences toward health and sustainability and 

their increased focus on value for money. Consumers say they have made 

changes to their diet over the past years  

Food trends 

One of the most consistent long-term food trends has been the increased 

visibility and consumer demand for sustainable and perceived-healthier food. 

Restaurants are continuing to react and better meet consumer expectations in 

this area. 

In addition, Deliveries have seen an increase in orders for treats (desserts), 

especially items that are more difficult to replicate at home. How much of this 

trend will continue once Europe enters the next normal—and consumers have 

less time to cook their meals at home—remains to be seen. 

Regardless of how consumer trends evolve, restaurants must take the time to 

understand their customers and invest in meeting their needs, whether via 

delivery or dine-in environment. Delivery players also have a vital part to play 

in this landscape as they have oversight on how the market is changing. As 

online delivery players continue to aggregate data on consumer food 

preferences, sharing this data with restaurant partners could help support a 

two-sided marketplace model. 
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Made for delivery 

In addition to meeting the growing demand for online delivery or pickup, 

restaurant owners will need to consider creating products that travel well and 

developing packaging that preserves their quality. For instance, restaurants 

may need to aerate French fries and pack liquids into properly sealable 

containers to ensure the food can be transported well. 

Making menus delivery friendly may be a no-regret move—in line with 

adjusting to meet consumer preferences. 

Value for money 

As the economic consequences of the pandemic take hold, there is increasing 

evidence that consumers are becoming more focused on getting value for their 

money as discretionary income decreases.  

To reach beyond their existing customer base, restaurant players (and delivery 

partners) could consider collaborative ways to provide value to the consumer, 

as well as to identify potential joint promotion strategies to secure new shopper 

loyalty. Delivery players are providing promotion tools that enable restaurant 

partners to offer discounts to consumers on specific days or for select menu 

items.  

Exploring meal kits 

Cooking at home has increased because of lockdowns, and a significant share 

of consumers—and a great percent of consumers intend to continue doing so 

after the pandemic subsides. 
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Restaurant players could tap into this trend by offering their meal kits to 

confident home cooks, perhaps helping them experiment with special 

ingredients or cuisines. 

 

Innovate partnerships 

Restaurants are pursuing innovative partnerships more broadly, including 

partnering with delivery platforms or even car rental companies for delivery, 

joining with multiple food brands in sharing one or more dark kitchens, and 

partnering with grocery retailers (such as for meal kits). As a result, restaurants 

can offer different cuisines to customers via local delivery, thus reducing 

delivery time and costs. 

As Europe settles into the next normal, its restaurant industry will continue to 

face several challenges and significant financial stress. However, the players 

that will emerge stronger are the ones that make bold and decisive moves to 

innovate their channel strategy, menu offerings, and business model to build 

resilience in the long term. 

 

GOOD PRACTICES POST-GLOBAL PANDEMIC IN ITALY AND 

UMBRIA (FOOD SERVICE SECTOR) 
 

The global COVID19 pandemic has turned upside down the world as we knew 

it and has affected us all deeply, even though in different ways. A study 

published in the Journal of Clinical Medicine entitled "The impact of COVID-

19 Pandemic and Lockdown Measures on Quality of Life among Italian 

General Population"20 describes the pandemic as a collective trauma: people's 

 
20 https://www.researchgate.net/publication/348492540_The_Impact_of_COVID-

19_Pandemic_and_Lockdown_Measures_on_Quality_of_Life_among_Italian_General_Pop

ulation  

https://www.researchgate.net/publication/348492540_The_Impact_of_COVID-19_Pandemic_and_Lockdown_Measures_on_Quality_of_Life_among_Italian_General_Population
https://www.researchgate.net/publication/348492540_The_Impact_of_COVID-19_Pandemic_and_Lockdown_Measures_on_Quality_of_Life_among_Italian_General_Population
https://www.researchgate.net/publication/348492540_The_Impact_of_COVID-19_Pandemic_and_Lockdown_Measures_on_Quality_of_Life_among_Italian_General_Population
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lives have been suddenly turned upside down, and this has led to a feeling of 

precariousness and uncertainty for the future, as well as a strong concern for 

health: all factors that have contributed to significantly lower the quality of 

life. 

Among the most affected categories, the variables that most influenced this 

deterioration in the quality of life are female gender, young age, 

unemployment, low socio-cultural level, area of residence, and the diagnosis 

of a medical psychiatric condition. And just like the quality of life, the 

economy was also heavily affected by the pandemic, to the point of being part 

of a negotiation with the health service. Lockdowns were managed not only 

based on health needs but also economic ones. 

 

Dynamics of GDP by volume in EU countries in 2020 - 

Percentage variation compared to 2019 - Elaboration of the 

Confartigianato Research Department on European Commission data 

 

According to ISTAT (National Statistics Institute)21,  the Italian economy 

during 2020 had a reduction of 8.9%, 2.5 million jobs were lost, of which 1.9 

million in services, the unemployment rate rose to 9% and that of youth 

unemployment skyrocketed to 29.7%., at the top of the European ranking. The 

sector that was most affected by the shock of the pandemic was one of the 

 
21 https://www.istat.it/storage/rapporto-annuale/2020/Rapportoannuale2020.pdf  

https://www.istat.it/storage/rapporto-annuale/2020/Rapportoannuale2020.pdf
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services and in particular that of food services, which saw 514 thousand units 

burned in just one year. Bars, restaurants, and pastry shops have experienced 

31 billion euros in economic loss. 97.5% of businesses recorded a decline in 

turnover and for 6 out of 10 restaurant owners, this decline exceeded 50% of 

the previous year's turnover. Very few new businesses have been started: only 

9,190 compared to more than 18,000 opened in 2010.  

The closure of over 22,250 businesses has been recorded, a data that is 

however underestimated because it does not take into account the support 

measures put in place by the state to try to cope with the pandemic (ex. 

insurance fund, etc..). Furthermore, although the state has tried to help as much 

as possible, 89.2% of entrepreneurs considered the support received useless or 

ineffective. 

Net of this situation restaurants, pastry shops, and shops have had to readjust. 

Many of the strategies put in place to survive the restrictions have remained 

and are helping to innovate the entire restaurant business.  

The main characters of these changes are the services of taking away and 

delivery: according to an observatory carried out by RistoratoreTop22 in 2020 

in Italy 77% of the restaurant owners decided to take this path and 43% of the 

interviewees declared to deliver directly with their fleet of riders and their 

platform. This not only cuts down on the percentages of quotas retained by the 

delivery apps but above all provides a reliable database on customers and their 

culinary preferences, which implements the organization of the culinary 

proposal itself. 

 
22 https://www.ristoratoretop.com/marketing-ristorazione/rapporto-osservatorio-ristorazione-

2021/  

https://www.ristoratoretop.com/marketing-ristorazione/rapporto-osservatorio-ristorazione-2021/
https://www.ristoratoretop.com/marketing-ristorazione/rapporto-osservatorio-ristorazione-2021/
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Many restaurants have also made their delivery as green as possible both by 

increasing the vegan and/or vegetarian options on the menu and by using 

recyclable materials in the packaging of the dishes. 

Then the so-called “dark kitchens” (or “ghost kitchens”) were born 

throughout the Italian territory: shared kitchens in which the dishes are 

prepared exclusively for delivery. In the pandemic period, 27% of restaurants 

created a dark kitchen or a virtual brand and 10% of the interviewees said they 

wanted to keep the dark kitchen even after full reopening regime: in fact, the 

Dark Kitchens have not only made the restaurant’s activity possible during the 

pandemic period but are also able to significantly reduce the costs borne by 

the restaurateurs: cheaper rents and no costs related to waiters and table 

service. 

In Italy, one of the first Dark Kitchens to be opened was in Milan, in the 

Navigli area, by two former competitors of Masterchef: Alida Gotta and 

Maurizio Rosazza Prin. 

The project, known as Delivery Valley23, was started in June 2020 and 

immediately conquered the city of Milan. Today, the two founders have re-

modeled and adjusted the concept of dak kitchen, and business has rapidly 

grown: there are now more than 20 employees, they make hundreds of 

deliveries and have a turnover of more than half a million euros. Here you can 

find their website. 

The pandemic experience has resulted in a general digitalization of the 

foodservice sector (not only delivery platforms, but also the elaboration of 

digital menus, online booking systems, self-ordering, calling the room staff 

 
23 https://www.gamberorosso.it/notizie/delivery-valley-a-milano-come-personalizzare-una-

dark-kitchen-e-renderla-pop/  

https://www.deliveryvalley.com/
https://www.gamberorosso.it/notizie/delivery-valley-a-milano-come-personalizzare-una-dark-kitchen-e-renderla-pop/
https://www.gamberorosso.it/notizie/delivery-valley-a-milano-come-personalizzare-una-dark-kitchen-e-renderla-pop/
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remotely with special devices, new applications to manage staff shifts, 

invoicing and relationships with suppliers, cashless payments at the table and 

the till, etc.) and has optimized devices and good hygiene practices (textile 

tablecloths, reorganization of spaces, sanitation, etc.). The Italian company 

Costa Group, specialized in the design and construction of buildings in the 

Food & Beverage sector all over the world, has been active since the days of 

the lockdown to search for innovative solutions to cope with the new scenarios 

opened by the global pandemic and has developed new answers to new 

questions on how to store, how to serve, how to make the customer feel safe 

and secure. 

At the Cibus in Parma, a fair dedicated to the foodservice sector, many ideas 

that can be adapted to any type of service, from the bar to the starred restaurant, 

were previewed and some of the futurist proposals represented to follow the 

COVID regulations are:  

• the Sanitunnel: a customizable sanitizing box, to be placed at the 

entrance of public places. It measures the body temperature, 

detects the correct use of the mask and the passage inside it 

guarantees the instant sanitization of people and objects in transit 

through a light nebulization. 

•  The Hot & Cold Sanitized: a patented device that is applied inside 

professional refrigerators with forced air circulation, to sanitize the 

internal surfaces and the surfaces of stored products through a 

spermicidal action up to 99% effective against harmful 

microorganisms such as viruses, molds, bacteria. 

• Warm preservation: this is a real revolution in the field of 

preserving dishes at operating temperature. The service 
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temperature preservation system, maintains up to 200 portions 

above 63 ° C, guaranteeing maximum food safety, as well as quick 

service times and more efficient operation. 

• The sanibottle and glasses: thanks to the antibacterial and antiviral 

power of UV and LED light, the sanitization procedure can be 

revolutionized. The absorption of UV-C rays destroys the DNA 

structure of microorganisms by neutralizing living cells, thus 

making viruses, bacteria, yeasts, and fungi harmless in a few 

seconds. 

• The cocktail experience: the cocktail moment, usually 

characterized by the moment of entertainment offered by the 

bartender at the bar counter, today must evolve to offer a safer, but 

equally engaging experience. The customer is "surprised" directly 

at their table. The cocktail is bottled in elegant single-serving 

bottles served through a new "ritual", extremely refined as if it 

were a gift. 

• The pots, plates & Co.: thanks to the use of simple removable 

handles, the dishes can be served to the customer by limiting the 

contact between the operator and the product, also ensuring social 

distancing. A further guarantee of safety during service through the 

use of lids on the dishes that preserve quality and hygiene. 

• The separée: resealable canvas dividers, made by Emanuele 

Martera with the collaboration of the works of the La Spezia 

Prison. These are excellent examples of how to combine 

functionality and design, instead of Plexiglas. 
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The data from Fipe Confcommercio Studies Centre24 certifies the state of 

enormous crisis that the Italian foodservice sector is experiencing, which in 

Umbria lost 548,254,000 euros in turnover in 2020 compared to the previous 

year: 1.5% of the almost 38 billion euros losses nationwide. 

In Umbria, the pandemic has led some associations and local authorities to 

join together to create a new project, "Ambasciatori dell'Olio dell'Umbria", 

to create a network to implement the relationship between restaurants workers, 

customers, and the territory. The project will consist of a communication 

campaign and access, by the registered companies, to training activities and 

knowledge of the E.v.o. oil with the support of the best Umbrian panelists. 

Cia Agricoltori Italiani Umbria, Confcommercio Umbria, and the Gals of the 

territory then created a circuit consisting of restaurants and farmhouses, called 

Custom, which aims to enhance the foodservice sector and agri-food 

production of the Umbrian territory. 

In Umbria, we have had, during and after the period of the pandemic, several 

examples of excellent ideas and good practices implemented by restaurants 

owners and pastry chefs, such as that of Michele Carretta, a young 

entrepreneur with the dream of opening a gourmet restaurant in London or 

Milan, who returned to his homeland during the pandemic and rediscovered 

the attachment with it, deciding to reopen the historic family hotel, the 

Beatrice of Este hotel, with the amazing Incalmo restaurant inside. 

A similar example of good practice is to be found in Umbria, in the small town 

of Capodacqua di Foligno. After a long working experience as Head of 

Creativity at Disfrutar, in Barcellona (one of the most creative and awarded 

 
24 https://www.fipe.it/centro-studi/2019.html  

https://www.fipe.it/centro-studi/2019.html


                      

                     

P
ag

e2
3

0
 

restaurants in the world), in August 2021, Giulio Gigli decided to open his 

restaurant, UNE25. UNE is a gastronomic project that brings together high-

quality products from Umbria with the creativity and passion of a young chef, 

mixing innovation and tradition. Just four months from its opening, the 

restaurant already received its first award from the prestigious Italian 

restaurant guide, Gambero Rosso, which has UNE two forks. According to 

their rating system, “forks are bestowed to fine dining restaurants, with 

adequate service, menu, and ambiance, both in the more creative and more 

traditional cuisine26”. 

Due to the pandemic, Giulio was forced to stop his working activities for a 

year, and in that time, he realized the very high quality of the Umbrian 

ingredients and he wanted to create something new and of his own by opening 

his first restaurant and rediscovering his roots, the territory and the excellent 

raw materials it offered, finding a way to use them on a gastronomic level.  

His restaurant, therefore, represents a perfect example of resilience in a very 

difficult period. 
 

During the summer of 2020 to try to combine the health measures imposed by 

the Covid such as social distancing and reduced capacity in closed rooms and 

the desire to meet, be together, enjoy a good lunch in the company, in 

Montefalco, Umbria, after the first lockdown many restaurants have moved 

their tables to the main square of the town. Needless to say, it was a success: 

many people were finally able to leave the house and find themselves in front 

of a nice plate of pasta with friends while paying attention to personal and 

collective health! 

 
25 https://ristoranteune.com/  
26 https://www.gamberorossointernational.com/restaurants/how-to-read-the-guide/   

https://ristoranteune.com/
https://www.gamberorossointernational.com/restaurants/how-to-read-the-guide/
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But the real Umbrian gem was Gelateria La Paola which, during the Covid19 

emergency, created a new product: "The jars", closeable jars with yogurt or 

ice cream, of your choice, to make easier home deliveries and the storage of 

the product in the house. The jars have so depopulated that after the first two 

lockdowns the ice cream parlor has even opened another store and has made 

the Jars a permanent format (much loved by customers)! 

 

ANALYSIS OF THE CONDITION OF PASTRY COOKS AND COOKS IN 

PORTUGAL DURING COVID19 
 

➢ Framework – the Covid pandemic in Portugal 

On March 2nd, 2020, the first two cases of Portuguese citizens infected with 

the new coronavirus were announced. On March 18th, a week after the WHO 

declared Covid-19 as a pandemic, and two days after the first death in 

Portugal, with all schools already closed, the President of the Republic decrees 

the State of Emergency for 15 days (mandatory confinement and mobility 

restrictions), which was renewed twice. The first confinement lasted for 45 

days. 

On May 2nd, when Portugal surpassed 1 000 deaths, the State of Emergency 

ended and the Calamity Situation began, ending the confinement. Cultural 

services began to open and from May 18th restaurants and cafes reopened; 

face-to-face classes returned for the 11th and 12th grades and daycare centers 

reopened. The Economy, namely restaurants, pastry shops, and hotels started 

to work on a more “normal” basis. 

On November 5th, Portugal returned to the State of Emergency. As of the 9th, 

the curfew is decreed between 23:00 and 5:00 in the most affected 
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municipalities, and from 13:00 on Saturday to 05.00 Monday. Most 

restaurants and pastry shops decide to close completely during the weekends, 

not even offering takeaway alternatives. 

On December 5th, the Government declares softer conditions for Hotel and 

Catering sector for Christmas and New Year, like the ones for families, in an 

attempt to ease the economic suffering this sector was going through. 

However, this caused a severe increase in the pandemic numbers in January 

2021. Hence, on the 15th new confinement was declared, which ended on 

March 14th, 2021.  

Throughout this period, Portugal went from being the country in the world 

with the highest number of new cases per million inhabitants, in January 2021, 

with a very significant number of deaths, to the first to achieve 80% 

(September 2021) and the second (after UAE) to reach 90% of its population 

fully vaccinated (November).  

➢ The economic impact 

The industrial Bakery and Pastry sector recorded a 4.1% drop in turnover in 

2020, to around 700 million euros, according to the Sectoral Study by Informa 

D&B, the company that, in Portugal and Spain, leads the offer of information 

on the business market. 

In addition to the drop in sales for the domestic market, the impacts of the 

pandemic on Hotels and Restaurants also affected exports, which reached 252 

million euros, a decline of 2.3% compared to 2019. Spain is the main target 

market for this sector, with a share of more than 35% of sales abroad. 

At the end of 2020, the sector was made up of more than 6 000 companies that 

generated an employment volume of around 43 000 workers. Most of them 
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correspond to the Bakery / Pastry segment, where 3,905 companies operated, 

including traditional production units. In the same year, there were 2 271 

manufacturers of biscuits, pastries, and industrial bakeries. 

Portuguese North and Center regions concentrated the largest number of 

bakery/pastry companies, with 1 412 and 1 267, respectively, representing 

together 70% of the total. Pastry companies are mainly located in the North, 

Center, and Lisbon areas, each with more than 500 companies. 

However, the sector presents a high degree of fragmentation, with a 

predominance of small companies. About 80% of operators have less than 10 

employees and only 5 companies employ more than 250 workers. 

The evaluation of the first year of the pandemic showed 3 major trends: 

✓ The increase of competition between the different operators, 

due to the need to gain/keep market share to face the economic 

slowdown.  

✓ The greater customer sensitivity to price. As hundreds of 

companies closed or went into a layoff, thousands of people saw their 

monthly income reduced. Although bread is a basic needs product, 

cakes, sweets, and other pastry products are not. Even for bread people 

chose cheaper offers. 

✓ The sharp drop in demand from the Hotel and Catering industry 

throughout 2020 and a half 2021, due to the mobility constraints, 

Tourism implosion, and two confinements.  

During the first quarter of 2021, when the impact of the second confinement 

was stronger, the decrease of the economic activity was lower than in 2020 – 
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a loss of about 40% compared to the first one, according to Bank of Portugal, 

our Central Bank. 

The economic agents' ability to adapt and learn, as well as the more favorable 

international environment (the dynamism of the Asian and American 

economies and the lesser synchronization of the pandemic situation among 

European countries), justify this differentiation. In addition, there was a 

positive evolution of the external demand directed to the Portuguese economy, 

which resulted in an also smaller impact of the second confinement in the 

exports of goods.   

Moreover, the impact of confinement was not uniform across economic 

activities. In Private Consumption and Tourism (which includes, among 

others, Hotels, Restaurants, Pastry Shops, …), the impact was more 

significant, as the restrictions imposed to contain the spread of the pandemic 

virus mainly affected these areas. For the economy, in the second confinement, 

only 2% of companies had temporarily suspended their activity, against 8% in 

April 2020, but if we look specifically at Accommodation and Restaurants, we 

find that 30% of companies suspended it during 2021. In the first confinement, 

2020, 55% of the companies in this sector had temporarily suspended their 

activity, which means that among the sectors most affected by the health crisis 

the first confinement had the most severe effects. 

➢  The impact of Covid-19 on the purchase and consumption process  

The Covid-19 pandemic has profoundly altered society’s life, as it was faced 

with a new context, totally unknown to everyone, which forced it to make 

many changes in the way its citizens live, eat and buy. 

 



                      

                     

P
ag

e2
3

5
 

➢ Major trends  

Portuguese consumers are increasingly looking for products of local origin. 

This behavior reflects consumers’ wish to contribute to the growth of the 

country's economy, as well as considering that a product of local origin is more 

authentic and reliable. This means that local shops can smartly promote their 

products if they choose to differentiate. 

Due to the financial impacts that the pandemic has caused, and continues to 

cause, on many consumers, the demand for more affordable products 

accompanies the loss of family income. Hence, segmentation is of utmost 

importance for restaurants and pastry shops – for example, by designing lines 

of products that go from premium to low budget. 

Another concern of Portuguese consumers is sustainability. There is a growing 

demand for products from companies that show a greater awareness of 

sustainability and concern for the environment. Namely, packaging also plays 

an important role in this issue, the replacement of plastic for more 

environmentally friendly alternatives, like cardboard or paper. 

- Main criteria in Bakery, Pastry and Chocolate products purchase 

process 

Freshness and flavor are the most important criteria for Portuguese consumers 

when they buy Bakery and Pastry products, according to 2021 “Taste 

Tomorrow” Purato’s market study. 

As for Chocolate, the main purchase criteria for Portuguese consumers are 

related to flavor, price, and percentage of cocoa, with consumers increasingly 

giving greater importance to the issue of price in the 3 product categories, as 
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a large part of the consumers have seen their incomes negatively affected by 

the pandemic. 

Together with the purchase criteria - flavor, freshness, and price - hygiene and 

health appear as major priorities for consumers since the risk of contamination 

of the virus is their main concern. 
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- Products for a healthier food 

For Portuguese consumers, as can be seen in the graph, fibers and lower levels 

of salt increase the health perception in bakery products, while the reduction 

in sugar improves the health perception in pastry and chocolate products. 

That’s why is so relevant for restaurants and pastry shops to invest more time 

and money in detailed menus, designed by experts, not only to make the 

products more attractive but also to highlight some of its specific 

characteristics to fit consumers’ needs and expectations. 

 

➢ Reaction and new trends for during and after COVID – some ideas 

The Bakery and Pastry sector, as well as other areas of the economy, have 

been strongly affected by the covid-19 health crisis. Sales breaks, reductions 
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in working hours, employees in confinement, companies in a lay-off. The 

future is quite challenging. 

More than ever, it is important to analyze the facts and make decisions that 

allow a better adaptation to reality, minimizing the present impacts. The 

Bakery and Pastry industry must know how to respond to this challenge, 

opening new paths and turning threats into new business opportunities. 

In Portugal and the world, there are several success stories, positive 

experiences, and some market trends that have emerged 

- Strong focus on bread 

Bread is a sure investment, even for pastry shops or patisseries that did not 

produce it in the past and see it as a solution to make their structure profitable. 

Fresh bread is highly appreciated by the consumer and cannot be missed at the 

table. This was one of the reasons that motivated so many people to try to 

make their bread and create a fashion that seems like an opportunity. During 

the pandemic, Portuguese consumers made home baking + bread, making 

other bread known (regional or nutritionally richer bread that was consumed 

by niche markets), and “educating” the customer to other flavors at attractive 

prices seems to be a path.  

 

- Sales channels 

Purchases in the “Traditional” channel remain stable, with 63% of Portuguese 

consumers claiming to trust traditional stores in terms of hygiene and food 

safety. 

The channel that grew the most was the Digital channel, with a greater 

purchase intention on the part of Portuguese consumers in this channel (1 in 

10 Portuguese consumers claims to buy more bread online than before). 
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Another interesting indicator regarding the digital channel is that: “55% of 

Portuguese consumers say that bakery and pastry shops and restaurants should 

deliver at home”. 

 

- Ingredients sale 

Some pastry shops discovered that they could, for some products, be an 

alternative distribution channel during the pandemic, reducing people's sense 

of risk and filling some shortages. They started to sell different types of flour, 

cereal mixtures, yeast, sourdough, and even eggs, milk, and cold meats, which, 

being available for home cooking use, became a complement to their core 

products. Some have gone further and believe refrigerated or frozen pasta (flat, 

crumbled, sanded, and for pizza) is a good bet to add value. This was “packed” 

with recipes flyers, with instructions on how to use them.  

Not only bakery and pastry shops have diversified their portfolio, but it was 

seen as providing a different product for when customers are at home, with 

time available. Even after confinement, this could create a tender. 

 

- Ready to be baked products 

Additionally, to the ingredient’s sale mentioned before, the possibility of 

cooking delicious puff pastries for lunch, making your pizza, or having your 

bread warm daily, is an exciting option for  

many families, which has awakened pastry and bakery shops to sell ready-to-

bake products to consumers at home. 
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- Door to door sales 

Due to the constraints for 

people’s mobility, home 

delivery has returned in 

force. It is a safe way, as it 

avoids leaving the house, 

staying in queues, and losing 

of time for customers. At the 

same time, it avoids waste and more efficient production, as the shop knows 

with more precision how many and what type of products its customers will 

buy. The itinerant sale of bread by the neighborhood has also successfully 

returned – however, this requires investment in a vehicle and extra working 

hours for the baker or pastry cook. 

- Bread baskets 

The definition of baskets with various types of bread, pastries, and other 

complementary products, for weekly consumption, is an alternative that has 

been proposed by several pastries and bakery shops. Not only motivates a 

more emotional purchase but also changes consumers’ daily routine 

consumption. 

- Children bakery items 

Animating and occupying children at home, during confinement or isolation, 

has not been an easy task for parents. Therefore, in addition to the ingredients, 

we see children's items and utensils being sold, such as rolling pins, cutters, 

aprons, parchment paper, among others, and even the offer of recipes to ensure 
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happy experiences. This can also work for family weekends or children’s 

birthday parties’ activities. 

- Training and workshops 

During these troubled times, when people are more available at home, the 

demand for distance training has been transversal in all sectors. In Bakery and 

Pastry, the trend is no different, either through specialized training on how to 

produce custard tarts, bread, cake design, or through free training as a form of 

customer loyalty and education. 
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MODULE 8- Resume and recommendations 
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➢ Framework  

The “Good Food is Good Mood” project was designed to be implemented for 

20 months, from 2019 to 2021. It had foreseen three Intellectual Outputs and 

three LTTA – Learning, Teaching, Training Activities, which would gather 

participants from the three partner countries: Italy, North Macedonia and 

Portugal. 

This short chapter aims to provide a summary of how it was implemented and 

the lessons that, not only were learnt during it, but most importantly, that can 

be used to improve subsequent projects in this topic. 

 

➢ The COVID 19 Pandemic Impact 

Although the Intellectual Outputs were developed successfully, they suffered 

from the consequences of COVID 19 on the Hospitality sector throughout the 

world, and namely in Europe. In fact, during 2020 e most of 2021, Tourism 

was almost inexistent, leading to thousands of companies to close, temporarily 

or permanently. 

This well-known fact made very difficult to obtain information from them, 

which was needed for some modules. Simultaneously, the planned LTTAs 

were postponed several times, due to the travel and gathering restrictions all 

over Europe. 

These factors, combined, forced the consortium to ask – and obtain – an 

amendment to the contract, namely one more year to execute it, particularly 

the LTTAs, as the Intellectual Outputs, despite the difficulties, were being 

written.  
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➢ The final semester of the project 

Finally, in Autumn of 2021, with the vaccination achieving a cruise velocity 

in most European countries, the planning of LTTAs re started. However, new 

waves of COVID kept coming, so the mobilities changed to blended (North 

Macedonia), virtual (Portugal) and finally traditional (Italy). 

During these final months, the Intellectual Outputs were also finalized. 

 

➢ Recommendations 

➢ For the Pastry Cooks  

- There is still a long path to go before this job achieves the recognition the 

Cooks already got, so continuous training is a job requirement; 

- Innovation is a solid skill to have success, especially in an age where the 

importance give to body image is so important – new ingredients, more 

balanced, are needed; custom made packages are also very important, to 

differentiate; a recognized brand is also a very good idea;  

- Tradition, although appears as a paradox, can nonetheless be a competitive 

advantage, specifically when related to vintage processes, tools or recipes; 

- Pastry Cooks also play a key role in promoting their job in Hospitality 

companies, showing managers and general public that Pastry Cooks are as 

important in the kitchen as Cooks; 

- Pastry Cooks salaries are still lower than their counterparts, which is an 

obstacle to attracting newcomers to this job; 

- If choosing to open one’s own business, the portfolio should include several 

offers, from basic to premium. 

 

➢ For coming projects which may deepen these conclusions  
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- Open communication between partners is vital, as well as periodical 

meetings (physical, if possible), with clear milestones, but that should be 

flexible to adjust when facing external obstacles; 

- The involvement of students is an added value, but when comes to practical 

training, online sessions are not as efficient as traditional ones 

 

➢ Some conclusions 

We have come to the end of this third manual and also of the project itself. 

The aim of the project was to improve the quality of training of students in the 

Vocational Education and Training (VET) sector and in particular in the area 

of catering and pastry. With this project, we aimed to: 

- Improving the employability of students with less capacity to enter the 

labour market; 

- Strengthening key competences in the VET curriculum in the catering 

sector and ensuring effective opportunities for the acquisition or 

development of these competences through I-VET and C-VET; 

- Improving access to training, through VET, in terms of lifelong 

learning; 

- Improving the transparency of skills and qualifications of chefs and 

pastry chefs by implementing a dual training approach that applies to 

the online and traditional structure. 

During the two years of the project the partnership, the following results have 

been achieved: 

1. Professional manual for pastry chefs 

2. Professional manual for Chefs 
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3. A document with recommendations to improve the existing profiles for 

chefs and pastry chefs in each partner country 

The target group of the GFGM project are chefs and pastry chefs-to be who 

have taken part in 3 mobilities in the partner countries to strengthen their 

competences. 

Unfortunately, due to COVID 19, only a few participants managed to carry 

out all the mobilities in presence and the majority of them was forced to follow 

the activities online. Still, the training sessions have proved to be of great help 

in developing culinary skills of the target group. 

Over this manual focused on policy recommendations for improving the 

standards for pastry cooks and cooks, we analysed together the European 

standards for restaurants.  

We have at first centred our attention on the different rules and service criteria 

applied in Italy, Portugal and North Macedonia and the division of work areas 

within the kitchen.  

We then gave a detailed overview of the current situation in the partner 

countries, analysing also the types of employments, education and skills 

requested from the staff. We could witness the great importance of the tourism 

sector, which in Italy, for example, in the last years, corresponded to an 

economic value of more than 230 billion euros.  

After having analysed the European standards for restaurants, field research 

was carried out to analyse training and working needs when it comes to the 

pastry sector with the involvement of employers from Chamber of Commerce, 

VET schools and hospitality associations. After mapping students’ needs and 

training requirements, the research’s focus was shifted to employers, chefs and 

pastry chefs.  
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Finally, the partnership conducted a dedicated survey to analyse the needs and 

opinions of the candidates, being students enrolled in vocational and catering 

schools.  

Following this research phase, the partners involved were finally able to carry 

out the three training mobilities. According to the initial plan, the mobilities 

should have taken place in North Macedonia, Italy and Portugal. 

Unfortunately, due to COVID 19, partners have been forced to postpone the 

mobilities several times but, due to the persistence of the virus and pandemic, 

in the end, the partnership has been obliged to carry out the three mobilities in 

a blended format.  

After the mobilities, an evaluative analysis was carried out. 

As we could have seen, the outbreak of the Covid-19 pandemic and the 

restrictions imposed by most countries in the past few months have had serious 

consequences on economies, both at a global and territorial level. The impact 

has been immense for most commercial and economic activities. They are now 

starting up again, trying to bridge the gaps caused by inactivity. COVID-19 

has profoundly changed the world of food, both from the point of view of the 

producer and the restaurateur, and from that of the consumer. 

The past few months have shown a differentiated and at times difficult restart. 

The question to ask today, however, is about the future. How will the food 

sector and food marketing change in the coming months and years? We could 

have seen how the respondents have been focusing on quality and reliability.  

And that’s exactly what the training offer should focus on. The offer seems to 

varied and wide, but it’s still a little behind the times. It should evolve more 

quickly.  
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For sure, taking part to an Erasmus mobility can enrich the students’ cultural 

background and help to develop their culinary skills in a more creative and 

international way.  

Internships and jobs abroad are always of great interest to young people 

because they provide an opportunity to gain experience that will help them to 

develop both professionally and personally. 

We do hope that our manuals and the GFGM project as a whole could be of 

interest and help to those students and trainees who want to make a career in 

this sector. 

 

➢ Resume 

Before pandemic Covid19, the tourism and hospitality sector were in constant 

growth. 

The trends of these data indicated that the demand for employees in the 

tourism and hospitality sector were expected to grow in the coming years as a 

result of the increased number of visits of foreign tourists for a longer period, 

increased investment in the tourism industry and productivity growth rates that 

were higher than the average in the economy. 

The project "Good food good mood" was developed, in such environment, 

according such expectations, as a strategic partnership that will improve the 

situation in the sector, by increasing the offer of educational resources for the 

professions cook and Pastry cook, as well as improving the competencies of 

job seekers in the sector. The intention was, with this intervention to assist the 

employers in quest for quality and competent workforce, and young 

individuals, on the other hand to be motivated to stay in the sector and work 

continuously to improve their competencies. 
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Unfortunately, from the very beginning of the project implementation, the 

environment completely has changed. The hospitality sector was one of the 

most severe affected by the health crisis. It is estimated that the reduction in 

basic income during the health crisis ranged from 50% to 80% among caterers. 

The expected growth, projected trends before pandemic, not only did not 

happen, but there was a complete stagnation with job closures and practically 

no existence of  job supply in the sector. According to the assumptions of the 

caterers, after the end of the crisis it will take a period of 1 to 3 years for the 

companies to return to normal and work with sustainable profitability and 

liquidity. 

In such conditions, the need to increase the attractiveness of the professions in 

the hospitality sector (cook and Pastry cooks), became even more significant. 

Many of the young people could not see their future in hospitality sector. 

With implementation of projects of the "Good food good mood" we strived to 

give a strong contribution to the motivation of young people and improving 

the situation by offering a quality workforce in the sector. 

However, the estimates are that the functionality of the sector should be 

achieved through faster adjustment in terms of providing qualifications and 

expertise in accordance with world trends. 

In that direction, further reforms in the education system are needed for the 

profiles and professions appropriate for the hospitality sector. This requires 

increasemeant of the number of classes for practical teaching and on the job 

trainings, language competencies (by learning multiple languages), and more 

diverse digital competencies to be acquired. Use of information systems in 

hospitality sector with elements of electronic operations, becomes a regular 

practice, globally. 
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In order to increase the interest for entry of new qualified staff in the sector, it 

is necessary to increase the salaries, which in principle are significantly lower 

than the average. 

Furthermore, it is necessary to monitor the needs and requirements of the 

clients. There are increasing trends in the influence of different national 

cuisines (Mexican, Chinese, French, Italian, etc.). The demand for freshly 

prepared food and home-made food is also increasing. The new dynamic 

lifestyle brings more customers to restaurants looking for home-cooked food. 

There are also trends in special diets caused by various health, religious or 

ideological reasons. It is also a fact that in recent years the demand for healthy 

and ecologically clean food is growing. 

In that direction it is necessary to adapt the menus to meet the needs and tastes 

of the customers. 

Catering facilities should constantly follow the trends of demand and adjust 

their services to them. 

 

It is expected that the growing trends of tourist travel after the global 

pandemic, will increase again and the demand for tourist services will grow. 

However, it will take a much longer period for the hospitality sector to return 

to their sustainable and perspective level, given that the world is facing new 

post-epidemiological, energy and economic crises. 
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