


In the hospitality industry, customer service is indispensable. It elevates a standard fare and converts new customers into regulars. My journal will delve into the many facets and skills that contribute to outstanding restaurant service, peeling back the layers of an unforgettable meal. While food quality is obviously essential, it is the service that truly distinguishes a restaurant (Abarca, 2004).
My aim as a bartender at both Kino Leeds and Fire Steakhouse & bar was to deliver an exceptional experience to each and every customer. To be successful in the bartending industry, I had to master mixing. I was always interested in experimenting with new mixed beverages. My training equipped me with the ability to mix alcoholic and nonalcoholic beverages to suit a broad range of tastes. It was my responsibility to create unique and flavorful beverages. It was essential for me to establish a rapport with the client to provide satisfactory service. Interacting with customers, taking their orders, and paying attention to their preferences was crucial to creating a unique and gratifying experience. I observed that relationship-building and making consumers feel welcome and valued were essential for any business's success (Beardsworth & Bryman, 1999). It was essential to assess the requirements and desires of bar patrons. Whether they prefer old or novel beverages, I did my best to accommodate their preferences. Customers were more content and likely to return when drinks were suggested and tailored to individual preferences.
Quick-service restaurants require competent and expeditious service. My time management skills enabled me to prepare and deliver high-quality work quickly and efficiently. It was my responsibility to maintain customer satisfaction and decrease wait times through prompt and accurate service. It was my moral and legal obligation to monitor my customers' alcohol consumption and serve them responsibly. Mixology is typically addressed in depth in bartending schools and seminars for professionals (Carroll & Wheaton, 2009). I experimented with new techniques, ingredients, and cooking methods in an effort to refine my skills. I participated in mixology competitions and seminars to learn from industry veterans. My customer service methods included attentive listening, friendliness, and open communication. The bartenders and colleagues with more experience have helped me refine my customer service skills. As part of the education, spirits, liqueurs, and flavor characteristics were all addressed. 
My bartending experience at Kino Leeds and Fire Steakhouse & Bar has exposed me to a variety of customers and working conditions. At Kino Leeds, customers can order cocktails, specialty beers, and casual drinks, but the high prices do not justify the drink (Cohen, 2007). Fire Steakhouse & Bar advertises wine and vintage beverages to complement its steakhouse cuisine but the services are inefficient. The bartenders at Kino Leeds need to work on their swiftness and effectiveness. Like many other high-end restaurants, Fire Steakhouse & Bar has discovered that its clientele values a more interactive and personalized dining experience. Bartenders should be prepared to provide visitors with accurate information and superior service. The same goes for the service at Kino Leeds.
On a bustling Friday evening, the bar at Kino Leeds was packed with patrons. Multiple individuals raced to the bartender to place their orders simultaneously. As the orders began to come in, I became a little enthused (Hahl, 2016). During busy shifts, it emphasized the importance of organization, punctuality, and open communication between colleagues. They required their beverages immediately, so I must be cordial and efficient. It was essential to meet their requirements in full.  Kino Leeds is a popular establishment, so clients should anticipate prompt service. Speed had to be weighed against the significance of beverage quality and consumer satisfaction. Everyone was assisted promptly, and their appreciation for our promptness emphasized the significance of that fact (Kovács, Carroll, & Lehman, 2014). The ability to maintain quality under duress is a learned skill.
Obtaining a formal education and doing an internship are necessary to become competent in the hospitality sector. To create multidimensional, productive teams, I think cross training is crucial for restaurant staff members. On job, training program should take place.  Product knowledge, customer service, and dispute resolution should be taught on job. Fundamental abilities can be developed through both official and informal training programs (Ireland, Hokisson, & Hitt, 2011). The challenges include people do not have the time or the will to get the training and lace of motives by the employers.
Bartenders must adapt their strategies and techniques based on the atmosphere, clientele, and drink menu of each establishment. It is fascinating to gain experience in diverse disciplines and acquire new abilities (Kauppinen-Räisänen, Gummerus, & Lehtola, 2013). Through formal training and experience in the hospitality industry, these skills can be refined. Education provides a solid foundation upon which subsequent study and experience can be built. By cultivating these skills, I contribute to the restaurant's success and customer satisfaction.
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