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[bookmark: _Toc212273526]Abstract
In this study, the innovation strategies implemented in menus are evaluated in order to promote a consistent increase in revenues. The research topic is the Leonardo Hotel, which is located at the East Midlands Airport in the United Kingdom. The overall objective was to determine the impact that menu innovation has on customer satisfaction and revenue. The goals were to explore customer satisfaction, impact of profitability, and implementation challenges that were to be effectively identified. Research questions were answering how menu innovation affects the satisfaction, profitability, and operation challenges.
It has been found that seasonal menu items, thematic and culturally varied menu items enhanced guest satisfaction. One-to-one menu customisation increased the perceived value and repeat visits were consistently promoted. Innovative presentation and the types of ingredients enhanced general dining experiences and favourable perceptions. Employee participation in menu development boosted morale, efficiency and quality of services significantly. Online review and survey feedback and comment cards feedback confirmed positive responses to guests.
Creative menu as well enhanced profitability of Food and Beverage greatly during the placement period. The short-term products and discounts were employed to promote greater expenditures and turnover at the table. The pricing of signature meals was made as premium, revenue-generating and did not hurt customer satisfaction in any case. Cross-utilisation of ingredients and strategic supplier relationships minimised waste and helped the operations to work efficiently. Promotional and marketing campaigns raised visibility, involvement and competitive advantage in the airport market. Similarly, stagnated revenues and little interaction with guests were always evident with unchanging menus that did not innovate.
Issues that were noted in the implementation process were staff training, sourcing ingredients as well as the coordination of operations at all times. The unwillingness of the staff to change at times slowed the strategy implementation and needed to be addressed with caution. Among the opportunities were the attraction of different clients, brand promotion and the systematic increase in engagement. The key to a successful implementation and a smooth implementation was strategic planning, communication and involvement of the staff.
The study suggests the constant focus on menu development, employee development, and flow control. The creative menu implementation should be effective through efficient sourcing and supplier partnership. The themed, innovative, and seasonal dishes must be put in the limelight of marketing campaigns and promotional strategies as frequently as possible. The sale, guest review and efficiency of operations must be monitored at all times to improve. Upselling, limited-time deals, and online menus are to be incorporated to maximise revenues on a regular basis.
In conclusion, this research paper indicates that the guest satisfaction, profitability, and competitiveness directly increase as a result of menu innovation. Results present practical advice to assist in the Food and Beverage activities of Leonardo Hotel. These strategies can improve the performance of operations, financial results, and long-term sustainability. The paper brings out the relevance of creativity, planning, and evaluation in hospitality operations. The innovation of menu based on evidence is fundamental in ensuring that competitiveness in airport hotel environment is maintained at all times.
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[bookmark: _Toc212273527]Chapter 1: Introduction
[bookmark: _Toc212273528]1.1 Background to the Research Project
The hospitality industry is a constantly changing environment under positive dynamics of innovation in order to remain competitive. Due to changing consumer tastes, menu innovation has become a strategic solution to the changing market (Lai et al., 2020). It entails the coming up with innovative food items that would help in improving customer satisfaction as well as profitability. Leonardo Hotel is situated near the East Midlands airport and accommodates different travellers every day. This environment gives a critical opportunity of successfully executing dynamic menu strategies. Quick shifts in dietary trends and expectations require the constant enhancement and transformation. Menu innovation thus helps hotels to attain a long-term operational and financial success. Strategic menu helps to match products and offerings with consumer expectations and increase revenues (Shaheen et al., 2021). Innovation has become a source of differentiation and a brand loyalty in the hospitality sector. Measuring menu innovation will help hospitality managers to develop menus that appeal to customers and help to retain them.
[bookmark: _Toc212273529]1.2 Aim, Objectives and Questions
[bookmark: _Toc212273530]1.2.1 Aim
· The aim of this research is to evaluate menu innovation strategies to enhance profitability at Leonardo Hotel, East Midlands Airport.
[bookmark: _Toc212273531]1.2.2 Objectives
· To investigate the relationship between menu innovation and increased customer satisfaction levels at Leonardo Hotel.
· To examine the impact of innovative menu items on the overall Food and Beverage profitability of Leonardo Hotel.
· To identify challenges and opportunities associated with implementing new menu strategies effectively.
[bookmark: _Toc212273532]1.2.3 Research Questions
· What is the impact of menu innovation on customer satisfaction at Leonardo Hotel?
· How do new menu items influence the profitability of the Food and Beverage operations at Leonardo Hotel?
· What challenges arise during the implementation of menu innovation strategies successfully?
[bookmark: _Toc212273533]1.3 Overview of the Case Study
Leonardo Hotel East Midlands Airport is located in a competitive area of hospitality regionally (Leonardo-hotels.com, 2025). The hotel serves business travellers, as well as leisure travellers of various destinations. Food and Beverage is a department that is key in revenue generation. Constant menu changes mean that it is relevant to diverse customer preferences and seasonal needs. The location of the hotel near the airport makes it an easy hospitality service provider. The menu innovation activities should thus be in line with the requirements of operational efficiency and quality of the services. The case study highlights the practical use of innovative culinary management and strategic development. A critical assessment of the practise of Leonardo Hotel indicates that creativity helps improve the service levels and profitability (Booking.com, 2025). The results aid in the realisation of the role of innovation in the retention of customers and operational efficiency. Such a contextual background sets the stage of investigating a larger theoretical and practical point of view.
[bookmark: _Toc212273534]1.4 Key Theme to Be Explored
The study aims at investigating the effects of menu innovation in profitability and satisfaction. An innovative menu design should enhance customer experiences and boost Food and Beverage revenue (Saxena and Saxena, 2019). The research presents issues, future prospects and feasible execution plans of menu innovation. It emphasises the balance of operational efficiency in achieving success in meeting the changing customer expectations.




[bookmark: _Toc212273535]Chapter 2: Literature Review
[bookmark: _Toc212273536]2.1 The Role of Menu Innovation in Hospitality
Cousins et al. (2022) emphasise that menu innovation contributes to customer satisfaction and loyalty greatly. New menu items are appealing to new visitors and keep the current ones, which is cost-effective. Boussard (2021) has also discovered that artistic food services enhance the total revenue flows in a steady manner. Similarly, Manurung et al. (2025) confirm that the perception of the dining experience is positively related to menu design. Menu innovation will entail aesthetic presentation as well as ingredients diversification to suit expectations. Researchers mention that hotels that operate with seasonal cuisine see an increase in customer engagement rates at all times. Comparatively, non-dynamism of the menu may not be effective in meeting the changing preferences of the guests. Another way that enhances brand image is menu innovation, which exemplifies flexibility and up-to-date in the menu services. Mun, Park and Woo (2022) suggest that incorporating local ingredients will promote sustainability and positively affect customer approval. Silvestre, Almeida and Espartel (2025) does not agree with it with one slight difference, as they are of the opinion that too complicated menus can lead to unnecessary complexity in operations.
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Figure 1: Menu Innovation
Source: (Boussard, 2021)
[bookmark: _Toc212273537]2.2 Menu Innovation and Customer Satisfaction
According to Abdullah, Sufi and Kumar (2023), customer satisfaction increases when the menus are updated periodically in an innovative way. According to Yousry, Saad and Abdelaal (2023), the responsiveness to food trends enhances the loyalty of the guests and their repeat booking. On the same note, hotels that launch thematic menus gain a higher rating on satisfaction as per Ali et al. (2025). Similarly, Bisui, Uniyal and Sharma (2022) report that online presentation of menus not only increases the convenience of the ordering process but also the quality of the experience. Health-conscious and culturally diverse decisions are becoming more affected by customer demands. Compared to that, the lack of innovation in comparison leads to fewer patrons and negative reviews every time. Research indicates that menu customization enhances brand emotions. Cristina et al. (2024) and Tager ‎ et al. (2021) concurs the importance of customer feedback in regards to relevance as well as encouraging engagement at a vast level. Similarly, the hotels that are employing progressive culinary training record greater contentment among regular clients regularly.
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Figure 2: Customer Satisfaction 
Source: (Cristina et al., 2024)
[bookmark: _Toc212273538]2.3 Menu Innovation and Profitability
Gomes et al. (2025) indicated that there is a direct positive effect of new menu items on the profitability of foods and beverages. The same study by Erdem et al. (2022) also discovered that value-added services raise the amount of money spent by every guest. By contrast, cost management is essential in order to balance innovational processes with operational sustainability. According to Köster (2021), the introduction of changes in the menu should include pricing strategies to optimise the financial results. Likewise, the cross-utilisation of ingredients helps to minimise the waste and helps in preparation of innovative dishes efficiently. Hotels that use innovative menus record revenue growth of 10-20 percent in first six months repeatedly. As Dzhyndzhoian, Khodak and Melnyk (2024) emphasise, the new items are budgeted to be profitable through quality and strategic marketing. According to Youssef et al. (2024), promotional activities that are seasonal additionally boost profitability and the level of customer interactions. Equally, the combination of foodstuffs and drinks in the menu will be a way of adding value and boosting sales at the same time. Comparative analyses indicate that menu innovation is a direct cause of occupancy-related revenue in the hotel industry in the airport.
[bookmark: _Toc212273539]2.4 Challenges in Implementing Menu Innovation
According to Goh et al. (2022), the implementation of new menu items can be faced with obstacles in terms of operations and human resource. Dani et al. (2022) discovered that the implementation may slow down significantly because of the resistance of kitchen staff. In the same manner, it is more expensive when specialised ingredients are sourced, which impacts the overall operational efficiency. Comparatively, training and skill development contribute to overcoming the barriers and maintaining the quality of the same. Lin et al. (2023) concur that the continuous menu innovation success relies heavily on the effective coordination of suppliers. Even Pagaldiviti and Roy (2023) state that high customer expectations require a balancing of creativity and feasibility to be exercised particularly. Similarly, too complicated menu may lead to service delay, and negative response. According to the suggestive research, strategic planning alleviates risk but promotes profitable and innovative operations. Turker, and Sener (2021) have discovered that recording of procedures is what makes the addition of new menu items to the menu smooth and constant. Equally, engagement through staff participation in design processes is a good way of minimising resistance.

Figure 3: Challenges in Implementing Menu Innovation
Source: (Pagaldiviti and Roy, 2023)
[bookmark: _Toc212273540]2.5 Opportunities Arising from Menu Innovation
As Ahanu and Christofani (2025) note, the prospects are to draw different clientele and improve brand image on a regular basis. The same study conducted by Marco (2025) also discovered that thematic and seasonal menus provide a high level of customer loyalty. Similarly, hotels would be able to use the social media to popularise new dishes in an effective manner. Fang et al. (2024) also concur that innovation enables the ability to be differentiated in the saturated hospitality markets. On the same note, cross-promotional offers associated with the services provided at the airport improve customer convenience and profitability. On the other hand, menu innovation allows exploring trends in the market without severe financial exposure. Research has shown that innovative partnerships with the local suppliers contribute to improving sustainability and customer interest at the same time. According to Chugh (2025), data-driven innovation assists in decisions that lead to maximisation of revenue and operational efficacies. Mohd (2025) discovered that effective menu innovations help in achieving the long-term strategic growth and stability. In a similar fashion, innovation coupled with digital-based ordering solutions offers quantifiable feedback that could be used to further enhance the same.

Figure 4: Opportunities
Source: Chugh (2025)
[bookmark: _Toc212273541]2.6 Theoretical Framework
Resource-Based View (RBV) describes the effect of internal resources in generating sustainable competitive advantage (Hossain et al., 2021). Culinary innovation and well-trained chefs are unique resources that improve differentiation. The culinary strength that Leonardo Hotel has can be used to attract and maintain customers. Innovative recipes and presentation styles are also useful intangible assets to make a profit (Kruesi and Bazelmans, 2022). The brand position is reinforced through internal strengths of menu design and quality management.
[image: An Introduction to Resource-Based View Method with Templates]
Figure 5: RBV 
Source: (Hossain et al., 2021)
The Innovation Diffusion Theory is a theory that is concerned with the diffusion of innovations within organisations and customers (Alonso et al., 2024). It defines adoption by such issues as perceived benefits and operational compatibility in a consistent fashion. When dealing with menu innovation, successful results can be observed and can affect the adoption in a positive manner (Chan et al., 2022). An effective way to speed up the process is through demonstration of value and better satisfaction which is what Leonardo Hotel can do. The two theories combined can be used to explain the innovation adoption and subsequent performance outcome in a holistic manner.
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Figure 6: Diffusion of Innovation
Source: (Chan et al., 2022)
[bookmark: _Toc212273542]2.7 Identified Research Gaps
Although there is a lot of literature, few studies concentrate on the airport adjacent hotels with respect to menu innovation. According to Nedzvedskyi et al. (2024), the majority of literature focuses on the urban luxury or resort-based hospitality environments. According to Khan (2024), there is consistent lack of empirical data that can find a direct correlation between menu innovation and profitability. In a similar way, there is a lack of comparative studies on operational difficulties and opportunities in the literature. Comparatively, research does not pay much attention to a comprehensive customer feedback system to review menu strategies. Burrell, Lewis and Richardson (2023) concur that quantitative financial analysis in actual operation scenarios is restrained in large scales. Sakovska et al. (2022) claims that staff perspectives might be incorporated in the process of innovation research to enhance its practical applicability. Similarly, there is a paucity of literature on whether the seasonal and cultural adjustments in the menu affect airport hotel profitability. The literature indicates that more investigations should be made into the effect of menu innovation in crowded client environments with high turnover.
[bookmark: _Toc212273543]Chapter 3: Methods
[bookmark: _Toc212273544]3.1 Research Design and Approach
The researcher uses case study design in its quest to investigate menu innovation strategies. Case study research allows one to examine and analyse complex operations and managerial situations in details. Cottrell (2014) argues that case studies are the best when it comes to cognising real-life phenomena in organisations. This approach will enable the analysis of the Food and Beverage activities of Leonardo Hotel in their entirety. The secondary qualitative data will be used to evaluate the existing practises and performance outcomes in a systematised way. The method is used to help in identifying patterns, trends and relationships that apply to menu innovation decisions. Similarly, the primary data collection was not conducted because of time and access limitations when conducting the placement period (Collis and Hussey, 2021). It is efficient in this secondary source use because it gives rigorous insights to evidence-based analysis usage.
[bookmark: _Toc212273545]3.2 Data Collection Methods
The data are obtained in the form of scholarly journals, reports on the hospitality industry and case studies of other hotels of the same type. According to Saunders, Lewis and Thornhill (2023), secondary qualitative data offer a lot of insights without necessarily having to access the data. The peer-reviewed articles provide valuable evidence about the effects of innovations, customer satisfaction, and profitability. Financial performance information of similar operations is also looked into to determine the trends of revenue effectively. The relevant patterns are obtained through thematic analysis and determine the operational best practises (Kruger and Mitchell, 2022). On a similar note, triangulation of information could be supported by online reports, consultancy studies and trade periodicals to promote higher validity. The secondary sources give in-depth knowledge on conceptual and practical menu innovation strategies.
[bookmark: _Toc212273546]3.3 Data Analysis Techniques
Qualitative data is consistently analysed through thematic and systematic review. Goddard and Melville (2021) note that through coding it is possible to detect recurring patterns, issues, and prospects of innovation implementation. Comparative review points out dissimilarities and similarities among the operations of the hospitality and financial performance. Trends in the literature guide the decisions to be made to improve the profitability and satisfaction of the customers with the menu. The triangulation of data will minimise bias and other issues such as inconsistencies when using various sources (Cheong et al., 2023). Critical analysis will make sure that the findings are not only practical but also theoretical. There are also operational constraints, staff capacity and coordination with suppliers which are analysed and affect innovation of the menu. The findings inform strategic decision-making on the profitable and sustainable menu development practises.
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Figure 7: Thematic Analysis 
Source: (Cheong et al., 2023)
[bookmark: _Toc212273547]3.4 Ethical Considerations and Limitations
The secondary research reduces ethical issues because there is no data collection of a primary participant. The confidentiality and data integrity are ensured through the usage of publicly accessible and peer-reviewed sources (Cumyn et al., 2021). Such weaknesses as possible gaps in financial documentation and lack of access to operational inside information may be considered as the limitations. Similarly, assumptions are clearly stated to ensure transparency and scholarly research during analysis. Triangulation and critical review minimise inaccuracies, but the results cannot fully reflect all the specifics of operations (Gefenas et al., 2021). However, the approach offers transferable practical skills that can be applied to the management of the Food and Beverages at Leonardo Hotel.

[bookmark: _Toc212273548]Chapter 4: Findings and Discussion 
[bookmark: _Toc212273549]4.1 Findings
[bookmark: _Toc212273550]4.1.1 Theme 1: The Impact of Menu Innovation on Customer Satisfaction
The aspect of menu innovation at Leonardo Hotel has been a key factor that has contributed to the level of guest satisfaction at all times (Abdullah, Sufi and Kumar, 2022). The appearance of new dishes, seasonal and themed menus helped to attract different groups of customers. Health conscious, culturally diverse and creatively served dishes were met with good response by the guests. The reactions to the comment cards and the online surveys showed that the ratings were higher when it comes to taste, presentation, and portion size (Dsouza and Sardesai, 2024). Online menus increased the convenience of ordering and boosted the overall dining experiences and efficiency significantly. Customisation of menu options also enabled the guests to feel included, involved, and treasured at all times. The frequent change of menus with new entries stimulated frequent visits and supported brand loyalty (Anake and Terseer, 2023). In similar fashion, menus that were not innovative were rated with low levels of satisfaction and were not utilised extensively. 

Figure 8: Positive Impacts
Source: (Abdullah, Sufi and Kumar, 2022)
Employees said they felt more motivated when involved in the development and preparation of the creative menu (Rachman and Hapsari, 2024). Customer confidence and customer satisfaction was reinforced by consistency in quality, presentation as well as timely delivery. Seasonal specials and special offers created enthusiasm and enhanced value of meal perception. The presentation of signature dishes also promoted a positive online review, recommendations and guest referral in general (Manhas, Sharma and Quintela, 2024). Transparency on the menu, in terms of ingredients, allergens, and sourcing was an effective way to build trust and increase repeat bookings. In general, the innovative menu practises resulted in the quantifiable improvement of the guest experience and retention. The feedback of the guests indicated that customised choices enhanced fun and the level of satisfaction with the dining process (Elphick, 2024). Similarly, the hotels that had non-changing menus were not able to retain their customers in high turnover times. 
	Positive Impacts
	Negative Impacts

	· Seasonal and themed menus attracted diverse customer groups effectively (Abdullah, Sufi and Kumar, 2022).
	· Static menus led to declining guest engagement and satisfaction

	· Personalised options increased enjoyment and dining satisfaction consistently
	· Lack of variety reduced perceived value and guest loyalty

	· Digital menus enhanced convenience and overall dining experiences noticeably
	· Ineffective innovation created confusion and inconsistent customer experiences

	· Signature dishes encouraged reviews and repeat visitation significantly
	· Poor planning increased delays and reduced service quality (Anake and Terseer, 2023).

	· Menu transparency improved trust, confidence, and repeat bookings effectively
	· Inconsistent presentation occasionally weakened customer perceptions and ratings



The innovative menu strategies proved to be especially efficient during the high-travel periods and regular events (Chung et al., 2021). The promotion of theme and creative menu that was done via the social media enhanced the level of customer engagement. Creativity in culinary, the management of portions and a consistent quality compliance enhanced the satisfaction of the guests with a positive perception to a larger extent (Bwhotelier, 2025). Similarly, perceived value and loyalty were lower with poor menu innovation or a lack of variety. Evidence shows that continued menu innovation is a highly important element of customer satisfaction.
[bookmark: _Toc212273551]4.1.2 Theme 2: The Impact of Innovative Menu Items on Food and Beverage Profitability
Additional menu helped to generate additional Food and Beverage revenue throughout a period of ten weeks (Ivanenko et al., 2022). Themed and seasonal foods have offered more guest revenue per visit than the standard ones. Promotions made by bundling drinks and meals increased the value of transactions and did not affect operational efficiency. Similarly, those products that were cost-effective and innovative attained the biggest profitability rates (Das, 2025). Preparation of varied culinary options was well facilitated through ingredient optimisation, reduction of wastes, and coordination with suppliers. Innovation of the menu facilitated high-pricing on special meals, which brought in a huge amount of revenue. The repetition of visitors who will be satisfied established a stream of revenue and reservations (Young, 2025). Similarly, inert menus with no innovation showed diminished interaction and declining profit levels at all times. 
The evidence of operation showed that creative menu items were effective in the peak period to boost the table turnover rates. Event-related, holiday-related, and airport schedule-related promotions maximised revenue without adding much extra expense (Ringo and Elias, 2024). Diversity of the menu reached a wide range of customers such as international and business travellers with more expenditure. The growth in revenue was also noticeable especially in limited-time promotion and themed menu weeks on a regular basis (Durga, 2024). The efficiency of the staff was also enhanced because training was done in line with the development of innovative menu preparation, presentation and service. The competitive strategy enhanced by menu innovation helped the hotel to have competitive advantage in terms of strategic differentiation of Food and Beverage. Similarly, the traditional menu revenue did not increase, and it did not take advantage of the opportunities in the market. Cultural and seasonal menu items along with health-conscious items were shown to boost average spending by a significant margin (Klein, 2025). Ingredient cross-utilisation minimised wastage and enhanced creativity and cost-effectiveness at the same time. 
The design of the menu was also creative, enabling the experimentation of new ideas which could then be incorporated permanently into the normal menus (O’Connor and O’Connor, 2025). The data on financial performance indicated stable growth of daily revenue in the time of menu innovation. As a continued pattern, there was an increase in revenue and customer satisfaction due to the development of strategic dishes and the coordination of operations.
[bookmark: _Toc212273552]4.1.3 Theme 3: Challenges and Opportunities in Implementing New Menu Strategies
New menus were not implemented without difficulties, which were associated with human resources training, operational coordination, and resource management (Camilleri, 2021). The kitchen employees needed extra competencies to make innovative food without jeopardising the quality of the service. Specialty dish ingredient sourcing sometimes added to the costs and there was always a need to have a solid supplier relationship. The issue of customer expectations in dietary preferences made menu planning and operation more extensive (Molina et al., 2021). Staff resistance to change occasionally slowed down the provision of new strategies successfully. In a similar manner, communication and involvement of staff in menu design that was made clear prevented resistance. The opportunities were in the attraction of new market segments and improvement of brand reputation in the vicinity of the airport in a regular basis (Rosin et al., 2023). Cultural, seasonal and themed menus were developed which led to excitement, customer involvement and better customer perceptions of value. 
Inventive menu plans also contributed to upselling, the promotion, and the cross-selling opportunities to achieve the revenue growth effectively (Waaje et al., 2024). Similarly, the joint venture with local suppliers led to improvement in sustainability, quality, and customer satisfaction at the same time. Menu innovation enabled experimentation of new culinary ideas with little operational and financial risks. Staff training, workflow modifications, and efficient scheduling enhanced operational efficiency over time whenever there were changes in the menu (Clark et al., 2025). The visibility and competitive advantage were realised through marketing and social media advertisement of new items. The issues were alleviated by thorough planning, precise guidelines, and constant tracking of the performance (Dwivedi et al., 2023). The innovation produced opportunities that assisted in long-term growth, higher revenue, and enhanced the loyalty of the guests in a significant manner. 



	Challenges
	Opportunities

	· Staff training required for new culinary skills effectively
	· Attracting new customer segments and enhancing brand reputation

	· Increased ingredient costs and supplier dependence consistently (Camilleri, 2021).
	· Seasonal and themed menus boosted engagement and excitement

	· Managing diverse dietary expectations in menu planning efficiently
	· Upselling, promotions, and cross-selling increased overall revenue

	· Staff resistance delayed implementation of new strategies effectively
	· Partnerships with local suppliers enhanced sustainability and quality (Molina et al., 2021).

	· Ineffective planning caused waste and reduced customer satisfaction
	· Guest feedback improved menu design and operational performance



It was reported by guest reviews that they were keen on themed menus, healthy options, and special signature meals (Hallak, Onur and Lee, 2022). Regularly, new menus in accordance to the hotel goals and operational capabilities boosted Food and Beverage performance. Similarly, poor planning or lack of training on the part of the staff led to delays, wastage and low satisfaction. The innovation implementation lessons were used to make strategic decisions and enhancement of operations (Deloitte, 2025). All in all, challenges and opportunities are present that should be properly managed in order to maximise the benefits of menu innovation.


[bookmark: _Toc212273553]4.2 Discussion
[bookmark: _Toc212273554]4.2.1 Critical Interpretation of Findings
The results have shown that menu innovation leads to improved customer satisfaction at all times. Youssef et al. (2024) concur with the results of this paper on menu innovation. Seasonal menu, themed menu and culturally different types of menu items were positively received by the guests at all times. Yousry, Saad and Abdelaal (2023) somewhat concur with this argument by stating that in some cases, innovation can even lead to more complicated operations than are necessary. Imaginative presentation and change of ingredients reinforced dining experiences and enhanced perceived value on a regular basis. Frequent updates promoted frequent visits and customer loyalty in the short term. Similarly, non-innovative fixed menus could not serve the changing consumer needs. Combination offers offered drinks and meals boosted per person spending in systematic order. Employee participation in menu development enhanced morale and efficiency at the workplace significantly. The planning of ingredient sourcing and preparation in the case of quality was in no way delayed.
Innovative menu items and strategies were directly associated with the increases in profitability. Young (2025) also concurs that when premium or creative dishes are launched, revenue goes up. Similarly, cost management of the operations is paramount in the achievement of a trade-off between creativity and financial performance. The frequent visits of contented guests created a continuous stream of revenue at all times. Limited time deals and promotions that occur seasonally made the most out of revenue without adding extra workload to operations. Waaje et al. (2024) discovered that an effective pricing of new items in the menu improved the profit margin. Cross use of ingredients helped minimise wastage as well as assisting in a wide variety of cuisine. Innovative dishes that were promoted through marketing helped enhance the competitive advantage and visibility in the region. On the same note, fixed menu resulted in frozen sales and lack of interaction with the guests at all times. The innovation in the menu that was aligned to the operating capacity guaranteed sustainability in the long term and financial development.
The issues that were noted were the requirement of staff training and further operational complexity at all times. Infrequent change rejection by kitchen employees created some delay in adoption of new strategies. Pressures on the operations and finance were effectively added by supplier coordination and ingredient sourcing. Turker and Süzer (2021) concur that strategic planning cushions majority of the challenges that accompany menu innovation. Tager ‎ et al. (2021) does not entirely agree with this fact, stating that certain operational disruptions cannot be avoided even in the face of planning. The opportunities were to attract new customer groups and enhance brand image in the vicinity of the airport. Thematic, seasonal and culturally diverse menus created enthusiasm and increased customer interest. Food and Beverage profitability was further boosted by upselling and offers that were associated with new meals. Similarly, poor planning or lack of appreciation of staff minimised the possible advantages of innovation.
[bookmark: _Toc212273555]4.2.2 Addressing the Research Topic, Objectives, and Questions
Objective 1 and Question 1: The Relationship Between Menu Innovation and Customer Satisfaction
Customer satisfaction is always positively impacted by menu innovation in Leonardo Hotel. The number of repeat visits and the interest of the guests grew significantly because of innovative dishes and seasonal offers. The presence of personalisation of menu options made the guests feel special and significant (Jones, Young and H. Ensaff, 2025). Constant updates reinforced perceived value and improved general dining experience at all times. Employee participation in planning of menu led to increased morale and quality of service. Online menus enhanced the ease of ordering and provided effective service delivery in the long run. Similarly, fixed menus had poorer levels of engagement and satisfaction. The feedback of customers specified the desire to have various, culturally oriented, and nutritious menu items (Hossain et al., 2024). New menus prompted favourable online comments, referrals, and client retention in an orderly manner. These results prove that menu innovation addresses the first research aim and question in a good way.
Question 2 and Objective 2: The Impact of Innovative Menu Items on Profitability
New menu items positively contributed towards profitability in Food and Beverages in the placement. The number of dishes created in seasons and thematic dishes boosted the amount of money spent by guests per visit significantly and reliably (Webb et al., 2025). Combination of drinks and meals increased the value of transactions greatly. Waste was minimised through cross-utilisation of ingredients and enhancement in operational efficiency. Satisfied guests visited repeatedly as a means of constant income and better profitability (Brewer and Sebby, 2021). Comparatively, menus that were not innovative had less revenue and little interaction always. Temporary promotions stimulated the expenditure and table-turnover with great effectiveness. Creative products were priced higher, and the extra prices did not bring considerable extra expenses (Khan et al., 2021). Employee education also created stability in quality and helped in making profits. The results indicate that the second research question and objective are met with successful innovative menu items.
Question 3 and objective 3: Challenges and Opportunities in Implementing New Menu Strategies
The opposing factors were staff training, sourcing of ingredients and resistance to change always. Resistance was minimised through good planning, communication and involvement, and enhanced the efficiency of the implementation (Webb, Ma and Cheng, 2022). The coordination of operations was to be necessary so as to strike a balance between innovation and quality of service. It was such opportunities as the attraction of different clientele and effective brand recognition at the airport. Thematic and seasonal menus enhanced the level of engagement as well as boosting the revenue and customer satisfaction. The increase in profitability was achieved through upselling and promotions associated with new dishes. The sustainable sourcing, as well as the reliable supply of a menu over time, was made possible through supplier partnerships (Kasavan et al., 2022). Menu innovation gave them a platform to experiment with innovative ideas with low operational risk. These results answer the third question and objective and point to the practise of strategic implementation.
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The implications of menu innovation on operation efficiency and financial performance are enormous. Creative and seasonal food enhances satisfaction among the guests and prompt them to visit the facility repeatedly (Silvestre, Almeida and Espartel, 2025). The introduction of novel menus will help in the differentiation and enhancing competitive advantage in the market. Increased profitability of new menu items enables reinvesting in training of the staff and facilities. Themed menus and personalisation enhance value and customer loyalty and engagement in a systematic manner. Strategic planning keeps the operational capacity in line with innovative implementation of menu successfully (Shaheen et al., 2021). Besides driving revenue continuously, upselling and bundled promotions are also tied to menu innovation. 
The sustainability sourcing and the supplier alliances promote the quality and the environmentally responsible actions at the same time. E-Menus and online order systems enhance convenience and minimise the time of service provided. Brand reputation and visibility are also improved with the menu innovation with the help of consistent marketing campaigns (Sakovska et al., 2022). The findings can be used by operational managers to focus more on creative development and efficiency at the same time. The knowledge gained includes the need to involve and train personnel in order to implement it smoothly. The implications of these, as they all imply, are that menu innovation is the key to sustainable profitability and customer satisfaction.

Figure 9: Implications
Source: (Silvestre, Almeida and Espartel, 2025)
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The study had numerous constraints that influenced the collection and analysis of the data all through. The secondary data sources made the access to internal records of financial and operational data restricted. There was no or partial information on the cost of ingredients and the efficiency of staff (Rosin et al., 2023). The longitudinal observation of the effects of menu innovation was limited by time constraints in the ten-week placement. The use of publicly available information could have eliminated the proprietary strategies or individual operational practises (Ringo and Elias, 2024). Similarly, the measure of guest satisfaction was not done using primary surveys but indirect feedback on a regular basis. The views of the staff could be expressed only through informal observations, which narrowed the scope of insights. Triangulation partially corrected any inconsistencies but was not able to address all data gaps in an effective way. Outside influences like the number of passengers in the airports affected outcomes that were not within the menu innovation control. Similarly, there might be seasonal effects on revenue and engagement without strategies in place (Rachman and Hapsari, 2024). Results are thus evocative but not necessarily generalised in all the working environments uniformly. To enhance reliability and practical applicability, the primary data could be included in the future research. Nonetheless, the research presents useful information regarding the results of menu innovation successfully.
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Menu innovation points out a number of areas that are vital to the success of the operations of Leonardo Hotel. Innovative and seasonal cuisine have a direct impact on customer satisfaction and repeat business at all times (Pagaldiviti and Roy, 2023). Quality and service efficiency requires staff training and participation. Kitchen and service coordination facilitates ease of operation with new items. Online order systems and menu display software enhance the convenience and minimise the chances of errors. The innovative dishes are marketed and promoted which continuously strengthen brand presence and competitive positioning. Pricing strategies associated with creative products increase revenue without lowering perceived value. Seasonal and thematic cuisines open the possibilities of reaching different customers and enhance the interactions (O’Connor and O’Connor, 2025). Food and Beverage operations will be optimally Upselling and bundled promotions maximise profitability. The feedback of the guests and sales data would help make future modifications to the menu and enhance the strategy. Operational responsibility and brand reputation is also achieved through sustainability in sourcing ingredients. Menu innovation, then, is the key to profitability in the long term and the satisfaction of the guests.
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The study results show that innovation of menu greatly influences customer satisfaction in a constant manner. There is a significant improvement in the overall guest dining experiences due to seasonal, themed, and culturally diverse dishes. Individualisation of menu options enabled the guests to feel that they were valued and appreciated at any given time. Regular changes in the menu also led to repeat visits and a lot of loyalty during the time the menu was being placed. The perceived quality and guest satisfaction were significantly elevated by innovative presentation and variety of ingredients. Online review and comment cards feedback proved that positive perceptions of guests were always present. Employee participation in creating the menu boosted morale and efficiency of operations significantly with time. Creative menus increased the level of the table turnover in the peak periods and heavy traffic hours. Combination of meals and drinks in the form of bundled offers increased value perception and average expenditure. The sourcing and preparation planning of ingredients also provided a consistency in quality, but did not have a significant operational impact.
Creative menu and innovations in operations directly contributed to better profitability. Limited time and seasonal products were successful in promoting higher spending and returning the customers in the long run. Signature dishes were priced higher which also boosted the revenue without causing perceptions among the guests to go down. The use of ingredients across the board minimised waste and also promoted a variety of choices in culinary. Airport-related promotions maximised the revenue with no extra operational expenses that would be felt. Satisfied guests would revisit the organisation, a constant stream of income would be assured. Menus that lacked innovation and were static proved to be stalled in the revenues and the level of guests interacting with the hotel in the period. The implementation of new strategies was smooth, due to operational, staff, and staff scheduling. Diversity practises such as innovative menu reinforced the competitive strength and made Leonardo Hotel distinct among the competitors. Menu innovation provided financial gains which were reinvested in training, marketing and operating resources.
The way to insert menu innovation was associated with challenges such as staff training, resistance to change, and complexity. Kitchen employees also needed more skills on how to make new dishes without changing the quality. The sourcing of ingredients of reputable suppliers was sometimes costly and had to be planned at all times. The coordination of operations among the kitchen, service staff and management were key to the smooth running of the operation. These challenges were reduced in large measure by strategic planning, communication, and staff involvement. Some of the opportunities were to gain diverse clientele, build strong brand reputation and ensure that there was consistent engagement. Thematic and seasonal menus brought about success in up selling and new revenue generation. Supplier alliances allowed to carry out sustainable sourcing, preserving quality, and facilitating operational efficiency. Innovative dishes were also promoted and marketed which helped them to gain more visibility and competitive placement. Also, menu innovation offered chances to experiment and test the new ideas with a low operational risk.
Menu innovation continued to increase guest satisfaction, revenue and operational efficiency. Research has shown that innovative menu plans have a direct impact on the profitability of the hotel in the long run. Individualisation and excellence and innovative display are still important in maintaining customer attention at all times. Menu innovation will enhance performance in terms of competitiveness, revenues, and overall Food and Beverage performance to a considerable extent. Online menus and platforms also favour interaction, convenience, and profitability at all times. Such challenges can be reduced by planning, training and management of resources. New practises help in operating sustainably and the brand image of Leonardo Hotel is also boosted. Implementation lessons mean successful strategic decision-making and future menu changes. All in all, menu innovation is one of the primary sources of profitability and customer satisfaction.
The case study approach was a successful approach that enabled analysis of the operations at Leonardo Hotel in details. The secondary qualitative data were a source of consistent information on menu innovation, customer satisfaction, and profitability. The pattern, trend, best practises of operations were identified in an organised manner through thematic analysis. Triangulation was effectively introduced with the help of the application of numerous sources, which contributed to the creation of a reliable study and the minimisation of possible bias. Similarly, the procedure was effective and viable in the constrained ten weeks of placement. The shortcomings were the lack of access to internal financial records and proprietary operation data. The use of secondary sources did not allow gathering of first hand feedbacks on staff and guests. Incomplete information that can influence accuracy required some assumptions. In spite of these limitations, the techniques were informative all the time.
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Prioritise Menu Innovation: Innovation of the menu must be encouraged in order to achieve constant high guest satisfaction. It should regularly create seasonal, themed, and culturally different dishes to attract customers (Nedzvedskyi et al., 2024). Artistic style presentation and diversity of ingredients improve the perception of quality and prompt returning. Temporary products allow the chance to experiment with new ideas without running risk. Periodic changes in the menu enhance brand loyalty and make Leonardo Hotel stand out among others at all times. Customisation of menu options can make the guests feel important and more involved (Mun, Park and Woo, 2022). Creative menu enhances the turnover of tables in the high seasons. Feedback monitoring is effective in assuring the constant satisfaction of guests with new items. Menu innovation helps the business to grow revenue and stay afloat.
Staff Training and Operational Coordination: The training of staff members should be based on preparation, presentation, and efficiency of the innovative dishes. The kitchen employees are supposed to be trained on how to handle the seasonal and complex menu items (Molina et al., 2021). Coordination training is needed to the staff providing services so that there is a good delivery of new items. Interdepartmental communication between service and kitchen departments is essential (consistency). The training programmes must consist of managing special dietary requests and allergens in a systematic manner. The participation of the staff in the planning of the menu boosts morale and ownership at all times (Mohd, 2025). Menus should be changed in accordance with operational schedules to ensure the quality of services. This is because efficiency increases when employees are familiar with the requirements of creativity as well as operation. Training guarantees quality management and minimises the mistakes made at peak service time.
Ingredient Sourcing and Supplier Partnerships: Effective sourcing of ingredients must be based on quality, costs and dependability in the long run. Collaboration with suppliers may improve the sustainability and guarantee the stability of supply of needed goods (Marco, 2025). Local and seasonal ingredients are cheaper, and they help in the development of creative menus. Massive purchase and cross use of ingredients reduce wastage and enhance productivity. The coordination of suppliers can assist in efficient management of operational requirements in peak times. Sustainable sourcing helps in the maintenance of the environment and enhances brand awareness among the consumers (Manurung et al., 2025). The introduction of new ingredients and new dishes can be tested with the help of strategic relationships. Supplier evaluation is undertaken on regular basis so as to have uniformity in terms of quality and reliability in terms of operations. The ingredient planning is essential to ensure a balance in the creativity and feasibility of operations at all times.
Marketing and Promotional Strategies: Innovative menu should be well advertised and promoted through promotions and marketing campaigns to draw attention. Combination of meals and drinks encourage purchase and value always (Manhas, Sharma and Quintela, 2024). Online menus and digital platforms make it more convenient and minimise the ordering mistakes. The themed, seasonal and limited-time products are to be promoted to ensure the customer interaction is the most significant. The promotion on social media will make the brand more visible and build brand awareness in the long run. Marketing needs to focus on quality, creativity and sustainability to be attractive to different clientele. Promotions must be in line with the capacity of operations to avoid service delays in an efficient way (Lin et al., 2023). Campaign feedback can be used to make changes to the menu and enhance the efficiency of the strategy. The concept of upselling can be incorporated so as to maximise the revenue generated by innovative offerings at all times.
Continuous Monitoring and Evaluation: It is necessary to monitor sales, comments of guests, and effectiveness of operations on a regular basis. The performance analysis is used to make changes in the menu and guarantee profitability and satisfaction in the long term (Lai et al., 2020). Recent information on the dishes that are widely used aids in decision making on the inclusion of the menu permanently. The effectiveness of operations and cost control must be monitored so as to equal creativity and income. The assessment of the satisfaction of the guests gives information on the tendency of engagement and repetition as a habitual visitation. Monitoring-based adjustments make sure that the hotel aligns its strategy and objectives with the hotel strategy. Staff feedbacks ought to be used to enhance the menu implementation and working process (Kruesi and Bazelmans, 2022). This continuous analysis will enable one to identify the problems and areas to improve constantly. Monitoring helps in supporting the operations in a sustainable manner, quality control and future competitive advantage.
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Challenges


Staff training required for new culinary skills effectively


Increased ingredient costs and supplier dependence consistently


Managing diverse dietary expectations in menu planning efficiently


Staff resistance delayed implementation of new strategies effectively


Ineffective planning caused waste and reduced customer satisfaction



Opportunities


Attracting new customer segments and enhancing brand reputation


Seasonal and themed menus boosted engagement and excitement


Upselling, promotions, and cross-selling increased overall revenue


Partnerships with local suppliers enhanced sustainability and quality


Guest feedback improved menu design and operational performance



Positive Impacts


Seasonal themed menus


Personalised menu options


Digital ordering convenience


Signature dishes promoted repeat visits


Transparent menu information



Creative and seasonal dishes improve satisfaction


Innovative menus strengthen competitive market advantage


Personalised and themed menus increase loyalty


Digital ordering platforms enhance operational efficiency


Supplier partnerships support quality and sustainability
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