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Everyone Eats ...
Robert Sietsema. Columbia Journalism Review. New York: Jan/Feb 2010. Vol. 48, Iss. 5; pg. 42
[bookmark: summary][bookmark: abstract]Abstract (Summary)
Every Friday, there would be a restaurant review in The New York Times. The Times restaurant critic was Craig Claiborne, who did the job intermittently during a tenure of nearly three decades. Prior to Claiborne's tenure at the Times, reviews in newspapers and elsewhere had often been looked upon suspiciously by the dining public, seen more as a reflection of a publication's advertising aspirations than a straightforward analysis of a restaurant's virtues. Here, Sietsema looks at how Claiborne established an ethical and procedural framework for restaurant reviewing.
Heartland Restaurants: A Procurement Dilemma
Donald E Saunders. Case Research Journal. Summer 2004. Vol. 24, Iss. 3
Abstract (Summary)
The vice president for purchasing in a restaurant chain is faced with a procurement dilemma - how to respond to a radical shift in a buyer-seller relationship. A representative from the chain's current foodservice distribution services supplier (recently acquired by an international food marketing giant) has proposed a 29% price increase for 2002 after years of nominal increases. As a consequence, the vice president begins a search for an alternative supply approach, taking the students with him. When a supply solution has been selected (by the students), an eleventh-hour alternative is proposed in a Case B (included in the Instructors Manual). The decision process takes on a new dimension involving an analysis of corporate ethics.
A matter of ethics
Dennis Blank, Alexander T Wood, Carol Anderson Wood. The Internal Auditor. Altamonte Springs: Feb 2003. Vol. 60, Iss. 1; pg. 26, 6 pgs
Abstract (Summary)
For companies that have historically adhered to a strong code of ethics, their image has been somewhat tarnished by the fallout from the financial scandals involving Enron Corp., Global Crossing, and others. Companies such as FedEx Corp., Valero Energy, Dell Computer Corp., Pitney Bowes Inc., Southwest Airlines, Darden Restaurants Inc., Microchip Technology, National Geographic Society, and Tellabs continue to reinforce the importance of the integrity message to employees, boards of directors, and top executives. But, lately, they have been doing it more often. For ethical standards to be carried out, company leaders must first establish how they want business conducted. At Pitney Bowes, ethics is constantly reinforced through videos and voice mail, and chairman and CEO Michael J. Critelli personally responds to employees' e-mail within a couple of weeks. At Dell Computer Corp., employees sign a code of conduct every year.
Fairness of pricing decisions
Kathryn Graddy, Diana C Robertson. Business Ethics Quarterly. Chicago: Apr 1999. Vol. 9, Iss. 2; pg. 225, 18 pgs
Abstract (Summary)
Research investigating pricing policies of fast-food restaurants in predominantly black neighborhoods is presented. It is argued that the lack of monitoring of franchisees pricing policies leads to higher prices. Results indicate that franchisees are significantly more likely than company-owned outlets to charge higher prices based on the proportion of blacks in a neighborhood. These price differences do not appear to be explained away by cost or competition factors. The findings do not establish an intent to discriminate; nevertheless, the fairness of the pricing structure found is discussed. 

Intellectual and ethical development
Berger, Florence, Ackerman, A Marc. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Aug 1994. Vol. 35, Iss. 4; pg. 90, 2 pgs
Abstract (Summary)
Cornell University School of Hotel Administration's community-service class demonstrates the state of student's ethical development. William Perry wrote about the phenomenon of ethical development. His main line of development model encompasses 9 identifiable positions of ethical progress from its rudimentary foundation to an advanced plateau in which sophisticated differentiation among behavioral options becomes standardized. Students first define themselves and then embark upon a life-long series of periodic reevaluations. The ethical issues to which students pledge themselves are perhaps the most accurate means of self-expression and inward identity.
Transformational leaders in the hospitality industry
Tracey, J Bruce, Hinkin, Timothy R. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Apr 1994. Vol. 35, Iss. 2; pg. 18, 7 pgs
Abstract (Summary)
Transformational leadership is a way to convey to employees where the organization is going and their role in that journey. Transformational leaders have demonstrated a clear sense of direction, emphasized organizational objectives and their followers' needs, displayed a strong sense of values and ethics, created high standards, and served as an example for others to follow. Such executives are viewed as effective by both peer and subordinates, and as possessing the courage to foster an environment of growth and development. 
Hospitality professionals' responses to ethical situations
Damitio, James W, Schmidgall, Raymond S. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Aug 1993. Vol. 34, Iss. 4; pg. 40, 4 pgs
Abstract (Summary)
Club managers, hotel general managers, and accounting managers (hotel controllers) were surveyed to obtain their opinions on business situations with ethical implications. Seven scenarios described a hypothetical manager's reaction to a situation involving ethics. The scenarios involved salary, hired spies, yard work, new roof, cash overage, fringe benefits, and free wine. The 3 groups were asked to indicate the extent to which they agreed or disagreed with the manager's response. Overall there was reasonably good agreement among the 3 groups regarding the ethical underpinnings of the 7 scenarios. The study suggests that there is a reasonable amount of agreement across 3 professional management groups as to what constitutes ethical behavior
[bookmark: citation]Code and conduct in French cuisine: Impact of code changes on external evaluations.
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We study the effects of organizational code-preserving and code-violating changes on external evaluations by third parties—an essential but under-studied strategic outcome. We define code-preserving changes as a variation in the firm's product range that preserves the social code within which the firm positions its offering. By contrast, a code-violating change corresponds to a variation in the product range that breaks with past codes and embraces another social code. Our analyses of French haute cuisine restaurants show that code-preserving changes and code-violating changes have positive effects on external evaluations. Both effects decline with prior evaluations received by the organization, but only the effect of code-violating changes is reduced with age. Moreover, external evaluations improve when restaurants undertake more code-preserving changes than their direct competitors but decline when they make more code-violating changes than competitors. These results enable us to derive implications for research on strategic change, strategic groups, and strategic social positioning
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CSR accord in hotels and restaurants.
Source:
European Industrial Relations Review; Jan2005, Issue 372, p3-3, 1/6p

This study empirically examines the effects of publicly traded U.S. restaurant companies' social responsibility activities on the following two financial performance measures: accounting performance (return on equity) and value performance (total shareholder return). Results show that responsibility activities have a U-shaped effect on accounting performance, whereas they have no impact on a firm's value performance. Those results imply that restaurant companies in the United States may increase their investment in socially responsible activities to improve their accounting performance over the long term. While the study did not investigate communication mechanisms, it may be that restaurant companies should promote their social responsibility activities to consumers (and the financial market) as a means of enhancing the effects of those activities on their value performance
The article informs that the social partners in the European Union-level hotel and restaurant sector have signed a joint document on corporate social responsibility. On December 10, 2004, the trade union organisation EFFAT and the employers' organisation HOTREC signed a joint document entitled: An initiative to improve corporate social responsibility in the hospitality sector. The document covers areas such as equal opportunities, non-discrimination, working conditions, work organisation, "fair pay", vocational and continuous training, life-long learning, health and safety, restructuring and the relationship between the social partners in the hotel and restaurant sector.
KWIKS: a family affair
Steve Brown, Peggy Brewer, Kambiz Tabibzadeh. Journal of Case Research in Business and Economics. Jacksonville: May 2010. Vol. 2 pg. 1, 10 pgs
Abstract (Summary)
A partnership is formed between two friends. The oldest nephew of one of the partners is hired as the company's general manager. Problems begin soon after the restaurant is opened. Family members are hired without discussion with the other partner. This leads to problems down the line when one of the nephews begins to experience suspected alcohol and drug related problems. The culture that evolves during the first year of operation sends mixed signals to employees creating further personnel problems. As the problems mount, the partner who is being left in the dark begins to wonder whether he has become embroiled in a family business instead of a fifty/fifty partnership
Burgers, Fries, And Lawyers
Todd G Buchholz. Policy Review. Washington: Feb/Mar 2004. , Iss. 123; pg. 45, 15 pgs
Abstract (Summary)
Fast food restaurants have been legally attacked for selling foods rich in fats and oils that are considered to be bad for the health of the people. Buchholz discusses the various lawsuits filed against the fast food industry and the ethical questions involved.
Grooming future hospitality leaders: A competencies model
Beth G Chung-Herrera, Cathy A Enz, Melenie J Lankau. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Jun 2003. Vol. 44, Iss. 3; pg. 17
Abstract (Summary)
Rather than base leadership assessment on personality traits or other unrelated characteristics, competency models specify the actions and behavior needed for successful leaders. While some hotel companies have begun to identify leadership competencies, the hotel industry does not have an overall competency model. A list of 99 competencies or skills (grouped into 28 dimensions) that might contribute to leadership success in the hospitality industry is compiled from other industries. Those competencies were rated on a five-point scale in a survey of 137 industry leaders. The competency labeled "self management" was the top dimension - composed of ethics and integrity, time management, flexibility and adaptability, and self development. Second in importance was competency in strategic positioning, comprising awareness of customer needs, commitment to quality, managing stakeholders, and concern for the community. Industry knowledge, leadership, and interpersonal skill were factors that, while important, were ranked lower by the respondents
From the Executive Director: Promoting the human spirit: Key to business success
Cathy A Enz. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Aug 2002. Vol. 43, Iss. 4; pg. 0_2, 1 pgs
Abstract (Summary)
In the wake of the recent wave of corporate failures brought on by executive malfeasance, it appears the nation's leaders are again being reminded of the elemental components of true financial success - that acting ethically, behaving with integrity, and building strong, enabling relationships with employees are essential to engaging the full measure of worker effort. When managers practice what they preach and care about the quality of their relationships with workers, the results directly and positively contribute to their corporations' financial success. In contrast to the dysfunctional model displayed by such companies as Enron and Worldcom, the findings and conceptual frameworks that have emerged from Cornell University's research show the fine points of the web of relationships that enhance ethical behavior, integrity, and mutuality.

The science and practice of persuasion
Robert B Cialdini, Noah J Goldstein. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Apr 2002. Vol. 43, Iss. 2; pg. 40, 11 pgs
Abstract (Summary)
Research reveals that there are six basic principles that govern how one person might influence another. Those principles can be labeled as: liking, reciprocation, consistency, scarcity, social validation, and authority. In this paper, the authors elaborate on each of those six principles and highlight some of their applications in the hospitality industry - for instance, how a restaurant manager might reduce the reservation no-show rate by two-thirds; how to influence the size of the gratuity patrons leave for their servers; how to encourage customers to order additional food when they do not really want it; and how to get customers to comply with employees' reasonable requests. It is imperative to stress, though, that knowledge of the fundamental principles of social influence does not carry with it the right to use this information unscrupulously.
No to prison food
Charlie Cray. Multinational Monitor. Washington: Jun 2001. Vol. 22, Iss. 6; pg. 4, 1 pgs
Abstract (Summary)
Following a student-led pressure campaign, American University announced in April that it would drop Sodexho Marriott as a long-term food services contractor. American University joins a growing list of colleges which have dropped or denied contracts to Sodexho Marriott because of the company's ties to the nation's largest private prison corporation, the Correctional Corporation of America.
Ethical principles for the hospitality curriculum
Gary Vallen, Matt Casado. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Apr 2000. Vol. 41, Iss. 2; pg. 44, 8 pgs
Abstract (Summary)
The integration of ethics in the hospitality curriculum has repeatedly been supported by educators. Most colleges and universities offer course in ethics, and some require students to take those courses. Moreover, scholarly interest in the field continues to grow. Business leaders have also become concerned with creating awareness of ethical principles. Annual conference on applied ethics, for example, allow presentations of conceptual and empirical papers to business, professional, and educational audiences. Twelve principles that form the basis for ethical decision making and for establishing standards or rules of behavior within which a future hospitality manager must function include: 1. accountability. 2. committment of excellence, 3. concern for others, and 4. fairness. 
Ethics: Communicating standards and influencing behavior
Betsy Stevens, Judi Brownwell. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Apr 2000. Vol. 41, Iss. 2; pg. 39, 5 pgs
Abstract (Summary)
It has become a commonplace that demonstrating ethics is a good thing for an organization. Employees, managers, and top executives need to behave ethically so that the public can be confident that a company is not engaging in illegal practices, that managers are not harassing and threatening employees, and that line workers are not stealing from the company or from guests. Perhaps a business can never have high enough ethical standards. 
Fairness of pricing decisions
Kathryn Graddy, Diana C Robertson. Business Ethics Quarterly. Chicago: Apr 1999. Vol. 9, Iss. 2; pg. 225, 18 pgs
Abstract (Summary)
Research investigating pricing policies of fast-food restaurants in predominantly black neighborhoods is presented. It is argued that the lack of monitoring of franchisees pricing policies leads to higher prices. Results indicate that franchisees are significantly more likely than company-owned outlets to charge higher prices based on the proportion of blacks in a neighborhood. These price differences do not appear to be explained away by cost or competition factors. The findings do not establish an intent to discriminate; nevertheless, the fairness of the pricing structure found is discussed. 
Comparative ethics: How students and human-resources directors react to real-life situations
Betsy Stevens, Andreas Fleckenstein. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Apr 1999. Vol. 40, Iss. 2; pg. 69, 7 pgs
Abstract (Summary)
A study examines 5 true-to-life hotel-employee situations with potentially ambiguous ethical overtones. The scenarios involved stealing, sharing company secrets, racism, sexual harassment, violating hotel policies, and lying. Hotel managers and college students rated how ethical they considered the employees' actions to be in each scenario. Stealing money was roundly condemned, for instance, but the other assessments were not unanimous. In general, students were less likely than managers to view a situation as very unethical, although all the situations were viewed as unethical in some measure by both groups. 
Shattering the myths of the part-time worker
Inman, Crist, Enz, Cathy. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Oct 1995. Vol. 36, Iss. 5; pg. 70, 4 pgs
Abstract (Summary)
Part-time workers permit flexible scheduling and traditionally have been relatively inexpensive to employ, but these workers tend to have high turnover rates, which can erode any savings. They may quit their jobs because they feel unappreciated or because they do not receive adequate training, which is often the result of managers' thinking that part-time workers are somehow inferior to full-time workers. But this study shows that critical work attitudes and behavior were as strongly exhibited by part-time workers as by full-time workers, including such measures as competence, work ethic, attendance, and acceptance of organizational standards and values. The food-service industry should therefore try to retain part-time employees by offering enhanced compensation packages, providing adequate training, establishing clear communication channels, allowing access to different jobs and responsibilities, and offering employment benefits. 
Intellectual and ethical development
Berger, Florence, Ackerman, A Marc. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Aug 1994. Vol. 35, Iss. 4; pg. 90, 2 pgs
Abstract (Summary)
Cornell University School of Hotel Administration's community-service class demonstrates the state of student's ethical development. William Perry wrote about the phenomenon of ethical development. His main line of development model encompasses 9 identifiable positions of ethical progress from its rudimentary foundation to an advanced plateau in which sophisticated differentiation among behavioral options becomes standardized. Students first define themselves and then embark upon a life-long series of periodic reevaluations. The ethical issues to which students pledge themselves are perhaps the most accurate means of self-expression and inward identity.
Conflicts of Interest in Corporate Litigation
Miller, Samuel R., Rochman, Richard E., Cannon, Ray. The Business Lawyer. Chicago: Nov 1992. Vol. 48, Iss. 1; pg. 141, 73 pgs
Abstract (Summary)
Because corporations today may be involved in a whole host of unrelated businesses, the ethical rules governing conflicts of interest complicate current legal practice. Of particular importance in terms of their regularity and their drastic consequences are: 1. problems of successive representation, 2. ethical implications of lawyer movement between corporate legal departments, 3. ethical implications of lawyer movement in and out of government, 4. conflicts arising from simultaneous representation of clients with adverse interests, and 5. rules governing the role of lawyer as witness. An analysis of applicable case law under the canons of ethics and the Model Code of Professional Responsibility reveals that the move away from disqualification based on an "appearance of impropriety" standard is appropriate. The courts deciding disqualification motions should be sensitive to the delicate balance between the right of clients to retain counsel of their choice and the need to uphold ethical standards in the administration of judicial proceedings. 
The Culture of Production: Aesthetic Choices and Constraints in Culinary Work
Fine, Gary Alan. The American Journal of Sociology. Chicago: Mar 1992. Vol. 97, Iss. 5; pg. 1268, 27 pgs
Abstract (Summary)
In a case study of work in four restaurant kitchens, an aesthetic component to work is reflected in the desire to produce objects or perform tasks so as to demonstrate the competence of the worker. This aesthetic orientation to such work is discussed.
Student Views Of 'Ethical' Issues: A Situational Analysis
Jones, William A., Jr.. Journal of Business Ethics. Dordrecht: Mar 1990. Vol. 9, Iss. 3; pg. 201, 5 pgs
Abstract (Summary)
A survey was conducted to explore the attitudes of 134 third-year, undergraduate business students at an urban university. The survey focused on 2 issues: 1. how students felt about selected issues that might have ethical dimensions, and 2. whether the situation would affect the answers given. Among the issues explored were: 1. use of the company car for a personal trip, 2. calling in sick when some personal time is needed, and 3. eating at the very best restaurant on a business trip. Half of the students were asked to respond as if they were employees of the company; the other half were asked to respond as if they were the company's president. Both groups seemed to reflect a certain amount of flexibility concerning ethical matters. However, the employee response pattern tended to be more liberal in the use of company resources, while the president response pattern was more protective of company resources. This situational view consistently held across all 10 of the issues presented. 
Teaching Social Responsibility
Woods, Robert H., Berger, Florence. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Aug 1989. Vol. 30, Iss. 2; pg. 61, 3 pgs
Abstract (Summary)
Social responsibility is a substantial portion of business ethics. However, many recent examples point to a lack of social responsibility in business. Some portion of the blame for this socially irresponsible behavior has been placed on business schools. A project in social responsibility was conducted as part of an undergraduate human-relations course at the Cornell School of Hotel Administration. The 170 students in the course were asked to choose a community project to work on throughout the semester or to conduct a series of detailed interviews with a senior citizen. Volunteer projects were coordinated by graduate assistants who had completed an advanced course in human relations. Students chose a wide variety of projects. Results of these projects indicate that they learned a multitude of lessons, including: 1. the importance of support systems, 2. friendship, 3. good humor, and 4. acceptance of people for who they are. Despite the diversity of projects, the students also learned the value of patience, empathy, and caring. 
Guidelines For Ethical Telemarketing
Anonymous. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Feb 1988. Vol. 28, Iss. 4; pg. 7, 1 pgs
Abstract (Summary)
The Direct Marketing Association's (DMA) Ethics Department maintains continuing efforts to periodically update and distribute ethical guidelines to the field of direct marketing. The DMA's telephone marketing guidelines are a part of the philosophy that self-regulation is preferable to government mandates. Guidelines include: 1. promptly disclosing the name of the sponsor and the main purpose of the call, 2. making clear, honest, and complete offers so that advertising claims can be substantiated, 3. giving a complete disclosure of all terms, 4. calling at reasonable times, 5. obtaining permission by a live operator from the callee before using a recorded message, 6. taping conversations only with consent of the callee, 7. removing the name of the callee from lists when requested to do so, 8. showing sensitivity when dealing with minors, 9. promptly delivering prepaid merchandise, 10. honoring cancellation requests, 11. avoiding random calling, and 12. operating in accordance with laws and regulations prescribed for direct marketing.
Still Needed: Ethics in Business Instruction
Herman, Francine A., Cullen, Thomas P.. Cornell Hotel and Restaurant Administration Quarterly. Ithaca: Aug 1986. Vol. 27, Iss. 2; pg. 49, 4 pgs
Abstract (Summary)
More than 10 years after Watergate, there still is little evidence that strong moral values guide public policy. The difficulty in dealing with business ethics is defining it. There are notions that ethical teachings are inimical to business interests and that laws and regulations control most businesses. But education in business ethics is the starting point for instilling ethics in society. Instead of adopting a decision-making style that weighs only short-term gain or loss, managers should adjust their sights to see beyond the immediate. Business ethics as a mandated part of every course throughout the curriculum, whether the course is required or an elective, is suggested. Business ethics should impart self-confidence in dealing with ethical issues, should be integrated into everyday life, and should be evident in the corporate context. Tomorrow's managers need a qualitative framework as well as quantitative skills. Courses that include components of business ethics challenge students to think critically and to integrate information from a number of sources
Marketing Strategy in the Canadian Restaurant Market: An Empirical Review of the Marketing Ethic in Retailing
Stewart, Dave B.. International Journal of Retailing. Bradford: 1986. Vol. 1, Iss. 3; pg. 43, 11 pgs
Abstract (Summary)
Davidson (1980) argued that changes in retailing in the 1980s would be evidenced by corporate response to a variety of general trends, one of which was consumerism. A study was conducted to analyze this trend in depth. Data were taken from 2 larger studies that were conducted in a regional restaurant market in Canada. A survey was taken of restaurant owners/managers, and data concerning a variety of operating characteristics of the restaurant were collected. Another survey was conducted of consumers in the same market. Results indicated that owners had not adopted fully the marketing concept in designing their marketing mix. This finding was particularly true for the product offering. Product mixes appeared to be designed on the basis of operational criteria rather than upon market needs. This is characteristic of a production philosophy, which indicates the market will continue to be volatile. 



