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The Process
The discovery call, the in-depth analysis, and how verified value accrues

Nothing is committed on a first conversation and no fee arises at any point in the assessment. The first call establishes

whether a material opportunity exists; the in-depth analysis quantifies it precisely. Both are undertaken at our cost.

S TA G E  O N E  —  T H E  D I S C O V E R Y  C A L L

Forty-five to sixty minutes, mapping the specific opportunity across three areas:

Menu and margin — current average dish GP%, how often the menu is recosted, where the low-margin dishes sit.

Beverage and stock — pour cost, stock variance, supplier terms, whether the team is trained on beverage.

Events and yield — whether event profitability is measured separately, how function space is priced.

U S E F U L  T O  H AV E  T O  H A N D  —  N O N E  O F  I T  E S S E N T I A L

Average dish GP% or total food revenue and ingredient spend · pour cost and last stock variance · covers per week, split

restaurant and events · current supplier arrangements.

S TA G E  T W O  —  T H E  I N - D E P T H  A N A LY S I S

WEEK WORK

Week 1

Disaggregation

Every line in scope broken down and measured — cost, labour, consumption, compliance and systems as

applicable to the department.

Week 2

Benchmarking

Each measured line benchmarked against top-quartile performance for comparable properties. Every gap

monetised to a precise annual figure and ranked by value and speed of realisation.

Week 3

Plan

A written improvement plan with specific actions, named owners and timings, plus the proposed partnership

structure including baseline and measurement method.

• 
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• 
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H O W  VA L U E  A C C R U E S

Illustrative accrual profile. The first months are audit and implementation; improvement builds through the year and nothing is shared until verified against the

agreed baseline.

W H AT  O U T C O M E S  H AV E  L O O K E D  L I K E

Illustrative partnerships. Programme scope drives the spread — single-lever engagements sit at the lower end.

R E A L - W O R L D Kimes / Cornell — revenue management in F&B

Result: Applying revenue management to F&B space and events increases total F&B profit contribution measurably.

Function space is inventory with a time value, and almost no hotel prices it that way. The discipline is well established in

rooms and rarely transferred.

Source: Cornell — Kimes, Restaurant Revenue Management
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W H AT  H A P P E N S  A F T E R

The analysis is yours regardless. The numbers and the plan remain with the property whether anything proceeds or not.

Nothing starts without written sign-off on baseline, scope, measurement method and shares.

Implementation runs with the F&B team, not to them — changes the team does not own do not survive the first difficult

week.

Monthly verification against baseline, reported to the General Manager, the F&B Manager and ownership.

Renewal is annual and optional. The infrastructure remains with the property either way.

G O V E R N A N C E

Baseline, scope, measurement method and share proportions are agreed in writing before implementation begins.

Verification is monthly and reported to the General Manager and ownership. No improvement is shared until it has been

attributed and verified against the agreed baseline.

You finish the first conversation knowing exactly what is available in the department. That part costs nothing

and carries no obligation whatsoever.

Stachs & Wraxx · admin@stachswraxx.com · stachswraxx.com/fnbdc · Sebastian Campbell
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