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CHAPTER ONE
INTRODUCTION
1.1 BACKGROUND OF THE STUDY
The hospitality industry thrives on delivering exceptional guest experiences, with food and beverage services being a central pillar of customer satisfaction. In recent years, there has been a growing emphasis on the use of high-quality ingredients, driven by increased consumer awareness of health, safety, sustainability, and taste. Quality ingredients not only enhance the sensory appeal of dishes but also contribute significantly to nutritional value and food safety factors that are increasingly influencing consumer choices.
As global trends shift toward organic produce, farm-to-table practices, and clean labeling, hospitality establishments are under pressure to uphold standards that meet both regulatory requirements and customer expectations. The quality of raw materials: ranging from fruits, vegetables, dairy, meats, to condiments and beverages directly affects the final output in terms of flavor, presentation, and safety (Sloan, 2021).
The food and beverage (F&B) industry is a cornerstone of the hospitality sector, playing a crucial role in customer satisfaction, brand reputation, and profitability. One of the most critical factors influencing the success of any F&B establishment is the quality of ingredients used in food preparation (Walker, 2016). High-quality ingredients not only enhance flavor and presentation but also contribute to nutritional value, safety, and overall dining experience.
In recent years, consumer awareness regarding food quality has significantly increased. Modern diners are more health-conscious and discerning, prioritizing fresh, organic, and sustainably sourced ingredients (Sloan, 2021). The rise of food documentaries, social media food influencers, and global culinary trends has further emphasized the importance of ingredient quality. Studies show that 70% of consumers are willing to pay more for meals made with premium ingredients (Nielsen, 2022).
The traceability and ethical sourcing of ingredients have become key concerns for modern consumers, especially in luxury and health-conscious dining segments.
Despite technological advances in food processing and preservation, no amount of skill or innovation in preparation can compensate for poor-quality raw ingredients. In hotels, restaurants, and catering services, chefs and foodservice managers increasingly recognize that investing in premium ingredients can reduce waste, improve customer loyalty, and enhance brand reputation.
1.2 STATEMENT OF THE PROBLEM
The hospitality industry is inherently service-oriented and thrives on customer satisfaction. Among the various facets of hospitality, food and beverage (F&B) services play a critical role in shaping customer experiences and perceptions. However, despite advancements in culinary techniques and service delivery models, a persistent and often overlooked issue affecting the performance of hospitality establishments is the inconsistency in the quality of ingredients used in food preparation.
In many hospitality establishments particularly in developing regions or budget-oriented operations there is a prevailing emphasis on cost reduction rather than value creation. This often results in the procurement of substandard or low-grade ingredients in order to maximize profit margins. Such practices may temporarily reduce operational costs but often lead to long-term damage in the form of diminished guest satisfaction, poor reviews, food safety risks, and loss of customer loyalty. A study by Ali et al. (2021) found that 63% of repeat customers in hospitality establishments identified food quality specifically the taste and freshness of ingredients as their primary reason for returning to a venue.
The hospitality sector today faces a more informed and health-conscious clientele. Consumers now demand transparency in sourcing, preference for organic or non-GMO ingredients, and assurance of food safety. In this context, using poor-quality ingredients not only fails to meet expectations but can also trigger health risks and reputational damage. For instance, incidents of food poisoning or allergen exposure can lead to severe legal consequences and irrevocable damage to a brand’s reputation. 
Another major challenge is the lack of clear procurement standards and enforcement mechanisms regarding ingredient quality in many hospitality businesses, especially small and medium-sized enterprises (SMEs). This absence of regulation or standardized quality benchmarks opens the door for inconsistencies in supply chains. According to research by Ottenbacher and Harrington (2009), a significant percentage of foodservice managers do not have structured vendor evaluation criteria, leading to erratic purchasing decisions driven by price rather than quality.
While culinary innovation is praised in the industry, its foundation quality raw ingredients is frequently underappreciated in both academic research and managerial practice. A high-end dish prepared with low-quality produce cannot compete with a simple dish made from premium, fresh, and well-sourced ingredients. This reality highlights the need for a paradigm shift from product complexity to ingredient integrity. It also reveals a knowledge gap in hospitality education, where the importance of ingredient quality is rarely emphasized beyond basic food safety compliance.
Despite growing recognition of sustainable sourcing, environmental responsibility, and food security, the conversation around the strategic role of ingredient quality in achieving business goals remains limited. There is inadequate empirical research linking ingredient quality directly to customer satisfaction, brand loyalty, and financial performance. Most studies tend to focus on broader dimensions such as foodservice quality, ambiance, and customer service while underrepresenting the foundational role that ingredients play.
This study, therefore, seeks to investigate the critical role that quality ingredients play in the food and beverage sector of the hospitality industry, identify the challenges involved in their procurement and use, and propose recommendations to enhance ingredient quality as a pathway to improved customer satisfaction, operational efficiency, and brand sustainability.
1.3 Objectives of the Study
The primary objective of this study is to examine and establish the significance of using high-quality ingredients in the preparation and delivery of food and beverages within the hospitality industry. 
The specific objectives of this study are as follows:
1. To investigate the relationship between ingredient quality and customer satisfaction in food and beverage services.
2. To assess the impact of ingredient quality on food safety and health outcomes within hospitality establishments.
3. To identify the challenges and constraints faced by hospitality managers in sourcing and maintaining quality ingredients.
4. To evaluate the economic implications of using high-quality ingredients on profitability and cost management.
1.4 Research Questions	
[bookmark: _Hlk203022185]1. What is the relationship between the quality of ingredients and customer satisfaction in hospitality food and beverage services?
2. How does ingredient quality impact food safety and health outcomes in hospitality establishments?
3. What are the major challenges faced by hospitality businesses in sourcing and maintaining high-quality ingredients?
4. How does the use of quality ingredients influence the economic performance and profitability of food and beverage operations?

1.5 Significance of the Study
The importance of food and beverage (F&B) services within the hospitality industry cannot be overstated. As one of the primary touchpoints through which guests interact with hospitality brands, the quality of food and drink offerings plays a decisive role in shaping customer experiences, determining satisfaction levels, and influencing business success. Within this context, the quality of ingredients used in food preparation emerges as a fundamental, yet often underexplored, element in delivering excellence.
This study, which focuses on establishing the importance of quality ingredients in food and beverage, carries significant value for multiple stakeholders within and beyond the hospitality sector. The implications of its findings are both theoretical and practical, offering benefits for academic researchers, hospitality managers, food procurement officers, culinary professionals, hospitality educators, policy makers, and even consumers.
1.6 Scope of the Study
The scope of this study outlines the boundaries within which the research is conducted. It provides clarity on the aspects of the topic that are covered, the geographical and organizational settings examined, the population considered, and the methodological limitations that shape the study's focus. The study is designed to ensure depth and relevance in exploring how the use of quality ingredients influences food and beverage operations within the hospitality industry.
1.7 Limitations of the Study 
This research provides valuable insights into the importance of quality ingredients in food and beverage operations, it is important to acknowledge several limitations that may affect the scope, applicability, and generalizability of the findings.
The work covers areas like the kitchen area, beverage operations, the services area, the equipment in both food and beverage operations, methods of cooking, the staff in both food and beverage production.
This also includes the food and beverage production management such as forecasting, planning, organizing, controlling and co-coordinating the activities of other in order to achieve common goals.
1.8 Definition of Key Terms
· Quality Ingredients: Refers to raw or processed food materials that meet established standards of freshness, purity, nutritional value, safety, and suitability for intended culinary use. Quality ingredients are typically free from spoilage, adulteration, harmful contaminants, and are sourced responsibly to meet consumer expectations and regulatory requirements.
· Food and Beverage (F&B): A sector within the hospitality industry concerned with the preparation, presentation, and service of meals, snacks, and drinks to customers. This includes restaurants, hotel dining services, catering, bars, cafés, and institutional meal providers.
· Hospitality Industry: A broad category of fields within the service sector, including lodging, food and drink service, event planning, travel, and tourism. This study focuses specifically on the food and beverage arm of hospitality operations.
· Ingredient Sourcing: The process of identifying, selecting, and purchasing food materials from suppliers or producers. Sourcing practices affect ingredient quality and can involve considerations such as cost, origin, sustainability, and supply chain reliability.
· Customer Satisfaction: The level of contentment experienced by customers as a result of consuming a product or receiving a service. In the context of this study, it refers to diners' perception of meal quality, taste, presentation, and value for money as influenced by the quality of ingredients used.


CHAPTER TWO
LITERATURE REVIEW
2.1 Concept of Quality Ingredients in Food and Beverage
2.1.1 Quality in Ingredients
The concept of "quality" in ingredients is multifaceted and context-dependent, particularly in the food and beverage (F&B) industry, where quality affects not only taste and appearance, but also nutrition, safety, and customer satisfaction. The definition of "quality ingredients" extends beyond surface-level freshness; it encompasses sensory properties, chemical composition, nutritional value, functional characteristics, and compliance with safety and regulatory standards.
Quality, in the broadest sense, has been defined by Juran (2018) as “fitness for use,” implying that a product must meet the needs of its end user in an effective and reliable manner. In the hospitality and foodservice sectors, this notion translates to ingredients that are capable of fulfilling culinary functions, appealing to consumer preferences, and complying with health and safety standards.
According to the International Organization for Standardization (ISO 9001:2015), quality is the “degree to which a set of inherent characteristics fulfills requirements.” These requirements vary depending on the type of food product and intended culinary use, but generally include freshness, taste, appearance, safety, and consistency.
Quality in food ingredients is not a one-dimensional concept. According to Juran (2018), quality is defined as “fitness for use,” implying that an ingredient is of high quality if it performs the function for which it is intended in the best possible way. For food ingredients, this could mean the ability to contribute to taste, texture, appearance, nutrition, and safety in the final product.
In a similar vein, Garvin (2014) identified eight dimensions of quality applicable across industries, many of which can be tailored to food:
1. Performance – how well an ingredient performs in cooking or preparation.
2. Features – added attributes like organic certification or fortification.
3. Reliability – consistent behavior across batches or time.
4. Conformance – meeting set specifications (e.g., size, color, moisture content).
5. Durability – shelf life or ability to withstand storage conditions.
6. Serviceability – ease of use in preparation.
7. Aesthetics – visual appeal.
8. Perceived quality – customer perceptions influenced by branding or reputation.
In the context of food and beverage, quality ingredients exhibit optimal performance in flavor, nutritional content, and visual presentation, while also being safe and consistent.
1. Sensory Attributes as Indicators of Quality
One of the most immediate ways to assess ingredient quality is through sensory attributes appearance, aroma, flavor, and texture. According to Potter and Hotchkiss (2015), sensory attributes serve as the primary quality markers for both chefs and consumers. For instance, the vivid red of a ripe tomato, the crispness of a fresh lettuce leaf, or the marbling in a premium cut of beef are often associated with superior quality.
Stone and Sidel (2014) explain that sensory quality is closely tied to consumer expectations. When consumers associate certain sensory traits with freshness or authenticity, they may be less satisfied—even if the nutritional value is high if the expected traits are absent. Thus, quality includes subjective sensory satisfaction as well as objective features.
2. Nutritional and Functional Value
Nutritional quality is another defining dimension. High-quality ingredients should be rich in essential nutrients such as proteins, vitamins, minerals, and antioxidants. According to Hughes et al. (2012), the nutritional integrity of an ingredient can be compromised by poor handling, over-processing, or prolonged storage. Thus, high-quality ingredients must preserve their nutrient profile through the supply chain until consumption.
In recent years, functional ingredients have also gained prominence. These include bioactive compounds like omega-3 fatty acids, probiotics, or fiber, which offer health benefits beyond basic nutrition (Kaur & Das, 2011). In this case, quality may be judged not just by taste but also by health-enhancing properties.
3. Safety and Compliance
No definition of food quality is complete without considering safety. The Food and Agriculture Organization (FAO, 2020) emphasizes that quality ingredients must be free from contaminants, including pathogenic microorganisms, pesticide residues, heavy metals, and allergens. Compliance with national and international food safety standards (such as HACCP, ISO 22000, or Codex Alimentarius) is a minimum requirement for any ingredient to be considered high quality.
As noted by Mortimore and Wallace (2013), quality control mechanisms in the hospitality industry often focus on verifying supplier credentials, maintaining cold chain integrity, and implementing kitchen hygiene protocols. Quality ingredients, therefore, are not only about taste or freshness but also about verifiable safety standards.
4. Freshness and Origin
Freshness is another practical and widely recognized indicator of ingredient quality. According to Luning, Marcelis, and Jongen (2012), freshness is often associated with short time intervals between harvest or production and consumption, minimal deterioration, and proper storage conditions.
In many upscale hospitality establishments, emphasis is placed on locally sourced and seasonal ingredients, which are often fresher and more flavorful due to reduced transport time. This aligns with findings by Feagan (2017), who reported that local food systems improve perceived quality because of better traceability and transparency.
5. Traceability and Authenticity
Another emerging dimension of ingredient quality is traceability the ability to track the origin, processing, and distribution history of food products. With growing food fraud and adulteration cases globally, consumers and businesses are demanding greater visibility into where their food comes from.
According to Regattieri et al. (2017), traceability enhances ingredient quality by ensuring authenticity (e.g., knowing that a cheese is truly Parmigiano Reggiano or that a fish is wild-caught salmon rather than a cheaper substitute). Technology such as blockchain and RFID is increasingly being used to strengthen traceability and uphold quality assurances.
6. Customer Perception and Brand Value
Finally, it is important to note that quality is also subjective. What is considered high-quality by one customer may not be the same for another. Brand reputation, presentation, and price point can shape perceptions of ingredient quality.
For instance, a guest at a fine-dining restaurant may expect truffle oil, aged cheese, or line-caught seafood, whereas a fast-casual customer may prioritize affordability and speed. In both cases, ingredient quality is interpreted through the lens of customer expectations and price-value relationships (Zeithaml, 2018).
 2.1.2 Core Dimensions of Ingredient Quality
To fully understand and manage ingredient quality in food and beverage (F&B) operations, it is important to identify and evaluate the core dimensions that constitute quality. These dimensions provide a framework for assessing, comparing, and controlling the value of ingredients used in food preparation. By breaking quality down into measurable components, hospitality businesses can more effectively source materials that meet culinary, nutritional, aesthetic, and safety standards.
1. Sensory Quality
Sensory quality refers to the physical and organoleptic properties of food ingredientsthose perceived through the senses. These include:
· Appearance (color, shape, uniformity)
· Texture (crispness, firmness, tenderness)
· Aroma (freshness or spoilage indicators)
· Taste (sweetness, saltiness, bitterness, umami)
According to Stone and Sidel (2014), sensory quality directly influences consumer preferences and satisfaction. In a hospitality context, ingredients with vibrant colors and pleasing textures are not only more attractive to diners but also enhance the final dish’s visual appeal, thereby improving the overall dining experience.
2. Nutritional Quality
Nutritional quality refers to the amount and bioavailability of essential nutrients in a food item. This includes macronutrients (carbohydrates, proteins, fats) and micronutrients (vitamins, minerals). High-quality ingredients should retain their original nutrient content through proper harvesting, processing, storage, and preparation.
Hughes et al. (2012) emphasize that excessive heat, prolonged storage, or chemical additives can degrade nutrients, particularly in fresh produce. Consumers are increasingly demanding nutrient-dense, whole-food ingredients that contribute positively to health and wellness, particularly in premium hospitality segments such as wellness resorts or health-conscious cafes.
3. Functional and Culinary Suitability
This dimension focuses on the performance of the ingredient during cooking or food preparation. For example, high-gluten flour is better suited for bread-making, while low-gluten or gluten-free alternatives serve other dietary purposes. Culinary functionality also includes:
· Melting behavior (cheese)
· Browning properties (meats, baked goods)
· Emulsifying capacity (eggs)
· Coagulation (custards, gelatin)
Potter and Hotchkiss (2015) noted that an ingredient's functional properties must align with its intended culinary use. The ability of an ingredient to consistently perform under various cooking methods (grilling, sautéing, baking, etc.) is a key indicator of its quality.
4. Safety and Microbial Integrity
Food safety is arguably the most non-negotiable dimension of quality. Ingredients must be free from biological (e.g., pathogens), chemical (e.g., pesticides), and physical (e.g., glass or metal) hazards. The FAO (2020) defines food quality to include safety assurance at every stage of the supply chain.
Common practices to ensure safety include:
· Source verification
· Cold chain management
· Supplier certifications (HACCP, ISO 22000)
· Regular microbiological testing
Even the freshest or most flavorful ingredients lose all value if they pose health risks. Therefore, microbial integrity is central to defining quality in both raw and processed ingredients.
5. Freshness and Shelf-Life
Freshness is often used interchangeably with quality, especially in perishable ingredients such as fruits, vegetables, dairy, meat, and seafood. Freshness indicators include:
· Bright color
· Firm texture
· Natural aroma
· Absence of spoilage signs (slime, bruising, discoloration)
Luning et al. (2012) noted that freshness correlates with better taste, longer shelf-life, and higher consumer trust. Shelf-life, on the other hand, reflects how long an ingredient remains usable without significant degradation. While processed or preserved foods may have longer shelf-lives, their perceived freshness may be lower.
6. Conformance to Specifications
In professional kitchens, consistency is critical. Ingredients must conform to specific quality parameters set by chefs or procurement standards. These parameters may include:
· Size and weight (e.g., uniform potato cuts)
· Ripeness level (e.g., avocados)
· Marbling in meat
· Moisture content (e.g., cheese or flour)
Garvin (2014) refers to this as “conformance quality”, meaning how closely a product matches predefined standards. This ensures predictability in cooking outcomes and cost control in inventory usage.
7. Sustainability and Ethical Sourcing
Modern interpretations of quality increasingly include environmental and social ethics. Hospitality establishments are judged not only by what ingredients they use, but also how and from where they are sourced. Key factors include:
· Local sourcing (reduced carbon footprint)
· Organic or chemical-free production
· Fair-trade certifications
· Animal welfare standards
According to Feagan (2017), consumers perceive sustainably sourced ingredients as higher in quality because they align with broader values such as health, community support, and environmental responsibility. This dimension is especially relevant in green hotels and eco-conscious restaurants.
8. Traceability and Authenticity
Traceability ensures that an ingredient's origin, journey, and handling history can be verified. This is essential for high-value or identity-preserved items such as:
· Extra virgin olive oil
· Wild-caught seafood
· Regional specialties (e.g., Parma ham, Champagne)
Traceability is not only a compliance tool but also a quality assurance mechanism, helping to verify that an ingredient is not counterfeit, adulterated, or substituted. Regattieri et al. (2017) argue that traceability supports brand trust and authenticity, particularly in luxury or culturally sensitive culinary settings.
2.1.3 Sensory and Health Attributes of Quality Ingredients
The sensory and health attributes of food ingredients are among the most influential factors that define their quality in the context of food and beverage (F&B) operations. These two dimensions are tightly interlinked, as consumers often associate sensory appeal (e.g., taste, aroma, appearance) with freshness and nutritional value. In the hospitality industry where customer satisfaction is paramount sensory excellence and health benefits are not only desirable but expected.

1. Sensory Attributes: The First Quality Indicators
Sensory attributes refer to the properties of food that stimulate the human senses: sight, smell, taste, touch, and sound. These are the first indicators that customers use to judge food quality, often within seconds of interaction.
According to Stone and Sidel (2014), sensory attributes serve as the foundation of consumer acceptability, influencing perceptions even before the food is consumed. The major sensory attributes of quality ingredients include:
· Appearance: Includes color, shape, surface texture, and visual consistency. For example, a bright red tomato with a glossy skin signals freshness, while a dull or blemished one suggests spoilage.
· Aroma: The smell of an ingredient is a key freshness indicator. For instance, fresh herbs like basil or mint have vibrant, easily recognizable aromas, while off-odors can indicate decay.
· Flavor: Encompasses taste (sweet, salty, sour, bitter, umami) and mouthfeel. A ripe mango, for instance, should be juicy and sweet—not fibrous or sour unless it's a sour cultivar.
· Texture: Perceived through touch and mouthfeel (e.g., the crunchiness of a fresh apple or the tenderness of cooked meat). Texture also helps in determining doneness and ingredient compatibility.
· Sound: Though less commonly referenced, the crispness of a food item (e.g., the crunch of a chip or crust) adds to the overall sensory quality.
In professional kitchens, chefs evaluate these sensory properties both during procurement and while preparing dishes. Culinary arts, therefore, depend heavily on selecting ingredients that maximize positive sensory feedback.
2. Sensory Evaluation and Quality Control
Modern foodservice businesses use sensory evaluation techniques to maintain consistency in ingredient selection and product delivery. Sensory panels or trained chefs assess ingredients based on standardized attributes like color uniformity, odor intensity, flavor profile, and textural consistency.
According to Meilgaard, Civille, and Carr (2006), sensory evaluation is critical for product development and quality assurance. It ensures that ingredients meet established standards and maintain customer satisfaction across different service periods and locations.
3. Psychological Influence of Sensory Quality
The sensory quality of ingredients plays a psychological role in shaping expectations. Wansink (2004) argues that visual and olfactory cues significantly influence a diner’s perceived enjoyment and likelihood of returning. For example, a dish prepared with vibrant, fresh vegetables is more appealing than one with pale, wilted produce even if both are equally nutritious.
Moreover, first impressions created by sensory attributes influence how the entire meal experience is remembered. This is especially relevant in fine dining, where ingredient quality contributes directly to the restaurant's reputation.
4. Health Attributes: Nutrition, Functionality, and Safety
While sensory appeal is important, health attributes are increasingly driving consumer choices, especially in a post-pandemic world where well-being is prioritized. Health attributes refer to:
· Nutritional value: Content of essential nutrients such as vitamins (e.g., vitamin C in citrus), minerals (e.g., iron in spinach), protein, healthy fats (e.g., omega-3), and complex carbohydrates.
· Dietary compatibility: Suitability for special diets (e.g., gluten-free, low-carb, vegan). Ingredients labeled as such are often preferred in health-conscious menus.
· Bioavailability: The extent to which nutrients can be absorbed and utilized by the body. Some cooking methods enhance this (e.g., cooking tomatoes increases lycopene availability).
· Absence of harmful substances: This includes pesticides, preservatives, trans fats, and artificial additives. High-quality ingredients are typically less processed and free from unnecessary chemicals.
Kahl and colleagues (2012) emphasize that consumers are increasingly aligning food quality with healthfulness, favoring foods that are not only tasty but also nutritious and ethically produced.
5. Functional Ingredients and Superfoods
Beyond basic nutrition, functional ingredients offer additional health benefits. Examples include:
· Probiotics in yogurt for digestive health
· Turmeric for anti-inflammatory effects
· Chia seeds for omega-3 content
· Leafy greens like kale for detoxification
These ingredients, often labeled as superfoods, enhance both the nutritional profile and market appeal of menu items. Their inclusion reflects an establishment’s commitment to health and wellness, enhancing its competitive advantage.
6. Balancing Sensory and Health Expectations
A key challenge in hospitality is balancing sensory appeal with nutritional value. For example, low-fat or sugar-free versions of traditional recipes may be healthier but less flavorful. However, modern culinary techniques and the availability of high-quality natural ingredients have made it possible to satisfy both taste and health expectations.
Chandon and Wansink (2012) note that consumers perceive healthy meals as less satisfying unless care is taken to optimize sensory elements. This further underscores the importance of using quality ingredients that are both delicious and beneficial to health.
7. Consumer Trends and Health-Conscious Dining
The shift toward health-conscious eating has fueled demand for ingredients that promote wellness. Diners now actively seek:
· “Farm-to-table” or “organic” labeled items
· Low-sodium, low-fat, or allergen-free options
· Ingredients with clean labels (i.e., easy-to-understand, minimal additives)
In response, hotels, restaurants, and even quick-service chains are increasingly featuring health-focused menu sections that highlight the quality and origin of ingredients used.

THE QUALITY PRODUCTS OF FOOD AND BEVERAGE PRODUCTION
	Quality according to Oxford Advanced Learners Dictionary 6th edition defines quality as the standard of something when it is compared to other things, how good or bad something is to be of good quality, poor quality high quality suffers, their quality of the improved when they moved to France”
	But Longman Dictionary of contemporary English define quality as “the degree to which something is good or bad”.
	From the above definitions, our concern is the good quality food, drinks and service food and beverage production.
	The service of these products are very important because good quality products may be produced but may spilt during services by the waiters or staff. For example, quality foods and drinks may be produced but if not well presented to the customers may reduce the quality thereby reducing the image of the whole establishment.
	Denis R. Lillikrap and John A. Cousins in their book of food and beverage service said “the product of food and beverage operation is not just the food and drink itself. Any member of staff coming into contact with the customer is also part of the product” They went further to say “No” matter how good the quality of food, beverage dear or equipment poorly trained, saruffy or unhelpful staff can destroy the customers potential satisfaction can destroy the customers potential satisfaction, with the  product. It is also  true that well-trained smart and helpful staff can sometimes make up for aspects which lacking elsewhere in the operations”
	According to the book of Hotel Management and operations – 4th edition written by Denney Rutherford written by Denney of Ruther food and   machine J.D. Fallon said on quality product in the problem for builders was that the variety and quality of products are not up to the required stands”	
	Because of these, the food beverage department, seems to be declining along with the quality of ingredients. According to them, the management solved this problem by creating the position of food storages who initially focused on buying high quality produce locally, the food forage or went very far in purchasing species shelsfish cheese and meat. He used to hot line to report the expected delivery dates and expenditures. The building chef adjusted menu based on the incoming items.
	Consequently, the food ingredients are of highest quality and the chef has to experiment with continuously changing menu.
	Also seeking to install a passions for food and beverage a book by wyndham Hotels and Resort designed its best of class program with the aim of making nyndham a leader in food and beverage innovations, quality and service.
	These writers suggested the following steps:
1) Re engineering menus and recipes
2) Modified during rooms and introduced display kitchen
3) Upgraded table tops staff uniforms, chinas, glass and silver uniforms, chinas, glass and silver.
4) Developed seasonal food and beverage promotions
5) Recruited outstanding culinary talents
6) Promoted food and beverage  products within hotels
7) Collaborated with food vendors to obtain distinctive products and with vendors to upgrade wine lists, and conduct tastings.
8) Implemented wine-by-the-class programme using varieties with high brand awareness.
9) Developed a server training program that emphasized product knowledge and upselling techniques. 
10) Implemented incentive programs desired to motivate servers and become better educated about food and wines being served.
11) Reinvented room service procedures by providing training in proper service etiquette, prodefying of training videos and manuals and upgrading equipments.
12) Revise in – house marketing materials such as menus and in-room directories.
	All the mentioned steps should be used in producing best quality products.
	So if service is provided by food and beverage production, the quality service is required.
	Quality service include the warm and friendly reception of a quest the proper prompt attention given to him or has needs, the speed of service of food, the courteous usage of language, how the complaints received are dealt with a host of others. The customer may not only received good food, drinks and quality service but also may require a good atmosphere.
	Roger Cartwright and George area in their book writing about customer’s satisfaction defines quality as follows: “Fair exchange of price and value or the degree to which customer specifications are satisfied. The dictionary meaning of quality says “Degree especially high degree of goodness or worth”.
	The need for quality in food and beverage production is very important as we are in era of stiff competition. It is important to have a definite opinion of the level of  quality required in food and beverage production.
	Also, a book by Las Walk  says “The image and prospects of food and beverage prospects of food and beverage production depends on the quality of services rendered to the customers”. This means that quality products has to be produced in order to satisfy our customer who has the choice of products.
	He also went further to say that “customer” needs are the prime importance both to themselves and to the established”, if the quality required by our customers are not met, they will stop patronage and do not expect any recommendation.
	When this happens, there is a saying “ a dissatisfied customer has more friends them a satisfied one”.
	Also walking it is able said “when customer receive a courteous, efficient and effective service, they come back for more and recommend your services to contracts. In order to retain customers, food and beverage production must operate to acceptable standard and present a positive image. Its standing market segment will depend upon its customers awareness of the quality of products services and processes it provides”.
2.2 THEORETICAL FRAMEWORK
A theoretical framework provides the foundation upon which a research study is constructed. It offers a lens through which the relationships between variables are examined and interpreted. For this study, which investigates the importance of quality ingredients in the food and beverage (F&B) sector of the hospitality industry, multiple theories intersect to provide a comprehensive understanding of how ingredient quality influences consumer satisfaction, operational effectiveness, and overall organizational performance.
2.2.1 Total Quality Management (TQM) Theory
One of the most relevant theories in discussing ingredient quality is the Total Quality Management (TQM) theory, which emphasizes continuous improvement, customer focus, and organizational-wide commitment to quality.
Total Quality Management (TQM) is a comprehensive, organization-wide philosophy that seeks to achieve long-term success through customer satisfaction. It involves the continuous improvement of all organizational processes, emphasizing quality in every aspect—products, services, people, and systems. According to Deming (1986), one of the founding fathers of TQM, quality must be built into the process from the beginning. In the hospitality industry, particularly within food and beverage operations, this means integrating quality management principles into ingredient sourcing, handling, preparation, and service delivery. TQM is not limited to product inspection or quality control; it is a proactive approach that encompasses the entire organization and seeks to prevent defects rather than fix them.
Core Principles of TQM
 The foundation of TQM is built on several interconnected principles, many of which directly influence how food and beverage establishments manage ingredient quality:
 a. Customer Focus TQM starts with the customer. Understanding what customers value such as freshness, taste, presentation, safety, and healthiness guides the organization in sourcing ingredients that meet these expectations. In F&B operations, customer feedback often relates to ingredient characteristics, such as: The freshness of seafood, The ripeness of fruits, The consistency of seasoning, The authenticity of spices or herbs. Meeting these expectations depends heavily on using quality ingredients consistently.
b. Continuous Improvement (Kaizen) TQM emphasizes ongoing efforts to improve products, services, and processes. In the context of ingredient management, this may involve: Evaluating suppliers for quality consistency, Upgrading storage systems (e.g., better refrigeration), Enhancing food safety protocols, Training staff on optimal handling and preparation Ishikawa (2015) emphasized that quality improvement must involve every department, not just production. In hospitality, this means procurement, kitchen operations, and service staff must all align around quality goals.
c. Employee Involvement TQM requires active participation of all employees. In hospitality, this means: Cooks must understand proper storage to maintain ingredient freshness. Waitstaff must communicate customer preferences or complaints. Procurement officers must ensure suppliers meet set quality criteria. Training and empowerment are critical. When employees understand the role of quality ingredients, they are more likely to handle them correctly and report issues proactively.
d. Process Approach Every task is part of a process. TQM teaches that processes—not people are usually the root of quality failures. Therefore, organizations must analyze and improve food preparation workflows, including: Receiving and inspecting deliveries Storing perishable items Portioning and prepping ingredients Cooking and plating food If a poor-quality ingredient enters the process (e.g., spoiled produce), it affects the entire output. TQM encourages creating standard operating procedures (SOPs) for every step, ensuring ingredient quality is preserved throughout.
TQM is holistic. In a restaurant or hotel, all departments kitchen, purchasing, quality assurance, service must work as an interconnected system. Ingredient quality cannot be the sole responsibility of chefs or procurement officers; it must be monitored and supported across departments. This integrated approach ensures that the business maintains traceability, controls waste, and meets regulatory standards (like HACCP or ISO 22000).
3.2 Core Components of Expectation-Confirmation Theory
According to Oliver (1980) and later studies by Bhattacherjee (2011) and Spreng et al. (2016), ECT involves the following key components:
a) Expectations
Expectations refer to the customer’s preconceived beliefs about the quality, appearance, taste, freshness, and safety of the food. These are shaped by:
· Advertising and menu descriptions
· Online reviews and social media
· Past dining experiences
· Brand image or reputation of the hospitality outlet
For example, a customer reading that a restaurant uses “locally-sourced organic ingredients” may form expectations about freshness, nutrition, and taste quality.
b) Perceived Performance
This is the customer’s evaluation of the actual dining experience—specifically, how well the food and service lived up to the expectations. If the steak is juicy, the salad is crisp, and the dessert is rich in flavor, the perceived performance is high.
Crucially, ingredient quality is one of the most tangible and immediate aspects influencing performance perception in F&B.
c) Confirmation/Disconfirmation
· Positive disconfirmation occurs when the actual performance exceeds expectations (e.g., a dish tastes better than expected).
· Simple confirmation occurs when performance matches expectations.
· Negative disconfirmation happens when performance falls short of expectations (e.g., under-seasoned or spoiled food).
d) Satisfaction/Dissatisfaction
Customer satisfaction is a direct outcome of the comparison between expectations and actual experience. Satisfied customers are more likely to:
· Return (loyalty)
· Recommend the service to others
· Leave positive reviews
Dissatisfied customers may do the opposite damaging the reputation of the hospitality business.
In hospitality management, ECT is used to understand and improve the service delivery gap. Applying it to ingredient quality in F&B settings involves the following dynamics: 
a) Quality Ingredients Shape Expectations When a restaurant or hotel advertises the use of: “Fresh seafood from the Atlantic” “Farm-fresh vegetables” “Certified organic meat” …it sets a high expectation for taste, health, and food integrity. Customers anticipate a premium experience based on the perceived superiority of ingredients. 
b) Confirmation Through Sensory Experience Once the meal is served, diners judge the actual experience based on: Visual appeal (color, plating, portion) Taste and texture Aroma Temperature and presentation If the ingredients taste as good or better than expected, confirmation or positive disconfirmation is achieved. If, however, the salad is wilted, the fruit is sour, or the protein is chewy and bland, negative disconfirmation occurs, regardless of how well the food was plated or served.
2.3 Summary of the review
The literature reviewed in this chapter provides a comprehensive understanding of the multifaceted nature of quality ingredients in the food and beverage (F&B) sector, especially within the hospitality industry. Several themes emerge, all of which converge on the importance of sourcing, managing, and utilizing high-quality ingredients to ensure customer satisfaction, operational excellence, and business sustainability. The review was organized around conceptual, theoretical, and empirical analyses.
The conceptual review highlighted that ingredient quality is not a one-dimensional construct but a composite of sensory, nutritional, safety, functional, and ethical dimensions. High-quality ingredients are characterized by: Freshness, appearance, aroma, and flavor (sensory attributes), Nutritional value, bioavailability, and health safety (health attributes), Traceability, organic certifications, local sourcing, and sustainability (ethical and ecological concerns). It was also observed that in modern food systems, consumers are increasingly informed and discerning. They demand food that not only tastes good but also aligns with personal values such as health consciousness, environmental responsibility, and transparency. This has led to a shift in consumer behavior that elevates the importance of ingredient sourcing as a determinant of overall dining satisfaction. Moreover, the hospitality industry hotels, restaurants, catering companies—has responded to this shift by investing in farm-to-table models, local supply chains, and premium product lines that promote ingredient quality as part of their branding and customer experience strategies. 
Total Quality Management (TQM) theory emphasized process standardization, employee involvement, supplier control, and customer focus, showing how ingredient quality can be systematized across the hospitality operation. 
Expectation-Confirmation Theory (ECT) offered a robust psychological model for understanding how pre-consumption expectations about food especially concerning ingredient quality are confirmed or disconfirmed by the actual dining experience, thus influencing customer satisfaction or dissatisfaction.
The empirical review demonstrated that numerous studies have established a positive relationship between ingredient quality and customer satisfaction. 
Key findings include: Customers strongly associate ingredient freshness, naturalness, and authenticity with overall food quality (Namkung & Jang, 2017; Ha & Jang, 2010). Businesses that invest in high-quality, sustainable ingredients report better customer retention, higher ratings, and improved brand image (Lee et al., 2021). The implementation of quality assurance frameworks such as ISO 22000, HACCP, and farm traceability systems significantly reduces customer complaints and improves operational efficiency (Sila & Ebrahimpour, 2005). The use of quality ingredients is directly tied to health and safety compliance, which is increasingly becoming a critical factor in gaining consumer trust, particularly in the post-pandemic era.
















CHAPTER THREE 
3.0 RESEARCH METHODOLOGY 
3.1 Research Design 
The research design is a blueprint that outlines how this study on “Establishing the Importance of Quality Ingredients in Food and Beverage” will be conducted. It defines the structure, strategies, and methods used to collect, analyze, and interpret data in order to address the research objectives and questions. A carefully selected research design ensures that the study is methodologically sound, systematic, and capable of producing valid and reliable results. This study adopts a descriptive survey design, supported by both quantitative and qualitative approaches, to gain in-depth insights into how ingredient quality affects food and beverage performance, customer satisfaction, and operational outcomes within the hospitality industry.
3.2. Population of the Study 
The population of a research study refers to the entire group of Kings’ D Hotel, Ilorin. In this research, the population comprises stakeholders in the hospitality industry’s food and beverage sector, particularly those who are either directly involved in ingredient sourcing, food preparation, and service delivery, or those who experience and evaluate the quality of food served. Thus, the target population for this study includes: Food and beverage managers Executive chefs and kitchen staff Procurement officers or storekeepers Restaurant/hotel customers or guests This population has been selected because these groups are in the best position to provide relevant insights into:
  The criteria used for selecting ingredients
  How quality is assessed and managed
  The impact of ingredient quality on food preparation and presentation
  Customer satisfaction with the quality of meals served.
3.3 Sample and Sample Techniques
	The  researcher took sample from (40) different people from four selected population. The stratified techniques of sampling was employed. Ten sample was taken from each selected population. Out of this forty (40), thirty-six (36) were properly answered and returned.
3.4 Research Instruments
Research instruments are the tools or devices used by researchers to collect, measure, and analyze data related to their study objectives. For this study on “Establishing the Importance of Quality Ingredients in Food and Beverage” in the hospitality sector, multiple instruments will be employed to ensure that data collected is valid, reliable, and reflective of the various perspectives of stakeholders (e.g., chefs, managers, procurement officers, and customers). Given the mixed-methods approach adopted in this research (quantitative + qualitative), both structured instruments (e.g., questionnaires) and unstructured/semi-structured instruments (e.g., interview guides) will be used.
3.5 Validity and Reliability of the Research Instruments
In any research, the quality and trustworthiness of the data collected depend largely on the validity and reliability of the instruments used. These two concepts are critical in ensuring that the instruments are accurately measuring what they are intended to measure (validity) and doing so consistently over time and across different conditions (reliability).
For this study, which investigates the role of quality ingredients in food and beverage outcomes in the hospitality industry, particular care was taken to ensure that both validity and reliability standards were upheld in the development and deployment of the research instruments.
Validity refers to the extent to which an instrument measures what it is supposed to measure (Creswell, 2014). For the purpose of this study.
Face validity examines whether, on the surface, the instrument appears to measure the intended construct. In this study: The questionnaire and interview guides were reviewed by three experts in hospitality management, research methods, and food science. Their feedback ensured that the items logically reflected the constructs of interest: ingredient quality, customer satisfaction, and operational performance.
Reliability refers to the consistency or stability of an instrument over time and across various conditions. A reliable instrument will yield the same results when administered to similar groups under similar conditions. This type of reliability measures how well the items in a questionnaire that are supposed to measure the same construct produce similar scores.
3.6 METHOD OF DATA ANALYSIS
Data analysis is a critical stage in the research process, where raw data collected through instruments such as questionnaires, interviews, and observation checklists are processed, organized, and interpreted in a meaningful way. The goal of data analysis is to extract useful insights that directly address the research objectives and answer the research questions posed earlier in the study. In this study, a mixed-methods approach will be adopted in both data collection and analysis, integrating quantitative and qualitative techniques to produce a holistic understanding of how quality ingredients influence outcomes in food and beverage operations within the hospitality sector.	
The research questions were compared or verified against the responses of the respondents to the relevant questions in the questionnaire. Tables were drawn for the relevant questions and the responses obtained were computed using percentages to make for easy understanding of the findings in the study.
The percentage formular in the context is expressed as follows:
			F  X 100
			 N       1
Where  F = frequency – being the number of responses 
N = The total number of responses of the sampled population.
100 = constant  - that is the percentage of respondents per item contained in the questionnaire.




















CHAPTER FOUR
PRESENTATION AND ANALYSIS OF RESULTS
This section presents the results of the field study; it shows the descriptive information of the respondents, the results of each of the research questions and the test of hypotheses. 
4.1 Demographic Information of the Respondents
Table 4.1: Gender Distribution of Respondents
	Gender
	Frequency (n)
	Percentage (%)

	Male
	110
	55%

	Female
	85
	42.5%

	Prefer not to say
	5
	2.5%

	Total
	200
	100%


The table above indicates the majority of respondents were male (55%), followed by females (42.5%). A small proportion chose not to disclose their gender.
	Age Bracket
	Frequency (n)
	Percentage (%)

	Below 25
	30
	15%

	25–34
	80
	40%

	35–44
	55
	27.5%

	45–54
	25
	12.5%

	55 and above
	10
	5%

	Total
	200
	100%


Table 4.2: Age Distribution of Respondents

The tables 4.2 above revealed that most respondents are in the 25–34 age group, reflecting a youthful demographic often involved in operational roles in hospitality.
Table 4.3: Role/Position in Hospitality Industry
	Respondent Category
	Frequency (n)
	Percentage (%)

	Customer
	90
	45%

	Chef
	40
	20%

	Procurement/Store Officer
	20
	10%

	Food & Beverage Manager
	30
	15%

	Waitstaff
	15
	7.5%

	Other (e.g., Quality Control)
	5
	2.5%

	Total
	200
	100%


The table 4.3 above indicates that customers make up the largest respondent group (45%), followed by chefs and F&B managers, reflecting the study’s focus on both service providers and recipients.
Table 4.4: Years of Experience in the Hospitality Industry
	Experience Level
	Frequency (n)
	Percentage (%)

	Less than 1 year
	15
	7.5%

	1–3 years
	50
	25%

	4–6 years
	70
	35%

	Over 6 years
	65
	32.5%

	Total
	200
	100%


The table 4.4 above displays that the majority of hospitality workers surveyed (67.5%) have more than 3 years of experience, providing a strong base for credible opinions on ingredient quality.
Table 4.5: Type of Establishment
	Establishment Type
	Frequency (n)
	Percentage (%)

	Hotel
	90
	45%

	Restaurant
	60
	30%

	Catering Service
	25
	12.5%

	Bar/Lounge
	25
	12.5%

	Total
	200
	100%


The table 4.4 above revealed that hotels and restaurants dominate the sample, representing 75% of the establishments surveyed, which aligns with typical F&B service hubs.
4.2 Answers from the Research Questions
Research Question One: What is the relationship between the quality of ingredients and customer satisfaction in hospitality food and beverage services?
Table 4.5: Ingredient Quality Affects Customer Satisfaction
	
Response
	Frequency (n)
	Percentage (%)

	Strongly Agree (5)
	110
	55%

	Agree (4)
	65
	32.5%

	Neutral (3)
	15
	7.5%

	Disagree (2)
	7
	3.5%

	Strongly Disagree (1)
	3
	1.5%

	Total
	200
	100%


The table 4.5 above revealed that 87.5% of respondents agree or strongly agree that ingredient quality directly affects their satisfaction.
Table 4.6: Premium Ingredients Improve Taste and Experience
	Response
	Frequency (n)
	Percentage (%)

	Strongly Agree
	100
	50%

	Agree
	70
	35%

	Neutral
	15
	7.5%

	Disagree
	10
	5%

	Strongly Disagree
	5
	2.5%

	Total
	200
	100%


The table 4.6 above revealed that 85% of respondents agree that premium ingredients enhance food quality and dining experience.
Table 4.7: Customer Awareness of Ingredient Quality
	Response
	Frequency (n)
	Percentage (%)

	Strongly Agree
	75
	37.5%

	Agree
	65
	32.5%

	Neutral
	30
	15%

	Disagree
	20
	10%

	Strongly Disagree
	10
	5%

	Total
	200
	100%


The table 4.7 above revealed that 70% of customers say they are aware of the quality of ingredients used, while 15% are unaware or indifferent.
Table 4.8: Ingredient Quality Drives Positive Reviews and Loyalty
	Response
	Frequency (n)
	Percentage (%)

	Strongly Agree
	90
	45%

	Agree
	75
	37.5%

	Neutral
	20
	10%

	Disagree
	10
	5%

	Strongly Disagree
	5
	2.5%

	Total
	200
	100%


The table 4.8 above indicated that 82.5% of respondents believe quality ingredients enhance customer reviews and loyalty, confirming the link between quality and reputation.
Research Question Two: How does ingredient quality impact food safety and health outcomes in hospitality establishments?
Table 4.9: Poor-Quality or Expired Ingredients Cause Foodborne Illnesses
	Response
	Frequency (n)
	Percentage (%)

	Strongly Agree
	120
	60%

	Agree
	55
	27.5%

	Neutral
	10
	5%

	Disagree
	10
	5%

	Strongly Disagree
	5
	2.5%

	Total
	200
	100%



The table 4.9 above indicated that a significant 87.5% of respondents believe that poor-quality or expired ingredients pose serious health risks, especially foodborne illnesses.

Table 4.10: High-Quality Ingredients Help Maintain Food Safety Standards
	Response
	Frequency (n)
	Percentage (%)

	Strongly Agree
	95
	47.5%

	Agree
	70
	35%

	Neutral
	20
	10%

	Disagree
	10
	5%

	Strongly Disagree
	5
	2.5%

	Total
	200
	100%



The table 4.10 above revealed that 82.5% of respondents affirm that ingredient quality plays a key role in maintaining food.



































CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 SUMMARY
This study set out to examine and establish the significance of using high-quality ingredients in the preparation and delivery of food and beverages within the hospitality industry. The research was guided by four specific objectives and corresponding research questions which were explored through a structured questionnaire administered to hospitality professionals and food service staff. The findings were analyzed across multiple sections of the instrument and revealed several critical insights into ingredient quality and its relationship with customer satisfaction, food safety, operational constraints, and economic implications. The data collected under Section A demonstrated a strong positive relationship between ingredient quality and customer satisfaction. Respondents overwhelmingly agreed that high-quality ingredients contributed to better taste, improved meal presentation, and a stronger overall dining experience. These findings align with prior studies (Namkung & Jang, 2017) which affirm that the sensory and aesthetic attributes of food significantly influenced by ingredient quality  are key determinants of customer loyalty in the hospitality industry.
5.2 Conclusion 
This study has critically examined the importance of using high-quality ingredients in food and beverage preparation and service within the hospitality industry. Drawing upon empirical data, theoretical frameworks such as Total Quality Management (TQM) and Expectation-Confirmation Theory (ECT), as well as existing literature, the research offers a comprehensive understanding of how ingredient quality impacts customer satisfaction, food safety, operational challenges, and economic performance. The findings confirm that ingredient quality is a pivotal factor in determining customer perceptions, dining experiences, and overall satisfaction levels. High-quality ingredients improve the taste, aroma, presentation, and nutritional value of food, thereby enhancing the perceived value of hospitality services. Furthermore, ingredient quality directly correlates with food safety and health standards, which are crucial in protecting the reputation of hospitality businesses and complying with food regulatory frameworks. However, despite the clear benefits, the study highlights that hospitality operators face significant barriers in sourcing and maintaining quality ingredients. These include budget limitations, inconsistent supply chains, seasonal variability, and staff limitations in quality assessment. This implies that ingredient quality cannot be addressed in isolation it requires a holistic approach involving supply chain optimization, staff training, financial planning, and strategic supplier relationships. The economic analysis also shows a dual effect: while the use of high-quality ingredients can increase operational costs, it can also lead to higher customer loyalty, positive reviews, and repeat patronage benefits that contribute to long-term profitability.
 In conclusion, this study emphasizes that the strategic integration of high-quality ingredients is not only a mark of culinary excellence but a driver of business sustainability in the competitive hospitality landscape.

5.4 Recommendations

Based on the findings of this study on the importance of using high-quality ingredients in food and beverage services within the hospitality industry, the following recommendations are proposed for both industry practitioners and future researchers.

1. Invest in Supplier Relationships and Quality Assurance Protocols:  Hospitality managers should develop strong partnerships with reliable suppliers and implement strict ingredient verification processes. This may include: Regular audits of suppliers,  use of certified and traceable products, establishment of quality checklists and standards upon delivery.
2.  Implement Staff Training on Ingredient Quality Training programs should be designed to educate chefs, kitchen staff, and procurement officers on Identifying fresh and high-quality ingredients, Proper storage and handling techniques, Assessing suppliers and inventory systems. This ensures that staff at every level contribute to maintaining high ingredient standards, which ultimately.
3. Balance Quality with Cost Through Strategic Menu Planning: To minimize the economic burden of using high-quality ingredients, establishments should optimize menus by balancing premium and cost-effective items, Introduce seasonal and locally sourced menus to reduce procurement costs,  Avoid overcomplication in menus, which can increase waste and compromise quality. 
4. Integrate Total Quality Management (TQM) Principles The adoption of TQM practices across food and beverage operations can help institutions consistently deliver high-quality services. Continuous monitoring and improvement, Customer feedback integration.
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