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ABSTRACT 

Wine is being produced in 47 states in the U.S. Texas 

has been successfully growing grapes and making wines for 

over 12 years. Although the industry is relatively young, 

the wines, in general, are considered quality products. The 

per capita consumption of wine in the U.S. is 3.1 gallons per 

person per year. However, in Texas the consumption of wine 

is only 1.9 gallons per year. Vintners and grapegrowers 

grapple with the problem of expanding the base of consumers. 

The Winegrowers of California (vintners, grapegrowers) 

expended considerable resources in investigating how people 

become wine consumers. Marketing research has indicated that 

product knowledge is critical to the purchase of wines. 

Further research indicated the majority of the persons who 

became wine consumers began through the suggestion of food 

servers in restaurants. They developed a program to expand 

consumption of wine through restaurateur (and server) and 

retailer training which proved successful in increasing 

consumption and customer-base. 

The current study was similar to the Winegrowers of 

California program, however with stricter control of 

variables and curriculum. Sixty-two food servers in two 

restaurants served as subjects for the experimental and 

control groups. An average baseline of wine sales per 

customer was established for each subject in both groups. 
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The subjects in both groups were administered pre- and post-

tests on product knowledge. In addition, the subjects' sales 

of wine were tracked for a four-week period after baselines 

were established. The experimental group participated in 

wine instruction, which consisted of two training sessions, 

two hours per session. The instruction was based on product 

knowledge, components tastings, wine tastings, selling skills 

and service techniques. 

A multiple regression analysis was performed on the 

change in sales of wine per food server. Independent 

variables included age, gender, education, major in college, 

wine instruction (said study), previous wine training, hours 

of wine training, experience as a food server, personal 

consumption of wine, and increase in knowledge. An increase 

in wine sales (average .08 per food server, overall 44% 

increase) was reported with gender. Females increased their 

wine sales significantly greater (.05 level) than males in 

this study. None of the other variables in the multiple 

regression analysis were found to be significant at the .05 

level. 

In order to determine the effect of the wine instruction 

on knowledge, an analysis of variance (ANOVA) was performed 

using the change in knowledge (difference between pre- and 

post-test scores) of both groups. The results indicated a 

significant difference in the change in knowledge at the .05 
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level, with the experimental group showing a greater increase 

than the control group. 

Generalization of the findings is limited due to the 

small number of subjects and regional influences. Replication 

of this study in other regions of the country is recommended. 

Variables for further study include variations in the wine 

instruction, such as male instructors and/or male and female 

co-instructors, the season of the year for training, and 

incentive programs. Other variables may include longer 

tracking periods of food server sales, use of different types 

of restaurants and wine programs. 
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CHAPTER I 

INTRODUCTION 

Background 

Within the last 12 years the wine industry in Texas has 

evolved from a few small wineries supported by a few 

grapegrowers to 2 6 bonded wineries and several hundred 

grapegrowers located throughout the state (Figure 1). The 

high plains region is especially productive in growing grapes 

for producing wines. Here grapes have flourished and 

winemakers have had much success with production of high 

quality wines. Some of these wines have won national and 

international awards for excellence (Fitzgerald, 1988). 

The population of Texas lags behind the rest of the 

nation in wine consumption. The consumption of wine per 

capita in the U.S. is 3.1 gallons, but the consumption of 

wine is only 1.9 gallons per cap .ta in Texas. Wherever there 

is a local winery, per capita consumption increases (Texas 

Department of Agriculture, 1986). With award-winning 

wineries producing superior products locally, the lag in 

consumption presents a problem in the development of wine as 

a potential supplementary product. 

The vintners and grapegrowers in the state of 

California, largest producer of wines in America, have 



LEGEND 
No< toSc iU 

1. La Eíc*rbad« XIT Wincry 
2. Pheasanc Ridge Wincry 
3 . Llano Estacado Winery 
4. Tcytha Ccllan 
5. Diccanowtki Cellars 
6. Ste. Genevicve Wincry 
7. Sc Lawrence Winery 
8. Bluebonnet Hill Wincry 
9. Val Verde Winery 

10. Oberhellmann Vineyards 
11. Pcdemalcs Vineyardi 
12. Fall Creek Vineyards 
13. Slaughtcr'Lefcwich 

Vineyards 
14. Cyprcss Valley Wincry 

?. 

15. Wimberley Vallcy Wines 
16. Guadalupc Vallcy Winery 
17. Moycr Texas Champacne Co. 
18. Alamo Farms W nery &. Vincyards 
19. Messina Hof Wine Cellars 
2 0 . Piney Woods Councry Wines 
2 1 . Tcjas Vincyards 
2 2 . Preston Trail Winery 
23 . La Bucna Vida Vincyards 
24 . Chateau Montcolficr Vineyards 
25 . Sanchex Creek Vineyards 

Figure 1. Major Winer ies Located in Texas. 
Department of A g r i c u l t u r e , 1989) 

(Source: Texas 



addressed the issue of wine consumption in the development of 

the industry. Basic marketing research indicates that wine 

consumption habits are based on knowledge. The knowledge of 

wine, specifically how it tastes and what foods and wines are 

good combinations, is generally imparted by personnel in the 

hospitality and retail industries (Winegrowers of California, 

1987) . 

When people go out for an evening of fine dining, a food 

server may suggest a wine to complement their meals. If they 

try it and enjoy it, they begin to learn about the product. 

Tasting wine with food in a restaurant can be the beginning 

of enjoyment and the purchase of new products for adult 

consumption. The next logical phase in the development of a 

wine consumer is the purchase of that wine (or similar 

product) at the local retail outlet (liquor store, grocery 

store) to be enjoyed with family and friends when dining at 

home. With these two experiences in on- and off-premise 

purchase of wines, a wine consumer may begin a pleasant and 

on-going learning process in the knowledge of wines and fine 

dining experiences (Winegrowers of California, 1987). 

With slightly more than 1,000 wineries in the United 

States, the state of California has the majority with 600 

wineries and over 6,500 grapegrowers. California has a $5 

billion dollar wine industry which accounts for more than 90% 

of the domestic wine sold in the United States. With these 

profit factors, California provides a model for development 

of the wine industry for other states including Texas. Well-



known large state producers are Washington, Oregon, and New 

York. Wine is produced in 47 of the 50 states in the U.S. 

(Figure 2) (Winegrowers of California, 1987) . 

The wine industry in Texas is in a stage of rapid 

development and expansion with nearly 50 varieties of Texas 

wines in production. Industry development and production has 

seen expansion from 50,000 gallons produced in 1982 to 

650,000 gallons in 1986. Approximately 3,000 acres of wine 

grapes are in production in Texas. The forecasted potential 

economic impact was projected to be $16 million for year 1988 

with economic evaluation in progress (Texas Department of 

Agriculture, 1986). 

As production of wines in America has increased 

throughout the decade of the 80's, problems have arisen. 

Wine sales began to flatten between 1981 and 1983. In 

attempting to address the lag in wine sales throughout the 

nation in 1984, the California grapegrowers and vintners 

formed a state association, Winegrowers of California, which 

embarked on an improvement strategy through a wine marketing 

order in the state (Stacy, 1984). 

The end of the "wine boom" has spurred a 
new sensitivity to marketing needs. Currently 
the California wine industry is inaugurating 
a marketing order program by which grape growers 
and wineries are assessed a percentage of funds, 
based on gallons/unit volume. The monies then 
are allocated to various marketing programs for 
the development of wine sales through research, 
promotion, public relations and advertising 
executed on a generic level. (p. 69) 



co 
Q) ^ 
4-) r -
03 00 
4-) cr\ 

-O -
Q) fC 
-P -H 
-H c: 
G U 
D O 

4-1 
0) -H 

.a rH 
-P CT3 

O 

O "H 

CO 
G 
O 

- H 

CO 

Q) 

cu o 

Cn (u 
•H -H 
U S 

-o 
O •• 
U Q) 

CU U 

Q) 
G O 

-H CO 

Csl 

U 

-H 



The state of California, with a vested interest in 

continuing to enjoy production of successful crops, was 

innovative in approaching the problem of flat sales. Their 

efforts proved fruitful in the development of increased 

knowledge, through marketing research, about consumer 

behavior in regard to wines. A study to learn about the 

purchasing of wines in restaurants and retail stores by 

consumers was conducted for the Winegrowers of California by 

Oxtoby-Smith, Incorporated, a New York-based marketing 

research firm. The results showed that information and 

suggestions about the products made by restaurateur and 

retail staffs were integral to the purchase of wines for 

many consumers (Shanken, 1986) . With this new information, 

the Winegrowers of California developed, implemented, and 

evaluated wine training programs in 1986-87 targeted at the 

hospitality and retail industries. The wine sales were 

tracked for a six-month period of time. The training 

programs were deemed highly successful with an average 

increase in wine sales of 42% in the restaurants where the 

training was implemented. The retail stores experienced an 

average increase of 37% in wines sales (Winegrowers of 

California, 1987). These increases were considered a direct 

result of training on wines. In acknowledgement of these 

figures, training in restaurants and retail outlets within 

the state of Texas would appear to be a sound marketing 

technique. 



With the numbers of people dining out, there is much 

competition in the restaurant industry today. There are 

numerous restaurants from which the customer may choose. In 

order to encourage "repeat business," restaurateurs are 

demanding good skills in their waitstaffs. People are 

demanding good food and quality service. Quality service is 

a complex concept, especially in the fast-paced restaurant 

environment. Wine service is also complex, requiring 

knowledge and skill. 

Providing helpful suggestions to customers who 
are indecisive or confused shows care and concern 
for them as customers. But before service people i 
can make helpful suggestions, they must be alert / 
to customers' needs and have a thorough knowledge 
of the products and service they are providing. 
They must be ready to recommend a kind of wine, 

effective training is the key to 
customer service. (Martin, 1986a, p.36) 

Rationale 

The Bureau of Labor Statistics reports the U.S. economy 

has produced 31 million new jobs since 1972 and will add 21 

million to that figure by the end of the century. Of these 

jobs, 66% will be in the service industry (Richman, 1988). 

The International Labor Organization (ILO) has identified 

millions of workers for whom technological advancement, 

demographic changes, composition of the work force, and the 

changing role of the public sector mandates a need for 

training and retraining efforts through public and private 

enterprise (Kanawaty, 1985). Francis Tuttle, former 

President of the American Vocational Association (AVA), has 
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recognized the needs of millions of Americans who are 

unemployed, under-employed, unskilled, or who suddenly find 

their old skills are no longer useable. He challenges the 

nation's vocational education teachers, institutions, and 

private industry to address vocational education as a means 

of redirecting these people toward becoming fully productive 

(Tuttle, 1988). This study is related to vocational 

education as food service employees are primarily young 

adults, post-high school age, working in adult occupations 

requiring no formal college education. Instruction or 

training in this field is considered vocational in nature. 

Restaurant waitstaff (food servers, bartenders, and 

cocktail servers) held 4.2 million jobs in 1986. People in 

the U.S. are dining out on a frequent basis due to a 

greater number of families, with both spouses working full 

time, people with disposable income, and a general increase 

in the economic level in the country. Both individuals and 

families, due to overall level of economy, work hours, and 

demands on time, are dining out much more frequently. The 

labor market has forecast an even greater need for food and 

beverage servers as the end of the century nears. By the 

year 2000, the need for employees in food and beverage 

service will be immense. With the figures projected for the 

future, it appears the wine industry, more than ever in the 

past, will have opportunity to increase consumption per 

capita, given trained food servers (Occupational Outlook 

Handbook, 1987, Fall). This information, combined with the 



need for expansion of the Texas wine industry, provides the 

thrust for studying the effects of wine instruction. 

The theoretical framework for the study is found in 

learning theory and adult learning theory, in particular. 

Adult learning theory is introduced here and will be expanded 

further in Section One of Chapter II. 

According to Cross (1981) young adults appear to perform 

best on tasks requiring quick insight, short-term 

memorization, and complex interactions. The participants in 

the study were food servers, bartenders, and cocktail 

servers, positions filled by young adults (18 to 30 years of 

age) . For the subjects participating in wine instruction, 

their motivation to learn new skills is consistent with 

Chamberlain and Kelly's (1981) views on adult education. 

They state that adults are "motivated to learn in order to 

keep up with new information in a changing society, to learn 

better ways to cope and survive in that society, and to use 

leisure time to better take advantage and to prepare for 

career changes" (Chamberlain & Kelly, 1981, p. 34). The 

knowledge of wines, food and wine pairings, selling, and 

service skills may be new information to food servers and 

restaurateurs. 

Long (1983) states that the adult learning model is 

based on four factors. These include: 

1) Awareness of larger social issues, events, and 
trends can be instructive in the planning of 
adult and continuing education activities and 
programs. 
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2) Adult and continuing education activities and 

prpgram planning are informed and rewarded by 
adherence to historical characteristics of the 
field such as dynamism, pluralism, pragmatism, 
and voluntarism. 

3) Philosophical concerns such as the purpose of 
adult and continuing education and the people 
it should serve interact with variables in each 
of these assumptions. 

4) Programming in adult and continuing education 
is creative. (Long, 1983, p.l9) 

These four concepts embody several features of wine 

instruction. The trend in wine to accompany foods has been 

established. There is a need for food server instruction on 

selling and serving the products in restaurants. Wine 

instruction is pragmatic instruction for the purpose of 

increased knowledge of proprietary products. The wine 

instruction in this study is more broadly based than the 

informal presentation of wines by vendors. The subjects in 

this study participated in components tastings as well as 

wine tastings. This is one example of a basic expansion of 

the usual introduction of products to the food server 

(Shanken, 1986; Osterland, 1980). 

Houle (1972) has developed two models of adult education 

which identify periods of learning throughout a lifetime 

(Figures 3 and 4). As shown in Figure 3, the classic 

model of professional education emphasizes traditional 

education units. It begins with a basic education, 

preparation for specialized, work-oriented training, and non-

specific continuing education. This model fits well with 

apprenticeships and pre-service internships. 
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Houle presents a second model (Figure 4) which 

incorporates more in-depth continuing education. In the 

emerging model, he focuses on continuing education based on 

change and renewed skill development as well. With food 

server training, as in the present study, Houle's second 

model allows for curriculum development based on new or 

different products and skills in the restaurant environment. 

With the high turnover rate in the hospitality industry, food 

servers may also need "refresher" type courses to perform 

adequately following a lapse in continuous job functioning. 

Problem Statement 

Vintners and grapegrowers have long depended on 

marketing and advertising to sell their products. | With the 

recent research indicating product sales are tied to personal 

communication and recommendation, the need to impart product 

knowledge to the personnel in on- and off-premise settings 

(restaurants and liquor stores/grocery stores) has been 

identified. 

As the developing Texas wine industry is considered in 

its infancy, product development and production capacity 

expansion receive top priority in terms of the allocation of 

resources. With capital and personnel being limited, the 

feasibility of a strong support staff in instruction as a 

function of marketing/sales is also limited (Fitzgerald, 

1988). However, an increase in wine consumption per capita 

in Texas is necessary for the wine industry to expand. If, 
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as research supports, consumption increases as consumers 

learn about wines through restaurateurs (their waitstaffs) 

and retailers, then a program of wine instruction would be of 

potential benefit to the industry and the Texas economy 

(Winegrowers of California, 1987). 

The purpose of this study was to develop and test the 

effects of a wine instruction program on food servers' sales. 

Based on the Winegrowers of California study, it can be 

hypothesized that increased knowledge of wines will lead to 

increased sales of wines by food servers to their customers.Í 

The study was limited to on-premise restaurant settings, 

thus the training consisted of product knowledge, selling 

skills, and service techniques. The workload in the food 

service industry is fairly high-pressured with short periods 

of high activity. Food and beverage service employees work 

for an industry-accepted standard wage ($2.02/hour) and 

receive gratuities for their services. It is basically a 

sales and service position (Osterland, 1980). 

In support of the study, the following questions were 

addressed: 

1) What factors are important in contributing to the 

amount of wines sold by the waitstaff? 

2) What effect does wine instruction have on the sales 

of wine in restaurants? 

3) What effect does wine instruction have on the 

participants' product knowledge, selling skills, 

and service techniques? 
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4) How do the subjects feel about on-the-job training 

in wine instruction? 

5) Is wine instruction cost-effective for 

restaurateurs? 

The study should contribute to the limited body of 

previous literature on training in the hospitality industry 

and the marketing of wine through training.^, The study will 

make contributions to the literature from both a theoretical 

and empirical perspective. 

The need for empirical research for the hospitality 

industry has probably never been greater than it is today. 

Empirical research—pragmatic studies with managerial 

applications—is often performed on a proprietary basis for 

individual hospitality companies. But what is needed are 

good non-proprietary research studies that will benefit the 

entire industry (Lewis, 1986, p. 56). 

\The information gathered and the knowledge gained may be 

found useful to restaurateurs, vintners, and educators in the 

hospitality industry.\ The educational benefits are numerous 

and diverse. Primary benefits include increased skills and 

knowledge which should improve job performance. In the 

restaurant industry this should result in increased profits 

for the restaurateur, increased gratuities for the food 

server and an enhanced dining experience for the customers. 

This type of instruction, a type of vocational education, 

includes nonpecuniary benefits, such as: increased knowledge, 

greater job opportunities, higher job satisfaction, positive 
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work attitude, and employer's satisfaction with employee 

performance (Shugoll and Helms, 1982). 

Definition of Terms 

1) Attitude—specific or organized set of beliefs that 

reflect a stable disposition toward an object or 

situation. This disposition could be favorable or 

unfavorable. 

2) Components tasting—experience of tasting three 

(sweet, sour, bitter) of the four basic flavors 

perceived in the mouth. 

3) Cost-benefits—return on investment resulting from 

increased profits after subtraction of costs for 

training, labor and products. 

4) Dollars per head spent on products—industry-

accepted term for average (dollar amount) of sales 

in a restaurant given the total number of diners 

per day and/or evening. 

5) Hospitality industry—industry in support of 

products and services related to travel, tourism, 

foods, lodging and ancillary services. 

6) On-premise—products purchased and consumed 

on site. 

7) Product knowledge—product-specific information, 

(history, production, flavor, aroma, pronunciation, 

food and wine pairings) which may be found useful 

in the sales of wines. 
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8) Panhandle region—Northwestern area of Texas, 

major city: Amarillo, Texas. 

9) Restaurateur—owner and/or manager of "in" or 

"away" from the home eating establishment. 

10) South Plains region—Lubbock (Hub) and surrounding 

counties in Texas; major city: Lubbock, Texas. 

11) Tracking—method for collecting sales data for 

subjects in experimental and control groups in this 

study. Wine sales were tracked per server to 

establish baseline (dollars per head spent on 

products) prior to training. Tracking continued 

for four weeks thereafter. 

12) Training—vocational education unit of instruction 

on wine for food servers in the experimental group 

in this study. 

13) Waitstaff--general term for restaurant employees 

whose duties include sales and service of foods and 

beverages. Titles include food server, bartender 

and cocktail server (Winegrowers of California, 

1987) . 

14) Winegrowers—persons whose vocations are grape 

growing and/or winemaking (Winegrowers of 

California, 1987). 

15) Viniculture—the study of winemaking (Winegrowers 

of California, 1987). 

16) Viticulture—the study of grape-growing 

(Winegrowers of California, 1987). 
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Scope and Limitations 

The study was conducted in May and June of 1989. This 

time period was selected so there would be no major holidays 

influencing wine sales. However, it is recognized that other 

factors beyond the control of the researcher may have had 

impact on the implementation and results of the study. 

Subjects for the study were 62 waitstaff employees who 

participated in the experiment. Intact groups were used. 

The employees of two restaurants were the participants. It 

was not possible to randomly assign subjects to experimental 

and control groups. The sample was composed of volunteers 

and was one of convenience, utilizing local restaurant 

employees. The sample (30 subjects in the experimental 

group, 32 in the control group) is acknowledged as extremely 

small. Therefore, the generalizability of the results is 

limited. 

The scope of the training was limited to certain 

factors, including exclusive use of the wines on the 

respective wine lists for tasting, and food and wine 

pairings. Other limitations were associated with costs and 

product losses, thus participants observed proper wine bottle 

opening techniques rather than opening bottles individually. 

This study did not attempt to address every factor associated 

with wine sales and service. 

The locations of the study (Panhandle and South Plains 

regions of Texas) provide a relatively limited area from 

which to select subjects, especially when compared to 
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previous research (wine instruction programs) conducted by 

the Winegrowers of California. Amarillo and Lubbock, two 

mid-sized cities, are unique in themselves. One is situated 

in a "dry" county which means no sales of alcohol off-

premise. Another informal influencing factor is that both 

cities are considered in the "Bible Belt"; thus increasing 

consumption of wines per capita in Texas may have some built-

in resistance. 

Again, the purpose was to conduct and track the training 

with no major holidays which could influence purchasing 

habits. However, it should be noted that the month of June 

is the very flattest (in sales) month in the year for 

restaurants in this area. The results might have been 

different during months of higher sales in general. 



CHAPTER II 

REVIEW OF LITERATURE 

The review of literature is divided into four sections. 

The first section concerns adult learning theory, which 

provides the theoretical framework for the study. The second 

section on training discusses course development and training 

on product knowledge and sales in the private sector. The 

third section, training in the food service industry, 

describes training on food products and services. The fourth 

section addresses the cost-effectiveness of training. 

Adult Learning 

Learning may be defined as a process which involves 

change due to the acquisition of habits, knowledge and 

attitudes. A change in behavior implies that learning has 

taken place. Learning can be considered as a product, a 

process and a function. According to learning theorist Bloom 

(1956), the three domains of learning include the cognitive, 

the affective, and the psychomotor. The wine instruction in 

this study involved all three domains of learning. The food 

servers learned about the products (cognitive) as well as how 

to serve and sell them (psychomotor). The affective domain 

was involved in the subjects' feelings about wine instruction 

and change in knowledge and potential customer satisfaction. 

19 
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Cognitive skills are basically knowledge, comprehension 

and the understanding of concepts. Food servers need 

cognitive skills for product knowledge and understanding of 

the wine program in the restaurants in which they work. 

Affective skills involve attitudes and feelings. Psychomotor 

skills involve physical action, movement, and coordination. 

Food service, including the serving of wine, requires motor 

skills which are involved with opening and pouring still 

wines, champagnes, and sparkling wines. 

If learning results in a change in behavior, the study 

of the theories of Behaviorists (Watson, Pavlov, Guthrie, 

Skinner & others) is appropriate (Kidd, 1959; Elias & 

Merriam, 1980). Behaviorists believe in behavior as 

determined and controlled by the environment. A person's 

behavior is determined by events experienced in an objective 

environment. The two types of learning, as proposed by 

behaviorists, are classical conditioning and operant 

conditioning. In classical conditioning the responses are 

conditioned and unconditioned reflexes, such as in the Pavlov 

dogs experimentation. In operant conditioning the stimuli, 

reward, reinforcement, and feedback are all important. The 

response is as important as the stimulus. If reinforced, the 

response will solidify the bond to the stimuli (Kidd, 1959; 

Elias & Merriam, 1980). 

Wine instruction, as conducted in this study, utilizes 

the concept of operant conditioning in that food servers 
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receive stimuli, reward, reinforcement, and feedback in the 

selling and serving of wines to customers. The stimuli is a 

wine list or food/wine pairing chart. The reward for a food 

server is increased gratuities through increased sales 

(higher check average). The food servers receive 

intermittent reinforcement for their efforts in selling 

wines. Some of the customers choose to buy wines and some do 

not. The feeciback comes in the form of questions or comments 

from their customers and praise and encouragement from 

supervisors. 

In behavioral education, the student is active rather 

than passive. In a classroom environment the course/lesson/ 

exercise is arranged to evoke certain behaviors. These 

behaviors are reinforced in the laboratory or learning 

setting (Elias & Merriam, 1980). In the wine instruction 

conducted in this study, the anticipated change in behavior 

based on newly-learned knowledge and skills was a change in 

wine sales. Following behavioral education guidelines, a 

wine instruction program should include a learning setting in 

which the student is able to practice newly acĉ uired 

knowledge and skills. The students need information about 

the products and also need to participate in exercises which 

simulate the selling and serving of the wines. 

Malcolm Knowles (1980) initially identified two distinct 

learning methods based on age. Andragogy is defined as the 

art and science of helping adults learn, whereas pedagogy is 
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defined as the art and science of teaching children. These 

definitions were based on historical differences within the 

organized educational setting. Historically children have 

been taught using adult-selected subject matter in 

development of a sound educational base from which the 

student would draw at a later period in his life. With 

adults, learning is usually by choice in order to fulfill a 

need. The learning is generally self-directed with immediate 

use of new skills or knowledge. Based on supportive data 

from educators throughout the U.S., Knowles (1980) has since 

acknowledged some andragogical concepts which are appropriate 

for the younger learner. For example, some subject matter 

units lend themselves to self-direction, exploration, or 

creative type activities. 

In examining the differences between pedagogy and 

andragogy, some assumptions can be made. The concept of the 

pedagogical learner is "dependent," with society responsible 

for curriculum, implementation, and outcome for the child 

(Long, 1980). In contrast, the adult learner is independent 

and takes his/her own responsibility for learning. In regard 

to the learner's experience, adults enter the educational 

setting with a reservoir of personal experiences and 

preferences for laboratory experiences, problem-solving 

technicîues, and simulation exercises. The learning 

experience of children is based on their exposure to their 

teachers, textbooks, audiovisual aids, and other 
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supplementary teaching aids. An adult learner's readiness to 

learn is based on a problem to solve, whereas a child's 

readiness is based on the teacher/school/society's 

determination. In this study, wine instruction in the 

workplace focused on meeting a need in order to solve a 

problem. The subjects participated in exercises and role 

plays. The newly-learned skills and abilities were put to 

use immediately. This applies the assumptions Long (1980) 

has made regarding differences in andragogical and 

pedagogical methods. 

Long (1980) has identified superior conditions of 

learning for the adult. The wine instruction program was 

developed to incorporate some of the following conditions: 

1) Learner feels a need to learn. 

2) Learning environment is characterized by physical 
comfort, mutual trust and respect, mutual 
helpfulness, freedom of expression, and acceptance 
of differences. 

3) Learners perceive the goals of a learning 
experience to be their goals. 

4) Learners accept a share of the responsibility for 
planning and operating a learning experience, and 
therefore have a feeling of commitment toward it. 

5) Learners participate actively in the learning 
process. 

6) Learning process is related to and makes use of 
the experience of the learner. 

7) Learners have a sense of progress toward their 
goals. (p. 57) 
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Houle (1972) presents a general historical background of 

adult education. He includes Kurt Lewin, father of group 

dynamics, John Dewey, and Ralph Tyler as being influential in 

the development of adult education. Houle discusses the 

evolution in adult learning in terms of a process entitled 

"change theory." This process is described as an occurrence 

between a "client and agent." This can be a change in 

information, knowledge, and/or skill development from an 

agent to a client. It also can be likened to an exchange 

between two persons or one person and a group of persons, for 

example, in a class. In regard to change, Miller (1985) 

proposes that change is the key factor in life long learning. 

It outdates present skills, creates new demands on the 

individual, and presents new opportunities. 

According to Long (1983) adult education may be 

described by a number of characteristics which include 

creativity, pragmatism, and dynamism. Problem-solving might 

be characterized by creativity whereas team-building might be 

characterized by dynamism. In the case of this study, food 

server instruction on wines would be categorized as 

pragmatism. The learning is for a specific purpose, such as 

occupational improvement, development of a useful skill, or 

solution to a specific problem. 

The major influences upon adult education, according to 

Long (1983) include: a) changing population, b) inflation, 

c) consumer movements, d) status of women, e) politics, and 
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f) mixed attitudes toward education. Some of these 

influences are corroborated by the statistics and projections 

of societal needs and the work force as discussed in Chapter 

I. For example, more women have entered the work force which 

has resulted in a need for more and different goods and 

services. New industries have been developed which require 

new training and/or retraining. According to Long (1983) 

trends of adult education of the 1980's indicate that some 

people want programs (courses, classes, units of study) 

designed for personal life enrichment while others emphasize 

the need for occupationally-oriented educational activities. 

Knowles (1973) identified three types of adult learners: 

goal-oriented, activity-oriented, and learning-oriented. 

Goal-oriented learners want to achieve a purpose or 

accomplish a goal. Learning-oriented persons are generally 

interested in learning for learning's sake. Activity-

oriented learners may have no connection or purpose to the 

learning experience. Food service workers participating in 

wine instruction would likely be categorized as goal-

oriented. Their purpose would be increased knowledge and 

skills for improved job performance. 

In response to a recjuest from Alan Mumford, Professor, 

Manchester Business School and The Development Consortium in 

England, Morris (1987) participated in a dialogue about 

action-learning with Mumford. Described as a process within 

any adult education unit, Morris believes courses should be 
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established as "programmes" with the "process" as the method 

by which the adults learn. According to Mumford, adults come 

into the process with their knowledge based on experience. 

The programme is presented and the learner applies the 

process based on his/her own experiences. Because of this 

pre-existing knowledge-base and experience, practice 

(simulations) should be included in all courses within a 

programme. Practice allows the learner to utilize personal 

background and experiences in absorbing new knowledge and 

skills (Morris, 1987). 

From a philosophical standpoint, Elias and Merriam 

(1980) have introduced typologies of adult learning 

approaches, one of which is behavioristic. In program 

development for wine instruction, the behavioristic approach 

would be appropriate because it is competency-knowledge 

oriented. Wine instruction is based on knowledge of 

products, selling skills and service technic^ues which will 

lead to a change in behavior in support of the sales of the 

product. 

Earlier in his educational research, Long (1980) 

identified five program areas for adult education, with 

multiple sub-classifications within each area. The five 

areas are: 

1) Problems and Issues of Society 

2) Subjects of Personal Interest 

3) Skills and/or Knowledge for Occupational 
Improvement 
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4) Subjects related to Intellectual Skills 
Development 

5) Subjects related to Personal Life Problems and 
Demands. (Long, 1980, p. 172) 

The third classification, skills and knowledge for 

occupational improvement, supports wine instruction for food 

servers in restaurants. 

Kidd (1959) discussed curriculum development that should 

include practice for learning in which the principles can be 

readily grasped and/or some physical skill which is similar 

to the skills that the subject already knows. This would be 

a process of expansion or building upon an existing 

knowledge-base and skills level. Wine instruction for food 

servers, bartenders, and cocktail servers in restaurants fits 

well with this premise. Experienced waitstaffs are somewhat 

knowledgeable of sales and service of different foods and 

beverages, however, the product knowledge, sales and service 

of wines may be new and different from other food and drink 

items featured in a restaurant. 

In planning an instructional program for adult learners, 

specific curriculum and course development needs must be 

identified. Jensen, Liveright and Hallenbeck (1964) 

have identified the following elements of program 

development: 

1) It is an activity. 

2) It has order and continuity. 

3) It includes more than one item or event. 



28 
4) It includes educational objectives. 

5) Events within the activity are related to every 
other event. 

Planning and development of an adult instruction program 

is contingent upon need, objectives, constraints, 

alternatives, selection, implementation, evaluation, feedback 

and modification (Londoner, 1972). The heart of adult 

education lies in the ability of its program designers to 

perceive all of the relevant elements in situation after 

situation and to take them into account in planning and 

carrying out the learning program (Houle, 1972). 

In the Handbook of Adult Edncation, Houle (1970) 

discussed competencies of educators of adults. He stated 

that those who guide adult learners recîuire two forms of 

expertise: the mastery of the "content" to be conveyed and 

the mastery of instructional technicjues rec^uired in the 

particular setting to achieve desired objectives. Houle 

identified an adult educational framework (Figure 5). Within 

the areas of continuing education, as depicted in Houle's 

models of professional education (refer to Figures 3 and 4) , 

this figure identifies the tasks of the course developer. 

The developer must construct adult training based 

on an accepted identified need. The course is then developed 

with clearly defined objectives. The implementation would be 

dependent upon existing resources, methods, timing (and other 

criteria), as well as the specific needs of the learners. 
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Training in Industry 

Training and retraining efforts are necessary within all 

industries based on technological changes and personnel 

changes. Companies and corporations may have human resource 

departments in which training is a function. Researchers in 

the American Society of Training and Development (ASTD) 

conduct national surveys on training and indicate companies 

are positively addressing training needs with monetary 

resources and appropriate personnel (Wall Street Journal, May 

23, 1989). The rationale for development of training 

departments includes increased skill development, improved 

performance, greater employee satisfaction, reduced 

turnover and reduced absenteeism in support of increasing 

profits for the company. It is projected that the average 

increase in training efforts in business and industry for 

1989-90 will be 70% over 1988's allotments. 

Not all industries are of the size to support internal 

training and development services. Utilization of other 

resources can provide services without the cost of overhead, 

benefits, and salaries of on-site personnel. John Bayley 

(1986) has studied private sector training efforts in 

cooperation with university services. He emphasizes that 

training efforts, regardless of how dispensed, require pre-

conditions, some of which include: 

— Top management sees training as important 
and links it directly to operational performance. 
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— Courses include tailor-made materials to fit 

specific training needs. 

— Specific objectives must be defined, progress 
monitored and results measured against objectives. 

(Bayley, 1986, p. 40) 

In an effort to improve a well-developed training and 

development department within Bell Atlantic's C & P Telephone 

Company, course developers converted several customer service 

courses into improved, briefer courses based on "accelerated 

learning concept." The following are principles of 

accelerated learning: 

1) Be positive and accepting. 

2) Provide natural, comfortable and colorful 
settings. 

3) Exalt rather than trivialize trainees. 

4) Help people eliminate or reduce any fears, 
stresses or learning barriers. 

5) Be supportive of both trainer and trainee. 

6) Provide a multi-dimensional approach to 
learning. 

7) Accommodate different learning styles, speeds 
and needs. 

8) Make learning fun rather than serious and 
overbearing. 

9) Provide for group-based learning. 

10) Present material pictorially as well as 
verbally. (Gill & Meier, 1989, p. 63) 

Previously these courses were poorly attended and evaluated 

as time-consuming and meaningless for employees. Basically 

the courses were changed to utilize an interactive format 

involving teamwork and collaboration on solutions to problems 
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in customer service. The class consisted of problem-solving 

with role plays, learning labs, mental imagery exercises and 

were conducted with trust for the learner and the learning 

process. Students evaluated the customer service courses as 

non-threatening and energy-producing. Bell Atlantic's 

training department evaluated the training as highly 

successful identifying the following positive results: 

— Employees are productive sooner. 

— Job performance is higher. 

— Training time is cut in half. 

— New courses are easier to update. 

— Learning process less tedious, more enjoyable. 
(Gill & Meier, 1989, p. 65) 

In addressing a shortfall in their pool of substitute 

tellers, the educators in the Training Division at the 

corporate headc^uarters of the Wells Fargo Bank in San 

Francisco were faced with staffing problems. They needed 

well-trained part-time personnel to fill in as substitutes 

and/or during the labor-intensive hours of 11:00 a.m. to 1:00 

p.m. Tellers need skills and abilities in customer service, 

products and bank processes (Haig, 1987). The usual method 

involved sending employees to training classes away from the 

work place for days and sometimes a week. With part-time 

employees, expenditures were prohibitive. 

The training department developed on-site training 

"clinics" of 75 minutes to three hours in duration. The 

clinics were well-designed and specific to the training 
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needs. Criteria for development of a "clinic" to meet 

training needs is as follows: 

— Skill practice is necessary. 

— The need is immediate. 

— The student-base has skills or knowledge to 
expand, build upon or alter. 

— There are changes in current policies or 
procedures. 

— Managers are accountable for employees' learning 
and results. (Haig, 1987, p. 136) 

The training department reports several benefits of the 

"clinic." The courses are short, quick to develop, cost 

effective to design and present. In addition, they are 

flexible to meet different delivery constraints. Manage-

ment considers the clinic approach highly successful in 

meeting the needs of part-time employees. 

Skill development of lesser-educated employees can be 

improved with training programs specific to their needs. 

Parsons (1986) described such training for Dennison, an 

office supplies and equipment company with major products 

being pre-printed label stock and equipment needed for 

customers to imprint price and inventory data codes on labels 

and tags. Within the Retail Systems Division, product 

knowledge and techniĉ ues for marking-room employees seemed in 

critical need of attention. This division was noted for its 

high turnover rate and problems with limited English and 

limited education, as well. A self-paced training course was 

developed which paired examples of products with the process 
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by which the products were manufactured. The objective of 

the training was to help employees understand knowledge of 

the industry, products and processes. After completion of 

the training sessions and implementation of the training, 

management reported a reduction in error rates and a 

measurable increase in productivity as well. Supervisory 

personnel who helped in the course implementation saw the new 

trainees quickly become comfortable with the ecjuipment 

through a self-paced course which had immediate feedback for 

development of correct learning (Parsons, 1986). 

Continuing with evidence of successful training 

experiences for non-supervisory personnel, the Coca-Cola 

Company in Atlanta (Wachtel, 1987) designed workshops for 

non-supervisory employees (mail clerks, shipping clerks, 

stock clerks). The goal of these workshops was to teach new 

skills and enhance existing ones. The trainers produced 

four-hour workshops on a variety of subjects such as, 

business math, oral communication, listening skills, etc. 

The courses included exercises and role-playing activities. 

These in-class activities were conducted with students 

experiencing learning in a far less threatening environment 

than in school. Although the evaluation tool for these 

courses was a simple student critique, Wachtel asks: "What 

dollar figure do you put on things such as improved 

performance, greater productivity reduced absenteeism and 

higher morale?" (Wachtel, 1987, p. 18). Wachtel addresses 
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the problem that most seminars, courses and workshops are 

aimed at management and supervisory levels. He feels that 

training should begin "bottoms up," starting with lower 

functioning personnel. An unexpected result has occurred 

with Coca-Cola since the training with the mailroom 

personnel. Many other departments within the company 

(security, vending, maintenance and word-processing) have 

recîuested this training for their departments. Upon 

implementation, this should result in a higher functioning 

corporation all around (Wachtel, 1987). 

A unicjue training program for product knowledge was 

developed and implemented for sales representatives of Xerox 

Corporation. In introduction of a new product, a publishing 

software package, the company devoted resources to training 

the employees as to how their customers would use the 

product. In the past, new products were introduced to the 

sales force with the usual product marketing sheets which 

emphasized features and benefits. In an effort to better 

educate their sales forces across the nation, each regional 

sales office was represented at an in-depth training session 

that enabled each learner to simulate the customer's actual 

usage of the product. Trainers gave ample opportunity for 

practice with the publishing software package, accounting for 

the fact that these were sales people, not writers. Results 

of the effectiveness of the training program has been proven 

in practice. The students' performances in the field have 
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matched the instructor's evaluation of the performance during 

training (Sparks, 1987). 

Implementation of training programs for improvement in 

skills has been documented by trainers within the Molex 

corporation, a manufacturer of terminals, switches and 

connectors to high technology customers (Bragg, 1987). An 

audit of questionnaires revealed a sales force badly needing 

improvement in basic sales skills and product knowledge. 

The company invested in training in sales skills through a 

private corporation. The course developers incorporated 

Molex-specific information in the area of product knowledge, 

sales management procedures, and overall company operations. 

Integral to this training was a strong emphasis in practicing 

or "acting out" what was being learned. The classes devoted 

75% of class time to role-plays and exercises which would 

support the sales staff in their work with new products and 

customers. Molex management staff attended for better 

comprehension of training programs. In evaluation of newly-

applied skills and knowledge, a program audit projected an 

annual return on investment of 37:1 and 40:1 after two 

quarters, respectively, of business tracking. In addition, 

the employees evaluated the training programs as sound 

investment of time, albeit encroaching upon their usual time 

spent with current and potential customers. According to 

Bragg (1987) the basic sales theories, integral to all sales 

training, include 
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Can I figure out how this customer can use 

one or more of our products? 

and 

Can I persuade him that it's to his advantage 

to buy instead of some other. . . .? (Bragg, 

1987, p. 92) 

Another large corporation involved in improved training 

methods is the Bejam Corporation (Upton, 1987). This 

corporation has a highly developed organizational structure 

with hierarchical training in each segment of the business. 

This highly successful British company recognized a need for 

training their retail workers in the Frozen Foods Centres 

division. The workers are relatively young (under 35 years 

of age), many of whom are part-time employees (70%). The 

focus of the newly-developed training was to improve customer 

service and increase business. The training itself included 

presentations by top management, videos and workbooks for 

employees. The materials and training was designed to 

equip the retail staff with skills to carry out their jobs 

effectively and also to ensure an understanding of the 

company and its business. 

Sound training programs are dependent upon solid course 

development. Cook (1986) identified a basic five-step 

program in support of training and retraining efforts. The 

steps include job analysis, task analysis, training analysis, 

training standards, and evaluation. What is the job? What 
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is involved in job performance? Can there be training 

developed to master those identified tasks? Will learning 

objectives and performance objectives be developed? Will 

course implementation (materials and methods) be appropriate 

to the learner? Will evaluation of course include 

cjuantitative and cjualitative information? In other words, 

did the course teach a task which resulted in improved 

performance and satisfaction by learners? Instructors need 

to be technically competent and manifest good delivery 

skills. 

Foundations of a training program may include practice 

sessions with activities well-designed and thoughtfully 

executed to enhance learning. This is especially important 

if it is a skill deficiency based on knowledge (cognitive) 

and motor skills. Critical to the learner is some method of 

feedback. This could include comments from the trainer as 

well as other trainees (peers) within the class. Video and 

audio-taping, depending on the skill being taught, provide 

good feedback for a learner's own assessment of skills and 

abilities (Mills & Pace, 1988). 

Training in the Food Service Industry 

In meeting adult training needs and demands, the trainer 

must design, conduct, analyze and interpret needs assessment 

activities with specific target populations (Long, 1983, 

p. 24). Hospitality industry educators acknowledge that 

rarely has the multi-billion dollar food service industry 
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been the focus of formalized research. According to Martin 

(1986a), training methods, curriculum, and materials need to 

be researched in support of the hospitality industry. 

Foucar-Szocki (1988) researched effective training 

methods currently being applied in the food service industry 

using a widely distributed mailed survey. Seven hundred 

sixteen surveys were mailed to the training directors of the 

largest food service organizations in the U.S. The two 

mailings resulted in a high response rate of 519 returned 

surveys. Being investigated was the effectiveness of eight 

methods of learning preferred by non-supervisory employees: 

textual materials, interactive simulations, expert formal 

presentations, visual lecture aids, personalized experiential 

training, self-directed learning resources, interpersonal 

passive electronic media, and observational learning. 

Methods found to be most effective were personalized 

experiential training, textual materials, interactive 

simulations and expert formal presentations. 

Personalized experiential training has also been 

investigated by Buergermeister (1988). The study of 

communication of managers and non-supervisory employees 

within the fast food industry revealed that the majority of 

management's communication with non-supervisory employees 

focused on "training" or "task-oriented" communication. This 

type of communication would fall under the category of 

personalized experiential training noted above as the 
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preferred method of learning. Further analysis of the data 

collected by Buergermeister indicates that in the fast food 

chains surveyed (McDonald's and Burger King), managers spend 

an average of nine hours of formalized training with every 

new non-supervisory employee. Also noted was the turnover 

rate which, on the average, gives a McDonald's or Burger King 

manager 50 new employees per year to train. That calculates 

to approximately 10 weeks of training time recjuired by 

managers each year. 

Hohhertz (1980) developed training curriculum for 

restaurant occupations. The Waiter/Waitress modules included 

units of instruction for the trainer and for the students. 

The students' guide included dining room attendant (terms and 

definitions), appearance and attitude for work, general 

safety, setting a table, taking customer's order, table 

service, customer checks, dining room responsibilities, and 

preparing drinks. Although this training did not include 

wine sales and service, within the module on "taking the 

customer's order," there was emphasis on product knowledge. 

This included comprehensive knowledge of the menu, food 

tastes, pronunciation of dishes, and their descriptions. 

In addressing the training needs in institutional food 

service, the Cooperative Extension Service associated with 

Michigan State University published a manual on personnel 

management (Michigan State University Food Service Training, 

1984). Within this manual is a section on training (Lesson 
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8, Training and Motivation of Food Service Workers) which 

includes new hire orientation training, job training, and in-

service training (products and services). The program 

includes the manual, videotapes, reference books, articles, 

and tests. Although no reference was made to program 

implementation and evaluation, the intent of the training was 

to accomplish the following: 

1) A new employee will learn more cjuickly what 
must be done on the job. 

2) A trained employee will do a better and safer 
job. 

3) Turnover and absenteeism may be less because 
workers feel comfortable with their skill 
level on the job. 

4) Productivity will increase because workers know 
exactly what they are to do. (p. 12) 

In a "train the trainer" environment, a study was 

conducted on the impact of a management training program 

developed to increase sanitation practices (of facility) by 

food handlers in restaurants (Wright & Feun, 198 6). The 

managers were to receive the training and impart their 

knowledge to their employees. Fifty-seven restaurants were 

selected for the experimental group and 57 for the control 

group. Pre-inspections were conducted by health department 

officials for both sets of restaurants. The training was 

implemented and included pre- and post-tests for knowledge, 

and an attitudes evaluation about the training. Two 

inspections were made after the training was completed. One 

inspection occurred a few weeks after the training. The 
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final inspection was completed six months post training. The 

results indicated no significant differences in product 

knowledge between the two groups (scores were quite high on 

the pre-test). In addition, there were no significant 

differences reported in the results of the inspections, with 

one categorical exception. One variable included "sanitation 

of the structure and eĉ uipment" in which there were negative 

differences. It should be noted that some managers have 

limited control of this variable due to costs and expenses. 

However, the attitude evaluation did indicate a positive 

attitude about the training and the instructors by the 

trainees (Wright & Feun, 1986). 

In a similar study of the effectiveness of the Texas 

Nutrition Education and Training (NET) program, trainers, 

using nationally developed and approved curriculum, held 

workshops for educators and food service personnel in child 

care facilities and private schools in Texas. The NET goal 

is to assure that the nation's children are provided with 

opportunities to learn and practice good eating habits. The 

program includes workshops, a lending library, nutrition 

education, food service management materials, and other 

services. The participants (child care center workers) in 

the experimental group evaluated the workshops as effective 

and necessary, however, their exit behaviors (improved 

nutritional planning and programs) compared to non-

participants in the control group were not statistically 
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significant. Slight changes in nutrition-related knowledge, 

attitudes, and behavior were reported (Texas Nutrition 

Education and Training Program, 1985). 

A curriculum for wine training has been developed for 

the Curriculum Center at the University of Hawaii (Manago, 

1987). The instructional unit was designed for food service 

instructors and/or restaurant managers who have to train food 

servers in the service of wine. The units of instruction 

include: 

1) The identification of different types of wine 
glasses and their names. 

2) The identification of the three parts of a wine 
glass. 

3) The recommended proper placement of the wine 
glasses for service. 

4) The identification of different types of wine 
openers. 

5) The advantages of the waiter's friend for the 
food service professional. 

6) The identification of various other operating 
ec^uipment used in wine service. 

7) The proper presentation, opening, and serving 
of white/blush table wine. 

8) The proper presentation, opening, and serving 
of red table wine. 

9) The proper decanting of older red table wines. 

10) The proper presentation, opening, and serving 
of sparkling wines. (Manago, 1987, p. 3) 

This curriculum contains handouts and overhead project 

slides; however no evaluative materials were included. In 

addition, the training included no product knowledge (types 
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of wines, pronunciation, descriptors, food and wine pairing) 

or selling skills. 

7 If food servers, bartenders and cocktail servers are to 

be trained to increase the sales of wines, it is necessary to 

develop curriculum to be used for the training. \̂ What do 

servers need to know in order to sell wines? According to 

industry experts, a good waitstaff wine program will include 

three topics: product knowledge, selling skills, and server 

technicjues (Morrison, 1987a) . To sell a product, a 

salesperson must know about the product. In the case of 

wines, basic knowledge of the types, styles, and tastes of 

wine will help the server meet his/her customer's needs. ^ 

Morrison (1987a) identified other important information 

for servers to sell wines. Knowing how wine is made, the 

major types of wines, its sensory characteristics (colors, 

aromas, flavors) and traditional and contemporary food and 

wine pairings will aid the waitstaff in product knowledge. 

Information about products has been established as 

important by the National Restaurant Association (N ̂ ) 

(Crawford, 1988). In a study entitled "Beverage Preferences: 

A Consumer Attitude Survey," the NRA found that 67% of all 

wine drinking customers like their waiters to suggest wines 

to them. Crawford reports that 58% of the decisions to order 

wine are spontanecus, thus the better the sales pitch, the 

bigger the wine sales. 
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It is critical information for food servers to know that 

wine is an alcoholic beverage with an alcohol content ranging 

from 9 to 14% alcohol, with fortified wines (brandies, 

cognacs) above 14% alcohol. When serving alcoholic beverages 

in a restaurant or bar, there is the possibility of 

intoxication with ramifications for driving under the 

influence of alcohol as well as other health related issues. 

The hospitality industry has responded to the need for 

moderation of intake of alcoholic beverages based on Dram 

Shop law: 

...the licensee, permittee or their employee who 
provide alcoholic beverages to an obviously 
intoxicated customer are liable, can be made to 
pay, for the damages caused by that customer. The 
liability is not limited to what he (the customer) 
does while in your place of work, but also includes 
what he does after he leaves your establishment. 
(Tannahill & Grimes, 1987, p. 18) 

Food servers, cocktail servers, bartenders as well as 

the management staffs need to be aware of the laws relating 

to personnel and proprietor liability and responsibilities. 

The restaurateur should establish policies and procedures for 

handling customers who manifest signs of intoxication. This 

would include an in-depth training program on the signs of 

intoxication, numbers of drinks per hour for customers 

(weight-dependent), factors which increase effects of 

alcohol, factors which increase immoderate consumption of 

alcoholic beverages, and methods of documentation and 

handling of intoxicated persons (Rutherford, 1985). 
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Specific selling skills related to the products need 

to be learned. Pre-dinner wines, food/wine combinations, 

bottle versus wine-by-glass sales, and dessert wines may be 

the components of a wine program in restaurants. Food 

servers need to know their restaurant's wine program well. 

The tastes of wines should be described by food servers to 

their customers in terms that the customers can understand. 

Wine descriptors need to be simple. For example, a food 

server may say, "We're featuring a white zinfandel this week, 

it's really nice and fruity, tastes a little bit like fresh 

strawberries. Would you like to try it?" (Morrison, 1988). 

According to Osterland (1980) , wine training should 

include service technicjues. Properly opening a bottle of 

wine, both still wine and champagne, and the use of wine 

service eticjuette (the ordering process through second-bottle 

sales) are skills which should be developed^ 

Wine is considered a liquid food and is generally 

offered as part of the meal. However, it is also 

enjoying success as a pre-dinner beverage; thus, the 

bartender and cocktail server will benefit from receiving 

training on wine sales and service. 

Research has shown that wine consumers respond 
very well to wine suggestions, especially from 
someone they've developed trust for. That's 
one area where bartenders have an advantage. 
Personal relationships are a good bartender's 
stock in trade. Always keep in mind that the 
bartender isn't just a server, but a seller, 
too. (Morrison, 1987b) 
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Research has shown that if a customer is offered a glass of 

wine as a pre-dinner beverage, 50% of the time that customer 

will order a glass of wine to enjoy with the meal Wosterland, 

1980) . 

Cost-Effectiveness of Training 

The history of training in private industry indicates 

that evaluation should receive more attention (Bell & Kerr, 

1987). Peter Drucker (1985) notes that few organizations 

have any idea what they are getting for all the money and 

effort they spend on training, let alone what they should be 

getting for it. 

Training as a function within a business should be cost-

effective. Anthony P. Carneval, Labor Economist for the 

American Society of Training and Development, reports that 

with the costs of hiring, training and maintaining an 

adequate work force, the benefits of upgrading workers' 

skills far outweighs the costs (Richman, 1988). 

In the School of Business at the University of Texas, 

Austin, department support staffs received training for 

performance improvement, new ecjuipment, skills development 

with course evaluation technicjues consisting of a "happiness 

index" (Bell & Kerr, 1987). In essence this meant "did the 

student enjoy the course." There were no further elements of 

evaluation related to courses for staff members. In order to 

better evaluate training, the Del Gaizo's 4-level Evaluation 

Model was utilized (Figure 6). The goal of the course/ 
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Level 

One 

Two 

Three 

Four 

Index 

Happiness 

Learning 

Practical application 

Bottom line 

Question 

Did participants like 
the program? 

Did participants learn 
the skills taught? 

Did participants use the 
new skills on the job? 

Was the training produc-
tive, cost effective? 

Figure 6. Del Gaizo's 4-Level Evaluation Model for 
Employee Training 

program was not only to produce knowledge gains, but to 

enable participants to change their work behavior in those 

areas. Bell and Kerr (1987) state, "A direct approach to 

evaluation is suited to measuring training results in 

industrial or goods producing and supplying organizations 

by monitoring sales or production performance figures before 

and after training" (p. 72). Upon completion of courses, 

increased job performance was recognized by supervisory 

personnel of the participants. In addition, participants 

reported improved relationships with supervisors based on 

their new and/or improved skills as verbalized by the 

management personnel. Increased skills and abilities led to 

improved performance. Supervisory personnel deemed the 

training cost-effective. 
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In the Housing Authority of the City of Las Vegas, the 

training and development department acknowledged skill 

deficits with non-supervisory personnel, specifically 

groundskeepers and repair personnel (Hambleton, 1986). In 

support of enhanced skill development, course developers 

addressed the needs. In course development, a cost-benefit 

analysis was included as part of the evaluation of training. 

In this study improvements were tracked which would impact 

the "bottom line" of the city's operating budget. An annual 

evaluation resulted in a $30,000 savings through training to 

reduce waste of parts, tools, and supplies. Hambleton also 

made reference to participants' attitudes about the training 

Not only were the groundskeepers and repair personnel proud 

of their accomplishments, supervisors within other city 

functions asked for support in course development for 

improving performance through greater skills and abilities. 

^ The primary rationale for training in industry is 

increased profits."^ The measuring of productivity in the 

hospitality industry, specifically the restaurant industry, 

re<Tuires a simple calculation. Totaling of the guest checks 

per staff member for a given period of time will determine a 

level of productivity and profitability (Weaver, 1988). 

This calculation is measurable in monetary terms. All 

outcomes can be expressed in dollar estimates (Farber & 

Berger, 1985). 
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However, in education, the enhancing and updating of 

knowledge and skills, which are provided by the training 

program, is important also. Knowledge and skills contribute 

to behavior changes that, in the case of wine training, 

should result in increased wine sales. The training should 

be measurable in terms of increased knowledge, skills, and 

positive attitudes about new knowledge and skill development, 

as well as profits. In the case of wine training, it is the 

behavioral change demonstrated by increased wine sales which 

results in increased profits for the food server 

(gratuities), restaurateur, distributor, and vintner. 

According to Houle (1980) , "The stimuli to learning inherent 

in the practice of a vocation are presented to an individual 

as an opportunity (such as increased income) " (p. 106). 

Summary 

Wine is produced in almost every state in the U.S. The 

major producing states include California, New York, 

Washington, and Oregon. The state of California is 

especially successful in the production of wine as well as 

wine sales. In the state of Texas, grapes are being grown 

for the production of wines. It is hoped that as the 

industry develops and matures, Texas may also reap 

substantial financial gains. Development of the industry is 

hampered by a lack of resources for marketing. Vintners and 

grapegrowers are mostly concerned with production technicîues 

and improved ĉ uality of the products. 
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Per capita consumption of wine in America is less 

than in our European counterparts and per capita consumption 

of wine in Texas is well below the national average. In 

order for the Texas wine industry to flourish, the base of 

Texas wine consumers needs to be expanded. 

National research studies of wine consumption led the 

California vintners and grapegrowers to analyze the best 

methods for increasing wine consumption across the nation. 

It was found that consumers purchase wines based on knowledge 

of the products, how the wine tastes, and how it complements 

foods. Further analysis revealed that the majority of wine 

consumers learn about these products through retail and 

restaurateur waitstaffs. In particular, restaurant 

waitstaffs (food servers, bartenders and cocktail servers) 

are the closest source of knowledge for consumers. These 

positions are generally held by young people (18 to 35 years 

of age) working in a labor intensive environment, with little 

or no formal training required. 

Historical development of adult learning theories and 

concepts provide the background for addressing the needs of 

adults learners in this study. Adult learners desire 

training that is interactive, useful, and incorporates 

previously learned skills. They desire to put new skills to 

use ĉ uickly. 

Training, as reported within the private sector, 

provides critical information to the types and styles of 
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training found successful in business and industry. As 

reported, training in industry is for the purpose of 

increasing skill development and abilities of employees. 

Course development follows the guidelines of adult learning 

theory. Training classes are conducted within the work 

setting and the newly-learned skills are utilized on the job 

for improved performance. 

The hospitality industry is burgeoning in the U.S. 

As a result, food service workers are in demand and high 

turnover rates are prevalent within the industry. Although 

tasks need to be identified and learned for job competence, 

there is little research in the training of food service 

workers. However, curriculum has been developed and is being 

implemented in a variety of settings in the food service 

industry. Hospitality industry educators are pressing for 

resources to further investigate the training needs of this 

huge industry. 

Successful business practices basically involve "bottom 

line" accounting. People are trained for work in order to 

increase profits for the company, regardless of the business 

or industry. Commitment of resources (personnel, money) for 

employee education on skills, company products, or services 

should be tied to improved skills or knowledge and increased 

profits. All training programs should be evaluated to 

determine costs and benefits. 



CHAPTER III 

METHODS AND PROCEDURES 

The purpose of this study was to examine the impact of 

instruction on wine sales and service in restaurants to 

increase the knowledge of the waitstaff and the purchase of 

r 
wines by customers. ' An experiment took place to determine if 

instruction of the sales force would indeed increase purchase 

of wines. 

Do product knowledge, selling skills, and service 

technicjues of wines need to be incorporated in the training 

of food servers, bartenders, and cocktail servers to better 

meet the needs of customers? The following cjuestions were 
addressed: 

1) What factors are important in contributing to the 

amount of wines sold by the waitstaff? 

2) What effect does wine instruction have on the sales 

of wine in restaurants? 

3) What effect does wine instruction have on the 

participants' product knowledge, selling skills, 

and service techniques? 

4) What are the attitudes of the food servers toward 

wine instruction? 

5) Is a wine instruction program cost-effective for a 

restaurateur? 

53 
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Subjects 

This was a quasi-experimental study due to the lack of 

random sampling of subjects. The subjects for the study in 

wine instruction were food servers, bartenders, and cocktail 

servers working in two restaurants located in the South 

Plains and Panhandle regions of Texas. The two restaurants 

were selected, matched, and paired into experimental and 

control groups. The restaurants are part of a chain of 

restaurants located in Texas (5), New Mexico (1), and 

Oklahoma (1). The restaurants are steak-fish-burger type 

restaurants with moderately to slightly high-priced entrees. 

The two restaurants have standard house wines (white, red and 

rose), a separate wine list for bottle purchases, as well as 

simple wine-by-the-glass programs. 

The food servers in one of the restaurants served as the 

experimental group. The other restaurant's food servers 

served as the control group^ There were 30 subjects in the 

experimental group and 32 subjects in the control group for a 

total of 62 subjects in the study. The restaurants chosen 

were approved by upper-level and first-line management within 

the corporation. The characteristics of the sample are 

described in Table 1. 

The subjects in the experimental group and control 

groups were very similar for most variables examined. The 

greatest difference involved previous wine training. In the 

experimental group, 71% of the females had some previous wine 
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Subject Analysis: Wine Instruction, 
Experimental and Control Groups 

Experimental r;rr>np 

Subjects 

AGES 
Females: 

Range: 
Males: 

Range 

14 females 
16 males 

Mean: 23.5 
Median: 23.8 
Mode: 19 
19-29 years 
Mean: 23.4 

22.7 
21, 23 

18-39 years 

yrs. 

yrs 

YEARS OF EDUCATION: 
Females: Mean: 13 

Median: 13 
Mode: 12 

Males: Mean: 13 
Median: 13 
Mode: 13 

EXPERIENCE IN FOOD SERVICE 

3 
0 
0 
9 
0 
0 

yrs 

yrs. 

Females 

Range 
Males 

Range 

Mean: 4.54 yrs. 
Median: 2.25 
Mode: 0.01 months 
1 month-13 years 
Mean: 2.42 yrs. 
Median: 1.66 
Mode: 0.09 months 
5 months-9 years 

WINE CONSUMPTION; 
Females: Mean: 
Males: Mean: 

GLASSES PER MONTH 
3.5 glasses 
4.6 glasses 

Subjects: 

AGES 
Mean: 
Median: 
Mode: 
Range: 
Mean: 

Range: 

Mean: 
Median: 
Mode: 
Mean: 
Median: 
Mode: 

Mean: 
Median: 
Mode: 
Range: 
Mean: 
Median: 
Mode: 
Range: 

Females: 
Males: 

13 females 
19 males 

22.0 yrs. 
20.3 
21 
18-43 years 
22.0 yrs. 
20.3 
22.7 
19-25 years 

13.9 yrs. 
13.8 
13.0 
14.8 yrs. 
14.8 
14.0, 15.0, 16.0 

2.60 yrs. 
1.54 
4.00 
1 month-5 years 
2.07 yrs. 
1.46 
1.50 
2 months-lO years 

Mean: 3.2 glasses 
Mean: 4.1 glasses 

PREVIOUS WINE TRAINING 
Females: 10 out of 14 subjects 
Males: 9 out of 16 subjects 

3 out of 13 subjects 
7 out of 19 subjects 

SOURCE OF TRAINING 
Subjects in experimental group with 
previous wine training had "on-the-
job" training except for one male 
with "combination "training." 

Subjects in control group with 
previous wine training had "on-
the-job" training except for two 
males with "college training." 

PREVIOUS TRAINING HOURS 
Females: Mean: 1.7 hours 
Males: Mean: 1.3 hours 

Females: 
Males: 

Mean 
Mean 

.4 hours 

. 7 hours 
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training, while only 23% of the females in the control group 

had previous wine training. For the males in the control 

group, 37% had previous wine training while 56% of the 

experimental group had received previous wine training. 

It should be noted that there was a large differential 

in experience in food service workers between the females and 

males in the experimental group. The mean years of 

experience for females was twice that of males. The females 

had an average of four and a half years of food service 

experience whereas the males had an average of slightly under 

two and a half years experience in food service in 

restaurants. Comparison of the median years of experience 

revealed a lesser, but still sizeable, difference. 

The descriptors selected for the study were some of the 

variables investigated by the Winegrowers of California 

(1987) . Based on the research conducted for the Winegrowers 

of California, age, education, personal wine consumption, 

previous wine training, and the source of training were 

considered important consumer variables. However, in the 

California study, the data collected on all variables other 

than increased "dollars per head spent on wine" were not 

analyzed. 

Procedure 

The study attempted to determine if wine sales would 

change due to product knowledge and service skills 
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instruction. The subjects in both groups completed a 

questionnaire regarding 1) age, 2) gender, 3) education, 4) 

major in college, 5) experience as a food server, bartender 

or cocktail server, 6) personal wine consumption habits, and 

7) previous wine training (Appendix A). 

Sales of wines were tracked over a two-week period for 

both groups in order to establish their baseline of wine 

sales prior to the study. This involved a tracking of daily 

checks to establish the dollars per head (customer) spent on 

wine. The analysis of "dollars per head spent on products" 

is the industry-accepted nomenclature for this type of 

calculation (Osterland, 1980). A typical sample of a food 

server's daily wine sales, for example, might be $.41 per 

head per day (Appendix B). It should be noted that not all 

food servers, bartenders, or cocktail servers worked every 

day, however, a minimum of four days per week was acceptable 

for "full-time" status in the restaurant business in the 

region studied. Using the "dollars per head" measure 

controlled for variation in number of hours worked. The 

tracking continued for a four-week period of time commencing 

upon completion of the formal wine instruction sessions for 

the experimental group. Tracking for the control group (no 

instruction) was maintained throughout the same four-week 

period. The sales tracking of the waitstaff was for the 

purpose of assessing the impact of the wine instruction on 

the sales of wine in the restaurant. Restaurant managers 

attended; however, as they were not part of the actual sales 
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force they were not tracked. Because the wine instruction 

was assumed to be beneficial, the control group received the 

wine instruction after data collection when the study was 

completed. 

To determine the improvement in knowledge due to the 

instruction, the participants were administered a pre-test on 

their knowledge of wine, sales, and service. Upon conclusion 

of the final day of instruction, a post-test was administered 

to the experimental group. The control group participated in 

pre-tests and post-tests administered by restaurant 

management staff during the same two-day interval (Appendix 

C) . 

The wine instruction consisted of two two-hour 

instruction sessions held on two separate days with one day 

in between. This instructional program was similar to the 

Winegrowers of California program implemented in 1986. That 

particular curriculum was developed, piloted, implemented and 

evaluated with over 650 food servers in California, Illinois, 

and Minnesota (Winegrowers of California, 1987). Pilot 

testing of the program; materials (videotapes, manual, 

handouts, activities), instruction, and evaluation was an 

integral part of the development of wine instruction. To 

ensure cjuality of training or instruction, the piloting of 

the course to a like audience enables the instructor to 

identify problems areas, make adjustments or corrections as 

needed (Bachman, 1987). 
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The curriculum was developed based on the competencies 

recîuired in selling and serving wines in restaurants. The 

wine instruction was lecture-based with activities for 

enhanced student learning. The students had opportunity to 

practice their new skills in a non-threatening environment. 

The instructor utilized a variety of approaches 

(handouts, videotapes, activities) and interactional training 

methods (Appendix D). Instructional methods included lecture 

for product knowledge (manufacture of wines, styles, types, 

tastes, alcohol/moderation), sales skills development (food 

and wine pairings), distribution of appropriate handouts for 

reference material (Appendix E), utilization of two 

videotapes ("Wine: From Vine to Glass," and "Server Selling 

Skills"), implementation of class activities (Appendix F), 

and promotion of in-class discussions throughout the two 

instructional sessions. 

The tastings during the instruction consisted of 

components tastings and wine tastings. The components 

tastings allowed the subject to develop his/her sense of 

taste based on three of the four perceived flavors (sweet, 

sour or tart, bitter, and salt) in the mouth. The components 

tasting (water-based solutions) did not include salt-water 

solution as there is no salt in wine. 

The wine tastings consisted of side-by-side blind 

tastings of four one-half to one-ounce servings of four 

different wines. Blind tastings meant the subject was not 
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told in advance the names or types of wines to be tasted. 

The four wines included generic chablis, chardonnay, generic 

burgundy and cabernet sauvignon. This was patterned after 

the method used at the University of Bordeaux in Bordeaux, 

France for beginning wine tastings (Osterland, 1980). 

Instruments 

The participants in the experimental and control groups 

were administered a pre-test on product knowledge. This test 

was composed of 25 multiple-choice cjuestions on wine 

knowledge, food and wine pairings and server skills. The 

test was an amended (shortened) version of the Winegrowers of 

California product knowledge pre- and post-test and was based 

on the instructional program. Content validity of the full 

version of the product knowledge pre- and post-test was 

determined by the program development advisory committee, 

comprised of vintners, grapegrowers, retailers and 

restaurateurs in California (Winegrowers of California, 

1987). 

The students completed an attitude evaluation survey 

regarding the wine instruction upon completion of the second 

day of instruction. An adapted version of an attitudinal 

survey developed at lowa State University, "Attitudes Toward 

Presentation Methods" was the instrument (Appendix G). Using 

the Spearman-Brown procedure (split-half), the original 

instrument had a reliability coefficient of .89 (Martin, 

1980). An example of the adaptation is as follows: 
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"The content of the lesson gave me new ideas on 

teaching strategies." (original instrument) 

"The content of the training gave me new ideas on 

serving and selling wines." (adapted instrument) 

The attitudes survey was composed of 14 questions with a 1 

(disagree completely) to 9 (agree completely) scale. The 

adapted instrument "Attitudes Toward Wine Instruction" was 

piloted for reliability. At the same time the "Attitudes 

Toward Presentation Methods" was piloted to confirm 

reliability (split half) and make comparisons between the two 

instruments. 

The pilot test of these two instruments was conducted 

with an undergraduate college class (Hotel Operations) in the 

Restaurant, Hotel and Institutional Management Program at 

Texas Tech University. Thirty-three students completed the 

"Attitudes Toward Wine Instruction" and 30 students completed 

the "Attitudes Toward Presentation Methods" following an 

introductory wine seminar on product knowledge, sales, and 

service. The "Attitudes Toward Wine Instruction" had a 

reliability coefficient of .894 and the "Attitudes Toward 

Presentation Methods" a reliability coefficient of .861, 

using Cronbach's Alpha procedure. 
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Statistical Analysis 

A multiple regression analysis was performed upon 

completion of the instruction and tracking period. This 

analysis was to address the first two questions: 

1) What factors are important in contributing to the 

amount of wines sold by the waitstaff? 

2) What effect does wine instruction have on the 

sales of wines in restaurants? 

The following model depicts variables which were 

analyzed. 

CHSALESi = e>Q + S>^ (TRHRi) + S>2 (GENDERi) + 

S>2 (CHKNOWi) + 1̂ 4 (AGEi) + B5 (WINE^) + 

iig (EDYRi) + ^7 (EXPi) + S>Q ( INSTi ) -f-

iÍ9 (WNTRi) + í i io (SOCEi) ( i = 1 , n) . 

The dependent variable was the dollar figure based on 

change in wine sales. The pre-established baseline of wine 

sales per subject (dollars per head spent on wine by 

customers) was compared to the newly established average wine 

sales per customer for the tracking period. The 

independent or explanatory variables included hours of that 

training (TRHR), gender, change in knowledge (CHKNOW), age, 

personal amount of consumption of wine (WINE), education 

(EDYR), waitstaff experience (EXP), instruction (INST), 

previous wine training (WNTR), and source of that training 

(SOCE) . 
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Another.independent variable included a change in 

knowledge score. The pre-test for product knowledge was 

administered to both control and experimental groups prior to 

the training. In the experimental group, upon completion of 

the training, the post-test was administered and scores were 

compared. The control group was administered the post-test 

two days after the pre-test. The percentage correct for each 

subject on both the pre-test and the post-test for product 

knowledge was compared. The change in knowledge (difference) 

percentage formed a variable in the multiple regression as 

stated above. Once an appropriate model was identified from 

all the factors in the full model, any and all factors of 

significance (.05 level) were determined. 

In order to answer ĉ uestion three, what effect does wine 

instruction have on the participants' product knowledge, 

selling skills and service technicîues, an Analysis of 

Variance (ANOVA) was performed. The change in knowledge 

percentages figures between the experimental and control 

groups were compared for statistical significance at the .05 

level. 

To address the fourth research ĉ uestion, what are the 

attitudes of the food servers toward wine instruction, the 

results of the Attitudes Toward Wine Instruction scale were 

analyzed. The overall snd item means were calculated in 

order to determine if the participants felt they benefitted 

from the training. 
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In order to answer the fifth research question, is a 

wine instruction program cost-effective for a restaurateur, 

all costs were measured and compared to the anticipated 

increase in revenue. As a service to the restaurateurs 

participating in this study, an overall mean (dollars per 

head spent on wine) for each of the two restaurants (control 

and experimental groups) was established and tracked pre- and 

post-training. A final calculation included an overall wine 

sales comparison for the experimental group, pre- and post-

training. This identified changes (in percentages) in wine 

sales per restaurant. 

In cost-benefits analysis, the approximate costs of the 

wine instruction (wages paid employees, costs of wine, course 

materials and instructor's fee) was analyzed for overall 

costs and profit factors. For the purpose of this study, no 

fee was charged and course materials were absorbed by the 

researcher. The restaurateurs paid for employees' attendance 

and wine consumed in the tastings. 

Summary 

To investigate the impact of wine instruction on wine 

sales and product knowledge, selling skills and service 

etiquette, the wine sales of food servers in two restaurants 

in Amarillo and Lubbock, Texas, were tracked in order to 

establish a baseline. In the experimental group, the food 

servers received wine instruction in which a pre- and post-

test for knowledge was aciministered. The control group 
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received no instruction but did complete the pre- and post-

tests. The sales in both the control and experimental group 

were tracked for a four-week period of time upon completion 

of the wine instruction. The analyses of the changes in 

knowledge and wine sales included multiple regression and an 

ANOVA. The subjects in the experimental group responded to 

an Attitudes Toward Wine Instruction evaluation scale. The 

responses were analyzed using frecjuencies and percentages. 

The costs and benefits of the wine instruction were analyzed 

to determine cost-effectiveness. 



CHAPTER IV 

FINDINGS 

This chapter reports the findings of the experiment to 

examine the impact of wine instruction on wine sales and 

service in restaurants. The wine instruction was given to 

the food servers (experimental group) to increase their 

knowledge of the products, sales and service skills which was 

expected to result in increased purchase of wines by 

customers. The results of the statistical analysis applied 

to each of the research cjuestions are presented. Based on 

the research objectives and review of literature, the 

following cjuestions were established and tested: 

1) What factors are important in contributing to the 

amount of wines sold by the waitstaff? 

2) What effect does wine instruction have on the sales 

of wine in restaurants? 

3) What effect does wine instruction have on the 

participants' product knowledge, selling skills, 

and service techniques? 

4) What are the attitudes of the food servers toward 

wine instruction? 

5) Is a wine instruction program cost-effective for a 

restaurateur? 

66 
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Statistical Analysis 

A multiple regression analysis was used to analyze the 

first two research cîuestions. First, what factors are 

important in explaining any change in wine sales? Second, is 

there a significant difference in wine sales between the 

control group (received no wine instruction) and the 

experimental group (received wine instruction)? Data used 

in the analysis were obtained from the tracking periods, the 

cjuestionnaire, and the pre- and post-knowledge tests. 

Model Specification 

The researcher was interested in change in knowledge 

which would result in change in behavior, i.e., wine sales. 

The dependent variable in the multiple regression analysis 

was the change in sales over the tracking period. The 

independent or explanatory variables in the model based, in 

part, on Winegrowers of California study, were hypothesized 

to be 1) number of wine training hours, 2) gender of the 

waitstaff, 3) change in knowledge as a result of training, 4) 

age of waitstaff, 5) personal consumption of wine, 6) years 

of education of waitstaff, 7) experience in food service 

industry, 8) participation of waitstaff in current wine 

instruction course, 9) previous wine training of waitstaff 

and 10) source of wine training. The linear functional form 

of the regression ecjuation was used because no non-linear 
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relationships between the dependent and independent variables 

were thought to exist. The model is expressed below: 

CHSALESi = ^o + fîi (TRHRi) + fî^ (GENDERi) + 

1̂3 (CHKNOWi) + ̂ 4 (AGEi) + ÍÍ5 (WINEi) + 

fîe (EDYRi) + B7 (EXPi) + iig (INSTi) + (Eq. 1) 

fig (WNTRi) + iâio (SOCEi) (i = 1, n) 
where: 

CHSALES = 

TRHR = 

GENDER 

CHKNOW 

AGE = 

WINE 

EDYR 

EXP = 

INST 

SOCE = 

baseline wine sales after wine sales and 

service instruction minus baseline wine sales 

prior to wine instruction, measured in dollars 

per head per day. 

total hours participation in previous wine 

training courses. 

Dummy variable: 1 if male, 0 if female. 

post-test wine knowledge score minus pre-

test wine knowledge score, measured as 

percentage of correct answer prior to and 

after wine training. 

age of waitstaff in months. 

waitstaff personal consumption of wine. 

total years of education completed by 

waitstaff. 

experience in food service measured in months. 

participation in wine instruction course (this 

study, Dummy Variable: 1 if yes, 0 if no. 

source of training: 1 if college, 2 if on-the-

job, 3 if other, 4 if combination. 



69 

WNTR = previous wine training of waitstaff, 

Dummy Variable: 1 if yes, 0 if no. 

^O = regression intercept value 

ûk = regression coefficients 

i = 1,...n is the ith observation of the 

waitstaff. 

Expected Signs of Regression Coefficients 

In multiple regression analysis, beta coefficients 

measure the relative strength of independent variables in 

affecting the dependent variable. For this multiple 

regression equation (Eq. 1), each regression coefficient 

iil to S>10 indicates the expected change in the dependent 

variable (CHSALES) that is associated with a one-unit change 

in the dependent variable in question, while the remaining 

variables are constant. For example, S>i is interpreted as 

the expected change in wine sales (CHSALES) that is 

associated with a one-unit (one hour) change in the wine 

training hours (TRHR), while all other independent variables 

remain unchanged. 

The expected sign of the beta coefficients express 

either a direct or indirect relationship between the 

dependent and independent variables. Beta coefficients are 

hypothesized to have a positive (direct) or negative 

(indirect) sign. Thus, in the model represented by Equation 

1, each beta value has the following expected sign as 

explained for each. 
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(TRHR) ii- positive sign or a direct relationship 

between TRHR and CHSALES. As more hours 

of wine training are taken, wine sales are 

expected to increase. Conversely, as fewer 

hours of wine training are taken, wine 

sales are not expected to increase. Thus, 

we expect a positive iî , showing a direct 

relationship between TRHR and CHSALES. 

no a priori expectation to be determined 

by the model and data. There is no previous 

expectation concerning the effect of gender 

on wine sales. 

(CHKNOW) S>2 = positive sign. A higher score on the 

post-test is expected to contribute to 

(GENDER) S>2 = 

(AGE) iÍ4 

(WINE) iÍ5 

an increase in wine sales. 

no a priori expectation. There is no 

previous expectation concerning age of 

food server and the sale of wine in 

restaurants. 

positive sign. The higher the personal 

consumption of wine by the waitstaff 

(glasses of wine per week, per month, per 

year), the more interesting the wine 

instruction. The waitstaff could be more 

enthusiastic about learning and thus 

increase wine sales. Tasting from 

experience could be relayed to the customer 



(EDYR) iig 

(EXP) i57 

(INST) S>Q 

(WNTR) ^ 9 

(SOCE) i i io 
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positive, perhaps a more educated 

waitstaff learns more from wine 

instruction and is more articulate, 

thus increasing wine sales. 

no a priori expectation due to no data 

previously collected assessing experience in 

food service on wine saies. 

positive, waitstaff having wine 

instruction (experimental group) is expected 

to increase wine sales. 

positive, waitstaff with previous wine 

training can add to current knowledge to 

increase wine sales. 

no a priori expectation due to no data 

previously collected which assessed the 

impact of sources of wine training on wine 

sales. 

Results of Equation 1 

Table 2 summarizes the results of the multiple 

regression analysis of Equation 1. 

The overall significance of regression Equation 1 can be 

tested by calculating the F ratio of the explained to the 

unexplained variance in the regression model. The hypothesis 

that none of the independent variables helps to explain the 
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Table 2 

Results of Multiple Regression Analysis, 
Ecîuation 1, Dependent Variable = CHSALES 

Estimated 
Beta 

Variable 

Intercept 

Independent 

TRHR 

GENDER 

CHKNOW 

AGE 

WINE 

EDYR 

EXP 

INST 

WNTR 

SOCE 

(Bn) 

Bo 

Variables 

Bl 

B2 

B3 

B4 

B5 

B6 

B7 

B8 

B9 

BlO 

Coef fici< 

.0695 

.0050 

-.1311 

.0010 

.0003 

.0022 

.0451 

.0001 

.0611 

.0371 

-.0179 

t-value 

R2 = .155, NUMBER OF OBSERVATIONS = 62 

Calculated value of F = .941 

Tabular value of F = 3.18 

.279 

.167 

-2.378 

.321 

-.567 

.507 

.259 

.178 

.728 

.238 

-.223 
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variation of the dependent variable is tested. Formally, the 

null hypothesis is 

Ho: i5i -h ̂ 2 + • . .1̂ 10 = 0 

This can be stated as 

Null hypothesis: Ho: R2 = 0 

Alternative hypothesis: Ha: R2 ;É o. 

F-test of Overall Regression Equation 

Thus, a "high" value for the F statistic suggests a 

significant relationship between the dependent and 

independent variables, leading to the rejection of the null 

hypothesis that the coefficients of all independent variables 

are jointly zero. 

The calculated F ratio of a multiple regression equation 

follows an F distribution with (k-1) and (n-k) degrees of 

freedom, where k = number of parameters (i5's) to be 

estimated, and n = the number of observations. If the 

calculated F ratio of the model is greater than the tabular 

value of F at the specified level of significance and degrees 

of freedom, the null hypothesis is rejected. Thus, the 

researcher concludes that the alternative hypothesis is 

correct and that the iâ' s are not all equal to zero and the R^ 

of the model is significantly different from zero. If the 

calculated F ratio of the model is not greater than the 

tabular F value, the researcher does not reject the null 

hypothesis and concludes that one or more of the regression 
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coefficients (i5's) is not significantly different from zero 

and R2 of the model is not significantly different from zero. 

As shown in the results in Table 2, the calculated F 

value for the model represented by Equation 1 is .941. Thus, 

the calculated F value of the model is not greater than the 

tabular F value and we do not reject the null hypothesis that 

iik = 0 (k = 1, ...10) and conclude the R2 of .155 of the model 

is not significantly different from zero. Thus, in the model 

represented by Equation 1, the combination of independent 

variables does nothing to help explain the dependent variable 

CHSALES. 

Specification Error and Multicollinearity 

Specification error is an error in model specifi-

cation. In the model represented by Equation 1, a 

specification error could have led to the rejection of the 

overall model (Ho: R̂  - 0) and the insignificant beta 

coefficients (Ho: iî  = 0). Specification error usually 

refers to the omission of relevant independent variables or 

to the inclusion of irrelevant variables in the model. When 

irrelevant variables are included in the model, this can lead 

to the problem of multicollinearity in the model. 

Multicollinearity is the problem of large correlations 

among explanatory or independent variables. The fact that 

two independent variables are highly correlated means that 

they are redundant. These two variables are doing the same 

thing so that one is superfluous when used in conjunction 
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with the other and the regression cannot distinguish the 

separate effects of the independent variables. 

The effect of multicollinearity in the model is of 

concern as its presence affects the F and the t-statistics 

computed for the model. If two or more independent variables 

are highly correlated, this will make both the computed F and 

t-statistics very small. Recall that it is only for 

considerably larger than zero values of F and t that we can 

reject Ho: îk = 0 (for all i3ĵ's taken jointly or 

individually). Thus, multicollinearity may not allow Ho to 

be rejected, and we could be evaluating models and regression 

coefficients as not significant when actually they are 

significant. This is a most serious mistake in evaluating 

results of the model. 

In order to judge the degree of multicollinearity in a 

model, a common rule suggested by Klein (1962) is that if the 

correlation coefficient, r, between two independent variables 

is higher than the coefficient of determination, R^, of the 

entire regression equation, then the collinearity between 

these two variables is a problem in the regression equation. 

The correlation matrix between the 10 independent 

variables in the model represented by Equation 1 are shown in 

Table 3. Inspection of this correlation matrix shows that 30 

of the total of 50 r values are higher than the R^ of the 

model of .155 (Table 3). Thus, 60% of the pairs of 

independent variables are correlated at a higher level than 
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the R2 of the entire model. It is concluded that Model 1 

exhibits a large degree of multicollinearity, using Klein's 

rule, and thus contributes to the inability of this model to 

explain CHSALES. 

Two solutions for multicollinearity in multiple 

regression analysis are suggested by Norman (1975, p. 341): 

...1) create a new variable which is the 
composite scale of the set of highly 
intercorrelated variables and use the new 
scale variable in the regression equation 
in place of its components, or 2) use only 
one of the variables in the highly correlated 
set to represent the common underlying 
dimension. 

Inspection of the correlation matrix in Table 3 shows 

that five independent variables are correlated. Variables 

INST, CHKNOW, WNTR, SOCE and TRHR show a moderate to high 

degree of correlation between each other (highest between 

SOCE & WNTR) and among other variables in the model. All of 

these variables are related to instruction and appear logical 

correlates. It seems that these five variables could be 

represented by using only the INST variable and discarding 

WNTR, CHKNOW, TRHR, and SOCE from the model. Thus the INST 

variable would capture the "common underlying dimension" of 

this set of five moderate to highly correlated variables. 

The SPSS Backward Elimination Procedure 

In Model 1, many independent variables have been 

identified. Inclusion of all these variables was shown to 

yield a regression equation that was not significant in 
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explaining CHSALES. Thus, an attempt was made to identify a 

model using a subset of the 10 original independent variables 

that is able to produce significant explanatory variables 

that affect CHSALES. 

The backward elimination procedure in SPSS multiple 

regression started with all 10 variables in the model and 

removed the variables one at a time according to which one 

gave the smallest partial F value. In other words, variables 

were taken out of the model if they failed to contribute a 

significant amount of explanation in the variation in the 

dependent variable. The resulting regression eĉ uation from 

the backward procedure provided a model that included only 

the independent variables significant in explaining 

variations in the dependent variable. 

The backward elimination procedure started with the 

specified variables in Ecjuation 1. Only one independent 

variable, gender, remained in the model at the .05 level of 

significance. Although instruction was not found to be 

significant at the .05 level, it is included in this model 

because it was the variable being investigated in this study. 

Table 4 shows the results of the multiple regression model 

when CHSALES is regressed on two independent variables, 

GENDER and INST. 

CHSALES = iio + i^i (GENDER) + S>2 d N S T ) 

o r a s : 

CHSALES = . 0 6 5 6 = ( - . 1 2 4 8 ) (GENDER) + (INST) 

(Mode l 2) 
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From Table 4, the computed F value for Model 2 is 4.94. 

At the .05 level of significance, the tabular F value for 

Model 2, 59 degrees of freedom is 3.15. The computed F value 

for Model 2 is greater than the tabular F value (4.94 > 

3.15). Thus, the null hypothesis 

Ho: R2 = 0 (or R^ = S>2 = 0) 

is rejected in favor of the alternative hypothesis 

Ha: R2 ;É 0 {S>i ^ 0, S>2 ^ 0) . 

We conclude from this F test that there is a significant 

relationship when the independent variables GENDER and INST, 

are used jointly to explain variations in the dependent 

variable: CHSALES. 

The F test showed the overall model is significant at 

the .05 level. Now we wish to test the significance of each 

individual independent variable GENDER and INST. The t-

values for the iii and iî  coefficients must be examined. For 

GENDER, the estimated beta value îi is significant at the 

.0119 level of significance, thus we can reject the null 

hypothesis 

Ho: i5i = i52 = 0 

in favor of the alternative hypothesis 

Ha: i5i ^ 0, Si2 "^ 0. 

For INST, the estimated beta value î^ is significant at the 

.1123 level, thus we cannot reject the null hypothesis at the 

.05 level of significance. 
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T-test of Each ii Value 

Since the null hypothesis of the F for the model in 

Ec^uation 1 was not rejected, it was concluded that the beta 

coefficients are not significantly different from zero when 

taken jointly. However, using the F test does not tell us 

the significance or contribution of each regression 

coefficient taken separately. In evaluating the relationship 

of each independent variable on the dependent variable, the 

most common statistical procedure is the t-test. The 

hypothesis tested for each individual regression coefficient 

{S>) is the null hypothesis of no relationship between the 

independent variable and the dependent variable. For 

example, for S>i in Equation 1 

Ho: îi = 0 and Ha: S>i ^ 0. 

The alternative hypothesis îi ̂  0 simply states that there is 

a relationship between these two variables. 

To test the null and alternative hypotheses, the 

absolute values of the calculated t-values for each 

regression coefficient are compared to tabular t-values. 

The tabular t-values are based on the t-distribution and 

depend on the number of degrees of freedom (n-k-1) and the 

level of significance chosen. If the calculated t-statistic 

from the model is greater than the t-value from the t-

distribution table, the null hypothesis is rejected. If the 

calculated t-statistic is less than the tabular t-value, the 

null hypothesis cannot be rejected. When the null is not 

accepted, the regression coefficient in question is said to 
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be statistically significant, usually at the .05 level of 

significance. 

Inspection of the t-values calculated from each 

regression coefficient in Table 3 shows that the null 

hypothesis for each coefficient is not rejected, except for 

S)2r which is the regression coefficient for the variable 

GENDER. Thus in this model, S>if î ,̂ iî , S>^, iig, iâ̂ , SQ, S>^, 

and S>iQ are not significantly different from zero. S>2 is the 

only significant coefficient in the model since the absolute 

value of its t-value (2.597) is greater than the critical 

value of 2.01 in the t-distribution table. 

Interpretation of Model 2 

Recall Model 2 is written as: 

CHSALESi = îo + îi (GENDERi) + S>2 (INST^) 

where: 

CHSALES = new baseline wine sales minus old 

baseline wine sales 

GENDER = 1 if male 

= 0 if female 

INST = 1 if participated in wine instruction 

(experimental group) 

= 0 if no participation in wine 

instruction (control group). 

The use of dummy variables (0,1) for dependent variables 

GENDER and INST allows four predictive models to evolve from 

the multiple regression analysis of Model 2. Thus, the four 
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models that predict CHSALES for each combination of male-

female with and without wine instruction are shown in Table 5 

below: 

Table 5 

Multiple Regression Analysis of Model 2 

GENDER 
Male Female 

YES 

INST 

NO 

CHSALES = S>o -^ Si + S>2 
CHSALES = 0.017 6 

Model 2a 

CHSALES = SQ + S>2 
CHSALES = 0.1424 

Model 2b 

CHSALES = i5o + íil 
CHSALES = -.0592 

Model 2c 

CHSALES = S>o 
CHSALES = 0.065 6 

Model 2d 

These four models can be used to predict the effect of 

these two variables GENDER and INST on changes in wine sales. 

Two questions concerning these variables can be answered: 

Question 1: Did wine sales training (INST) cause a 

significant change in wine sales? To answer this question we 

compare Model 2a versus Model 2b and Model 2c versus Model 

2d. The waitstaff that received training is represented by 

Model 2a and Model 2b while the waitstaff with no training is 

represented by Models 2c and 2d. Examination of these models 

show that the regression models between trained and untrained 

waitstaff differs by the amount S^r .0768. For the entire 

waitstaff (males and females), the trained waitstaff had a 

change in wine sales of .0768 amount higher than for 
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untrained waitstaff. Therefore, to determine if there was 

any significant difference between trained and untrained 

waitstaff, a t-test on the regression coefficient (S^) was 

performed. The computed t-value was not greater than the 

tabular t-value at the .05 level of significance, thus the 

difference was not statistically significant. 

Question 2: Who benefitted more from wine instruction, 

male or female waitstaff? While Question 1 above indicated 

all waitstaff improved from instruction, analysis of Model 2c 

versus 2a shows that males measured wine sales by $.014 6 per 

head per day while the difference for Model 2d versus 2b 

shows that females measured wine sales by $.07 68 per head per 

day. The analysis suggests that wine instruction was more 

effective for female waitstaff personnel. From this study, 

females who received wine instruction in product knowledge, 

sales and service techniques increased their wine sales 1.85 

times more than males who received wine instruction. 

In order to address this difference, an ANOVA was 

performed to determine statistical significance of the change 

in sales for females versus males. 

Ho: Xef - Xem = 0 

(Xef = Xem) 

ef = experimental group, female 

em = experimental group, male 

Ha: Xef - Xem ^ 0 (there is a difference between 

change in wine sales for females having 
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received wine instruction versus males having 

received wine instruction). 

The calculated F was equal to 3272.98 with 28 degrees of 

freedom. The tabular F was eĉ ual to 2.44, therefore the null 

hypothesis was rejected. There was a significant difference 

at the .05 level in wine sales between the females and males 

in the experimental group. It should be noed, however, that 

neither males nor females in the experimental group increased 

wine sales significantly, when compared to the control group. 

In order to answer Question 3, does wine instruction 

have an effect on the participants' product knowledge, 

selling skills, and service techniques, an ANOVA was 

performed. The change in knowledge (difference between the 

pre-test and post-test scores of the experimental group) was 

compared to the that of the control group with the following 

analysis: 

Ho: Xc - Xe = 0 

Ha: Xc - Xe 5é 0. 

The calculated F was equal to 61.62 with 60 degrees of 

freedom. The tabular F was ecjual to 1.84, therefore, the 

null hypothesis was rejected. There was a significant 

difference in the change in knowledge between the two groups 

at the .05 level. Based on the earlier finding that females 

increased their wine sales significantly greater than males, 

an ANOVA was performed to determine if there was a 

significant difference in the change in knowledge scores 

between males and females. 
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The change in knowledge scores was the percentage 

difference between the pre-test and post-test scores. 

Ho: Xef - Xem = 0 

(Xef = Xem) 

Ha: Xef - Xem ^ 0 (there is a difference between 

change in knowledge scores for females receiving 

wine instruction versus change in knowledge scores 

for males receiving wine instruction). 

The calculated F was equal to .1089 with 28 degrees of 

freedom. The tabular F was 2.44, therefore the null 

hypothesis was not rejected. There was no significant 

difference at the .05 level in change in knowledge scores 

between males and females in the experimental group. 

Descriptive Data 

Changes in Wine Sales 

Changes in wine sales for the experimental and control 

group are found in Table 6. For the experimental group, 19 

subjects increased their baselines, seven subjects decreased 

their baselines and four subjects remained unchanged. For 

those subjects who increased their baselines, the average 

increase was $.16 per customer. For those subjects who 

decreased their baselines, the average decrease was $.11 per 

customer. 

The average baseline for the experimental group was $.18 

per customer. After completion of the instruction and 
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Table 6 

Mean Baseline Increases/Decreases for 
Experimental and Control Groups 

Experimental Group Control Group 
(Wine instruction) (No wine instruction) 

Baseline increased 

Mean increase 

Baseline decreased 

Mean decrease 

Baseline unchanged 

Mean baseline 

19 subjects 

$.16/customer 

7 subjects 

$.11/customer 

4 subjects 

$.18 

Mean baseline after 
instruction/tracking $.26 

+$.08 increase (44%) 

20 subjects 

$. 10/customer 

9 subjects 

$.25/customer 

4 subjects 

$.21 

$.20 

$.01 decrease 
(-05%) 

tracking period, the average baseline was $.26, which is an 

$.08 per customer gain or 44% increase from original 

baseline. 

In the control group 20 subjects increased their 

baselines for wine sales and nine decreased their baselines. 

The baselines remained unchanged for three subjects. Of 

those that increased their baselines, the average increase 

was $.10 per customer. In subjects for whom wine sales 

decreased, -$.25 per customer was the average decrease. The 

average baseline at the beginning of the tracking period was 

established at $.21 per customer. Upon conclusion of the 
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tracking period, the control group had an average baseline of 

$.20, a $.01 per customer (05%) decrease from the original 

baseline (Appendix H). 

Pre- and Post-Test Knowledge Scores 

Pre- and post-test product knowledge scores are 

described in Appendix I, Pre-test and Post-test Scores and 

Percentage Difference: Experimental, Control Groups. In the 

experimental group (subjects receiving wine instruction) the 

average pre-test score was 56.5 or 57% correct. The average 

post-test score was 74.8 or 75% correct. Twenty-nine of the 

30 subjects increased their product knowledge scores, while 

one subject's score remained unchanged. The average increase 

in product knowledge scores based on the post-tests was 18.86 

or a 19% increase. 

The control group was administered the pre-test and 

subsequently the post-test two days later. The average pre-

test score was 57.1 or 57% correct. The average post-test 

score was 56.59 or 57% correct. Fourteen out of the 32 

subjects increased their scores, 10 subjects' post-test 

scores remained unchanged and eight subjects decreased in 

their post-test scores. Of the 14 subjects whose scores 

increased, the average increase was 02%. 

Subjects in the experimental group improved on their 

product knowledge questions, specifically wine descriptors, 

how wine is made, and food and wine pairings. The content 

areas in which there were the most errors included the 
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serving temperatures of still wines and champagnes/sparking 

wines. In addition, subjects in the experimental group did 

not perform well on cjuestions about wine labels and 

classifications. The scores of the subjects in the 

experimental post-test group indicate increased knowledge, 

with specific learning regarding flavors, descriptors and 

food/wine combinations. The cjuestions on intoxication were 

answered correctly by almost all of the subjects. 

Attitudes Toward Wine Instruction 

The Attitudes Toward Wine Instruction instrument was 

administered to the experimental group upon completion of the 

second day of instruction. Reverse scoring was used for 

negative items (3, 4, 6, 7, 11, 12), so that the highest 

scores represented the most positive attitudes for all items. 

The results were analyzed by calculation mean scores for each 

item and for the total instrument (Table 7). A further 

breakdown of response frecjuencies is found in Appendix J. 

The results on the 14-item attitude toward wine 

instruction scale (disagree completely, =1; agree completely, 

=9) indicate that subjects felt positively about the wine 

instruction, as shown by the total mean score of 113. The 

total possible range of scores, reversing negative items, was 

14-126. In analyzing individual item responses, items 1, 11, 

12 and 13 (Table 7) were the most positive. These items were 

1. The content of the training gave me new 

ideas on wine sales and service. (positive) 
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Table 7 

Evaluation of Attitudes Toward Wine Instruction 

Attitude Items Average Rating 

1. The content of the training gave me new 
ideas on wine sales and service. 8.60 

2. Every expectation I had for this training 
has been exceeded. 6.70 

*3. It was a waste of time to show me an actual 
example of how to sell and serve wines. 7.11 

*4. This training has not met the hopes that I 
had for it. 6.89 

5. Seeing an example of the selling and serving 
wines helped me to combine wine knowledge 
and skill. 7.74 

*6. The content of this training was dull. 6.93 

*7. The presentation used in this training 
leaves a lot to be desired. 7.12 

8. I find the content of this training interesting. 8.11 

9. I retain the material in this training 
because of the presentation. 7.74 

10. Seeing an example helps me visualize how 
to better sell and serve wines. 8.37 

*11. The training provided little opportunity 
for learning. 7.4 8 

*12. The subject matter in the training has 

little application for me. 7.52 

13. My feelings about the training are positive. 8.59 

14. This training helped me to see the complexities 
of selling and serving wines. 8.07 

Total possible range of scores: 14-126 
Experimental group scoring: range 90-125 
Mean: 113, median: 113, modes: 113,119 
*Negative items have been reversed scored. 



91 

11. The training provided little opportunity for 

learning. (negative) 

12. The subject matter in the training has little 

application for me. (negative) 

13. My feelings about the training are positive. (positive) 

Conversely, the question which was rated lowest (least 

positive) was Question 2: 

2. Every expectation I had for this training has 

been exceeded. (positive) 

For further breakdown of response frecjuencies, see Appendix 

J, Attitudes Toward Wine Instruction: Relative Frecjuency of 

Responses. It should be noted that all attitude ratings were 

highly favorable. 

Cost-Benefit Analysis 

During the period of the instruction and tracking (May 

10-June 18, 1989), the manager of the experimental group 

experienced a slight increase in profits from wine sales. 

Exact figures are proprietary. The costs of the training 

included costs of the products (wine consumed during 

instruction) and labor charges (wages paid to food servers 

during instruction). 

$ 70.00 wines 

$402.QQ labor ($6.70/day of instruction per server) 

$472.00 

There were no charges for the components tasting as they 

were provided for by the investigator. In addition, there 
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were no charges to the restaurant for the skills, course 

materials (handouts), and time of the instructor. If these 

charges were added, the estimate for wine instruction 

services, as implemented in this study, is $500.00 per 

restaurant for two two-hour sessions. Thus, the total cost 

would have been $972.00. 

In analyzing the increase of $.08 per customer on wine 

sales, the profit potential is as follows: Given 3,500 

customers per week @ $.08 increase per customer, the 

restaurant could realize approximately $13,500.00 increase in 

total revenue on the sales of wines during a one-year period. 

Summary of Findings 

To answer Questions 1 and 2, the results of the multiple 

regression analysis was performed. The results revealed that 

gender was the only factor that made a significant 

contribution to the change in wine sales by waitstaff. The 

wine instruction provided to the experimental group was 

related to increased wine sales but not at a statistically 

significant level. 

In analyzing the difference in increased wine sales 

between the males and females in the experimental group, an 

ANOVA was performed. The results indicated that females 

increased their wine sales at a significantly higher level 

than the males in this study. 

To answer Question 3, what effect does wine instruction 

have on participants' product knowledge, selling skills, and 
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service techniques, an ANOVA was performed. The subjects in 

the experimental group increased their knowledge at the .05 

level of significance based on their change in knowledge 

scores. There was no significant difference in change in 

knowledge scores between males and females. Percentage 

difference in knowledge based on pre-test and post-test 

scores, formed variables for comparison of males' and 

females' change in knowledge. There was no significant 

difference in the change in knowledge scores between females 

and males at the .05 level of significance. 

To answer Question 4, what are the attitudes of the food 

servers toward wine instruction, the attitudes on wine 

training evaluation was administered upon completion of the 

second training session. The training was viewed favorably 

by the participants. 

To answer Question 5, is wine training cost-effective 

for restaurateurs, all costs were analyzed and compated with 

potential revenue. The increase in dollars per head spent on 

wine based on new baselines (average increase per server) 

indicates a good return on investment for time and monies 

expended on training. 



CHAPTER V 

SUMMARY AND CONCLUSIONS 

This chapter includes a summary of the study and 

conclusions drawn from analysis and interpretation of the 

data. Implications suggested by the findings and specific 

recommendations for further research are also included in 

this chapter. 

Summary of Study 

Wine is being produced throughout the United States. 

The Texas wine industry is relatively young but enjoying 

success in the marketplace. To continue to grow and become a 

supplementary agricultural crop, a higher consumption of 

wines by the populace within the state is suggested 

(Fitzgerald, 1988) . i Research indicates wine instruction 

programs for food servers in restaurants may prove effective 

in increasing consumption by customers (Morrison, 1987a, b; 

Winegrowers of California, 1987; Shanken, 1986). 

Food servers were generally young adults, thus adult 

learning models are utilized for curriculum development 

(Houle, 1972; Knowles, 1973; Long, 1983). The focus for wine 

training is product knowledge, selling skills, and service 

technic^ues. Training in a variety of industrial settings has 

proven positive in increasing knowledge and skill development 

(Bragg, 1987; Sparks, 1987). With a 300% per year employee 

94 
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turnover rate in the food service industry, training is an 

on-going activity (Foucar-Szocki, 1988; Buergermeister, 

1988) . Wine training reĉ uires knowledge of the products, 

such as how they taste and how they can be paired with foods. 

Curriculum development should include the selling and serving 

of the beverages, as well (Morrison, 1987b; Crawford, 1988; 

Manago, 1987) . As wine is an alcoholic beverage, the signs 

of intoxication and proprietary procedures should be 

incorporated into the training (Tannahill & Grimes, 1987). 

(rhe main purpose of this study was to learn if wine 

instruction conducted with restaurant waitstaff would 

increase the sales of wine to customers. In addition, 

significant factors were identified which contribute to 

increased sales of wine and the effect of training on product 

knowledge, selling skills, and serving etiĉ uette. Two 

restaurants within a small chain were chosen for the study. 

One was located in Amarillo, Texas (experimental group) and 

in Lubbock, Texas (control group). Prior to the training, a 

per server baseline of wine sales was calculated in both 

groups. 

The training consisted of two two-hour training sessions 

held on Monday and Wednesday, May 22 and 24. The training 

was interactive with the tastings of wines and components, 

exercises, and role plays which were supplementary to the 

lectures and videotapes on product knowledge, sales, and 

service technicîues. The subjects in both groups filled out 
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an information questionnaire regarding the age, gender, 

experience, personal wine consumption, education, major in 

college, any previous wine training, and the source of that 

training. The subjects in the experimental group were 

aciministered a pre-test on product knowledge, followed by a 

post-test upon conclusion of the second day of training. The 

subjects in the control group were administered the pre- and 

post-test, but did not receive any wine instruction. The 

wine sales of each food server in both the control and 

experimental groups were then tracked per customer per day 

for a four-week period. 

The results suggest that there was an increase in wine 

sales of the experimental group, but not at a statistically 

significant level. Based on the multiple regression 

analysis, only one factor, gender, appears significant in 

increasing the sales of wine. The female subjects in the 

experimental group (wine instruction) increased their wine 

sales per customer at a significantly higher level than the 

males in the experimental group. 

Analysis of the pre- and post-test product knowledge 

scores indicate a significant improvement in scores for those 

subjects in the experimental group. Within the experimental 

group, further investigation of females' versus males' change 

in knowledge scores resulted in no significant differences in 

the increase in knowledge. The females increased their wine 

sales at a statistically significant level higher than the 
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males in the study, but there was not a significant 

difference in their increase in knowledge. The students 

participating in the training evaluated the training as 

positive as evidenced by the scores on the Attitudes Toward 

Wine Instruction scale. Based on cost-benefits analysis, the 

restaurateur could be expected to see an increase in profits 

on the sales of wines with a wine instruction program as in 

this study. 

Conclusions 

Based on the results of the study, it was concluded that 

wine instruction was related to a significant increase in 

knowledge, but not to a significant increase in sales of 

wine. There was an increase in wine sales between 

experimental and control groups, but not at the significant 

level. As measured by the increase in wine sales during the 

tracking period, females who had received training benefitted 

more from the wine instruction than did the males who had 

received training. In terms of attitudes toward wine 

instruction, the food servers in the study responded 

positively to the instruction. Based on the demonstrated 

potential for increased revenue in this study, it was 

concluded that wine instruction for food servers is cost-

effective for restaurateurs. 
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Discussion 

The findings in this study are similar to two previously 

cited studies. In the Texas Nutritional Education and 

Training (NET) program (1985) and the restaurant employee 

sanitation training (Wright and Feun, 1986), the students 

increased their knowledge and skills, evaluated the training 

as relevant; however, these new skills were not applied on 

the job. 

The results of this study suggest that food servers can 

increase their knowledge of the product, selling skills, and 

service technicîues through a wine instruction program. 

However, the evidence does not support the hypothesis that 

wine instruction for food servers in the restaurant receiving 

wine instruction would produce a significant increase in the 

sales of wine to customers. The results of the study need to 

be interpreted in light of the limitations stated and 

generalizability is limited. These include the participating 

sample, length of training, instructor-trainee interaction, 

length of sales tracking, type of restaurant, geographical 

area, regional issues constraints, short tracking period, 

instructor-trainer interaction, limited work hours, or 

experience of food service. 

Participating Sample 

The number of subjects in this study is acknowledged as 

extremely small. Problems with increasing the number of food 

servers would have demanded expansion to include other 
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restaurants outside this particular chain. The resulting 

impact of differences in menus, wines, types of foods, and 

restaurant personnel, and other server and site variables 

could have led to greater variation. 

Length of Training 

The training was conducted in two two-hour sessions per 

day with a day in-between. The food servers received a total 

of four hours of instruction. Although the food servers 

increased their knowledge but did not change behavior, the 

results might have been different if the training had been 

scheduled differently or the number of training hours 

increased. 

Instructor-Trainee Interaction 

As the females in the experimental group significantly 

increased their wine sales compared to males, instructor-

female trainee interaction may have been an influential 

factor. If the instructor had been male, the results of the 

study may have been different. 

Length of Sales Tracking 

As reported, sales were tracked for only four weeks. 

This may not have provided a length of time sufficient to 

apply the newly-learned knowledge and skills comfortably. 

The information and skills learned in class, demonstrated in 

class activities and proven on the post-test, did not reach 



100 

on-the-job application. Conversely, continued tracking may 

have resulted in a plateau effect and/or a decrease in sales 

if indeed the initial increase was the result of a novelty 

effect. 

Type of Restaurant 

The restaurants selected in this study were traditional 

(steaks, fish, burgers) type restaurants. The wine program 

was simple with basic generic and varietal wines sold by the 

glass, carafe, and bottle. The results of the study might 

have been different if the type of restaurant and wine 

program had been different. 

Hours of Food Service 

The restaurants in the study have a large number of 

employees in food service. This resulted in some employees 

working more hours than others. For those working fewer 

hours, perhaps the ability to practice the newly-learned 

skills prevented generalizability to the work setting. 

An additional factor which may have affected the outcome 

of the study was the adult learning model on which the wine 

instruction program was based. The course materials were 

relevant to their jobs and the learning activities involved 

role plays and simulation. The newly-learned knowledge and 

skills were occupation-related for potential job growth. The 

subjects could put these skills to use immediately upon 

completion of the program. However, these newly-learned 
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skills did not contribute to a significant change in behavior 

on the job. The lack of significant change in behavior may 

have been a result of the inappropriateness of the adult 

learning model for the subjects whose average age was 23 

years. Perhaps these subjects would have benefitted from 

more encouragement, close supervision, learning incentives, 

and reinforcement found in pedagogical methods. 

Although there was not a statistically significant 

increase in wine sales due to instruction for the 

experimental group, the study did demonstrate that wine 

instruction can be cost-effective. Therefore, a restaurateur 

might elect to implement wine instruction as the return on 

investment may well pay for the instruction (labor, 

consultant, products). In support of the development of the 

wine industry in Texas, vintners may want to add waitstaff 

and restaurateur training as a component in their marketing 

strategies, and perhaps experiment with various types of 

training programs. 

Recommendations for Further Research 

It is recommended that this study be replicated in a 

variety of settings. Perhaps wine instruction would have a 

different impact when implemented in less conservative areas 

in the United States. The type of restaurant may be a factor 

in wine instruction for food servers. It would be 

interesting to investigate whether food servers would sell 

more wine in a Continental type of restaurant compared to an 
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Italian, French, Mexican, German or traditional American 

restaurant. Another variable to study would be that of 

restaurant wine programs. If a wine list is composed of 

nationally-advertised brands, would food servers sell more 

wine? 

In generalization from the learning environment to job 

performance, another variable worthy of additional research 

is gender. What factors, if any, were significant in the 

females having experienced increased sales of wines at a 

higher level than the males? There was a slight difference 

in the work experience of the males and females which may 

have led to a generalization of skills and knowledge from the 

learning environment to on-the-job performance more ĉ uickly. 

The impact of length of work experience and its possible 

interaction with gender should be examined. 

Length of training may be worthy of investigation. It 

was found that four hours of wine instruction produced a 

slight increase in sales. It would be interesting to learn 

if six or eight hours would produce a significantly higher 

increase. Conversely, if one to two hours of wine 

instruction produced similar results, the costs of training 

could be reduced. 

The wine instruction investigated in this study was 

strictly the two two-hour sessions. It would be beneficial 

to implement this instruction with on-the-job practice and 

supervision by the instructor. Another variable worthy of 
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research is that of continuous follow-up or refresher 

courses. It would be interesting to learn if food servers 

would benefit from a follow-up program at intervals 

throughout a three-, six-, or nine-month period. 

The use of incentives (monetary rewards, coupons, 

auction items) in addition to wine instruction to increase 

sales should be investigated (Winegrowers of California, 

1987). Would pairing a wine instruction program with an 

incentive program increase wine sales in restaurants? 

Conducting wine training during a specific season of the 

year could have a significant impact. This study was 

conducted during the flattest sales months so as to eliminate 

influences other than instruction. It would be of value to 

learn if a wine instruction program implemented prior to a 

peak season, would result in a significant increase in wine 

sales. 

The instructor in this study was female. It is 

recommended that the training is replicated using a male 

instructor or a male and female co-teaching to learn if 

gender of instructor may produce different results. 

Hospitality educators have decried the lack of research 

in the hospitality industry. Conducting this type of study 

in another university, college, or vocational school might 

corroborate the findings of this study. If replicated with 

similar results, curriculum implemented in the future could 

include a wine instruction program, similar to the one 
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developed in this study, in the beverage, management, and/or 

training courses within programs of hospitality education. 
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Englewood Cliffs, N.J.: Prentice-Hall, p. 101. 

Knowles, M. (1973) . The Adnlt Learner; A Nealected 
Species. Houston: Gulf Publications. 

Knowles, M. (1980) . The Modern Prac-.tice of Adult Education: 
From Pedaaoav to Andraaogy, New York: Associated 
Press. 

Lewis, R. (1986). Designing research for publication. 
The CornfíH fíotel and Restaurant Administration 
Ouarterly, 22(2), 56-61. 

Londoner, C.A. (1972, August). The systems approach as 
an administrative and program planning tool for 
continuing education. Educational Technology. 24-30. 

Long, H.B. (1980). Chanaina Approaches to Studyina Adult 
Education. San Francisco: Jossey-Bass Publishers. 

Long, H.B. (1983). Adult and Continuing Education. New 
York: Teachers College Press. 

Manago, G.H. (1987). The Essentials of Proper Wine 
Service. Manoa, HI: Western Curriculum 
Coordination Center. 

Martin, R.E. (1980). Measurement of student attitudes 
toward media instruction. Educational Technoloay. XX, 
(6), 36-40. 

Martin, W.B. (1986a) . Defining what cîuality service is for 
you. The Cornell Hotel and Restaurant Administration 
Quarterly. 2^(4), 32-38. 

Martin, W.B. (1986b). Measuring and improving your 
service quality. The Cornell Hotel and Restaurant 
Administration Onarterlv. 21(1), 80-87. 

Miller, M.D. (1985). Principles and a Philosophy for 
Vocational Education. (Special Public Series 
No. 48). Columbus, OH: The National Center for 
Research in Vocational Education. 



108 
Mills, G.E. & Pace, R.W. (1988, May). Foundations of a 

training program. Trainina & nevelopment Journal, 42, 
36-38. 

Morris, J. (1987, Summer). Action learning: Reflections 
on a process. Journal of Manaaement Development, ̂ (2), 
57-70. 

Morrison, C. (1987a, June). People: Your most effective 
wine-selling tool. Caterina Today, pp. 40-41. 

Morrison, C. (1987b, Fall). A wine selling program for 
bars. Top Shelf. pp. 29-33. 

Morrison, C. (1988, Spring). The white zin boom. Top 
Shelf, pp. 27-30. 

Norman, N.H. (1975). SPSS: Statistical Packages 
for the Social Sciences, 2nd ed. New York: McGraw-Hill, 
Inc. 

Osterland, E.A. (1980). Wine & the Bottom Line. 
Washington: National Restaurant Association. 

Parsons, F.W. (1986, September). Inexpensive interactive 
training, Training & Development Journal. 40, 38-49. 

Personnel Management. (1984). Michigan School Food Service 
Training Manual. East Lansing, MI: Michigan State 
University, Cooperative Extension Program. (ERIC 
Document reproduction Service No. ED 245 38 9) 

Richman, L.S. (1988, April). Tomorrow's jobs: Plentiful, 
but Fortune. IU, 42-47. 

Rutherford, D.G. (1985). Managing guest intoxication: 
A policy to limit third-party liability. The Cornell 
Hotel and Restaurant Administration Ouarterly. 2^(3), 
74-69. 

Shanken, M. (1986, August). Winegrowers of California tests 
marketing program. Impact Wine and Spirits Newsletter. 
pp. 8. 

Shugoll, M. & Helms, T. (1982). Cost benefit analysis of 
vocational education: Problems and strategies. 
Journal of Vocational Education Research, 7(2), 31-43. 

Sparks, J.W. (1987, November). Sales reps go to publishing 
school. Trainina Æ Development jQurnal, 42, 44-50. 



109 
Stacy, J.D. (1984). The book of beverages. Beverage 

WQrld, USnLr 68-70. 

Study finds company training on the increase. (1989, May 
2 3 ) . Wall Street Jonrn;^1 , p. 1. 

Tannahill, C. & Grimes, W. (1987). Sellina Alcohol Safely. 
InfoSystems: Wichita Falls, Texas. 

Texas Department of Agriculture. (198 6). Economic 
Growth throuah Aaricultural Development: A Blueprint 
for Action. 

Texas Department of Agriculture. (198 9). Texas Wine Country 
Tour Guide, p. 10-11. 

Texas Nutrition Education and Training Program. Final 
Evaluation Report. (1985). Austin, TX: State 
Department of Human Services. (ERIC Document 
Reproduction Service No. ED 285 897) 

Tuttle, F. (1988, January-February). Our role in rebuilding 
lives. The Vocational Education Journal, 2^, 11. 

Upton, R. (1987, March). The bottom line: Bejam's 
ingredients for success. Personnel Management, 19, 
26-30. 

Wachtel, J.T. (1987, April). Training mailroom people 
effectively. The Office. 105. 15-18. 

Weaver, T. (1988). Motivating with money: Theory M. 
The Cornell Hotel and Restaurant Administration 
Quarterly, 2i(3), 40-45. 

Winegrowers of California. (1987). How to Put More 
Business nto Your Wine Business. Emeryville, CA: 
Author. 

Wright, J. & Feun, L. (1986, July-August). Food service 
manager certification: An evaluation of its impact. 
Journal of Environmental Health, H d ) , 12-15. 



APPENDIX A 

QUESTIONNAIRE 

110 



1 1 1 

QUESTIONNAIRE 

Please f i l l in the blanks for the following cjuestions 

1. Name 

2. Male Female 

3. Birthdate 

4. Education 

High school (No. of years) 

College (No. of years) 

Major in college 

5. Restaurant experience 

(years and months, i.e., 1 year, six months) 

Food server 

Bartender 

Cocktail Server 

Other 

Personal wine consumption 

glasses (4-6 ounces) of wine per day 

per week 

per month 

7. Previous wine training (please V all appropriate) 

No Yes 

College wine course 

Correspondence course 

Other course 

Please list college, course, school, number of 

hours of instruction, or credit hours for course 

On-the-job training 
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Please list name and location of restaurant, number of hours 

of winé training: 
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TRACKING PROTOCOL 

Subject Group 

Established Check Average ($ per head spent on wine) 

Week Qne (after training) Week Two 

Week Three Week Four 
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PRE- AND POST-TEST, PRODUCT KNOWLEDGE AND SERVER SKILLS 

Please circle the correct answer for each of the following 
questions: 

1. Which of the following is the definition of a generic 
wine: 

a. A cork-finished wine 
* b. A juice blend of several grape varietal 
c. Named for a specific vineyard 
d. 75% or more of a specific grape 

2. When aging wines in barrels, the preferred wood is: 

a. Cherry * c. Oak 

b. Elm d. Redwood 

3. "Finish" is a wine term related to: 

a. Acidity c. Structure 
* b. Aftertaste d. Sweetness 

4. Tannin is normally associated with the following 
wines: 

* a. Cabernet Sauvignon c. Riesling 
b. Chenin Blanc d. Sauterne 

5. In selling a product, describing a feature tells: 

a. A positive aspect or prominent characteristic 
b. How much it will cost the customer 

* c. What the product will do for the customer 
d. Why the product fits the customer's needs 

6. The best way to let a wine breathe is to: 

a. Let the wine stand in the opened bottle 
b. Open the wine and then replace the cork 

* c. Pour the wine into the glass 
d. Store the bottle on its side 

7. Before serving a bottle of wine, you should: 

* a. Check the general appearance and wipe clean 
b. Place the cork near the knife/spoon area 
c. Pour for the person who ordered to taste 
d. Shake it up to distribute the sediment 

* Correct response 
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8. Which of the following varietal grapes is used to make 

white wine? 

a. Barolo c. Petite Sirah 
b. Merlot * d. Sauvignon 

Blanc 

9. Which of the wines listed would best complement a zesty 
Italian pasta dish? 

a. Chardonnay c. Riesling 

b. Gewurztraminer * d. Zinfandel 

10. The measurement of sugar level in grapes is called: 

a. Acidity c. Boucjuet 
* b. Brix d. Tannin 

11. Which of the following taste components is not found in 
wines: 

a. Bitter c. Sour 
* b. Salt d. Sweet 

12. A wine that is given a special name by the wine producer 
is called 

a. A fortified wine c. A private 
label wine 

b. An estate bottled * d. A proprietary 
wine wine 

13. The acidity, such as citric, tartaric, or malic acid in 
wine contributes to its: 

a. Aroma c. Brix 

b. Boucjuet * d. Flavor 

14. The best time to take the wine order is when the guests: 

a. Are served the appetizer 
b. Begin their salads 

* c. Order the meal 
d. Reĉ uest the wine list 

15. A factor that can be a major problem with alcohol 
consumption leading to intoxication is: 

* a. Body weight of person c. Type of 
alcohol 

b. Time of day d. Foods consumed 
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16. In serving wine with food, blush wines would best 
complement: 

a. Chicken Fried Steak c. Lasagne 
* b. Chicken Salad d. Prime Rib 

17. Most diners find descriptive wine terms helpful in 
choosing a wine. Which of the following terms best aid 
the diner: 

* a. Fruity, light c. Robust, bold 
b. Legs, viscosity d. Structure, 

balance 

18. Circle all factors that may influence levels of 
intoxication: 

* a. Drugs * c. Mixers 
* b. Gender d. Tolerance 

19. A wine that is labelled with the predominant grape 
used to produce the wine is: 

a. A fortified wine c. A proprietary 
wine 

b. An estate bottled * d. A varietal 
wine wine 

20. Tannins or tannic acids, found in red wines, come 
from: 

a. Grape juice c. Winemaker's 
addition 

* c. Stems, skins d. Wooden barrels 

21. A buttery chardonnay is a delightful food-wine 
combination for: 

a. Baron of Beef c. Fajitas 
* b. Chicken Kiev d. Grilled fish 

22. A red wine should be served at the following 
temperature: 

* a. 55-65° F c. 45-50° F. 
b. 40-44° F. d. 68-72° F. 
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23. For proper opening skills of cork-finished bottles of 

wine, the cork should be: 

a. Handed to the guest c. Put in wine 
bucket 

* b. Placed on table d. Sniffed by 
waiter 

24. In serving champagne or sparkling wine, you should 
serve it: 

a. At room temperature c. Slightly 

chilled 

b. Cork-popped * d. Very cold 

25. The most popular wines today are: 
* a. Blush wines c. Jug wines 
b. Hearty reds d. Wine coolers 
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Content Area 

Wine 

Winemalcing 

Type of wine 

Knowledge 
hension : 

Item no. 

2,10,11, 
20 

1,8,25 

Compre-
[tems 

Cell wt. 

14.8% 

11.1% 

Application and 
or higher items 

Item no. Cell wt. 

4,13 7.4% 

12,19 7.4% 

Total 

No. of 
Items 

6 22.2% 

5 18.5% 

Tastes/aromas 
of wines 3.7% 17 3.7% 2 7.4% 

Food & wine 
pairing 

Selling & 
serving 5,14 7 . 4 % 

9 , 6 , 2 1 1 1 . 1 % 3 1 1 . 1 % 

6 , 7 , 2 2 
2 3 , 2 4 18.5% 4 14.8% 

Alcohol 
awareness 15 3.7% 18—(3 

items) 
11.1% 4 14.8% 

11 40.7% 16 59.2% 27 99.9% 
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PLAN OF INSTRUCTION 

TITLE: Wines Sales and Service 

DESCRIPTION: 

STUDENT GROUP: 

This is a two part, two-hour training 
session on the saie and service of 
wine in restaurants. The training 
will provide the students with 
information about the product of 
wine. In addition, the students will 
learn wine sales skills and service 
technicjues. The training is lecture-
based with discussions, videotapes, 
and demonstrations. The students 
will participate in in-class 
exercises, components, and wine 
tastings. 

Food Servers 

CLASS SIZE: 32 

COURSE OBJECTIVES The objectives for the students are: 

1) To identify the steps in making 
wine from grapes. 

2) To identify major types of wines: 
four generic wines and twelve 
premium varietal wines. 

3) To determine three of the four 
taste components found in wines 
made from grapes. 

4) To describe the basic tastes and 
aromas found in wines made from 
grapes. 

5) To demonstrate knowledge of 
traditional and proprietary 
(restaurant) food and wine 
pairings. 

6) To determine wine selling and 
serving skills in the food 
service profession. 

7) To identify characteristics of 
intoxication and safe consumption 
levels. 
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ROOM ARP^ANGEMENT: Depending upon restaurant, set up 
tables to accommodate ali students 
seated at dinner tables, facing each 
other with instructor located in a 
central, visible position. Videotape 
equipment should be positioned for 
good visibility for all students. 
Utilization of another room at the 
restaurant for viewing of videotapes 
is preferable but not mandatory. 
Instructor may use chalkboard and 
menu boards for illustration. 

SETUP PROCEDURES: Prior to training, Session I: 

1) Establish baseline (dollars per 
head) spent on wine by customers 
for each student based on his/her 
daily average calculated over a 
two week period (total dollars 
spent on wine divided by total 
number of customers served per 
evening shift). 

2) Reserve necessary audio-visual 
equipment and prepare appropriate 
number of materials per 
anticipated class attendance. 

3) The day of instruction, Session 
I: 

Check room for cleanliness 
and overall organization. 

Make sure necessary number 
of tables, chairs, and 
chalkboard are available. 

Assure all class materials 
are available in correct 
c^uantities. 

Prepare components tasting 
experiment (three small 
paper cups per student: 
sugar-water, tartaric acid-
water, tannic acid-water). 
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Using clear, tulip-style 
wine glasses, (four per 
student) pour one-half 
to one-ounce servings of 
these wines in the following 
order: generic chablis, 
chardonnay, generic 
burgundy, cabernet 
sauvignon. Specific brands 
of wines to be selected day 
of training. 

Distribute one piece per 
student, individually 
wrapped Laughing Cow® 
Cheesebits. This is to be 
placed to the right side of 
the fourth wine glass, going 
from left to right as 
student would sit facing 
table. 

Set up videotape: "Wine: 
From Vine to Glass." 

4) The day of Instruction, 
II: 

Session 

Check the room for clean-
liness and overall 
organization. 

Make sure necessary number 
of tables, chairs and 
chalkboard are availabie. 

Assure all class materials 
are available in correct 
cjuantities. 

Using clear, tulip-style 
wine glasses, (four per 
student), pour one-half to 
one-ounce servings of these 
wines in the following 
order: blush wine, blush 
wine (different producer), 
Chenin Blanc, Johannisberg 
Riesling. Specific brands 
of wines to be selected day 
of training. 
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Set up videotape: "Wine: 
Server Selling Skills." 

SCHEDULE: 

HANDOUT MATERIALS: 

PERSONAL 

Two-hour classes, no breaks 
scheduled, however, breaks may occur 
at discretion of instructor. 

Student Questionnaire 
Product Knowledge Pre-Post Tests 
Training Goal and Objectives 
Pronunciation Guide 
Wine Aroma Wheel 
Wine Flavor Descriptors 
Class Exercises 
Food/Wine Pairings "cheat sheet" 
Texas Department of Motor Vehicles 

Intoxication Worksheets 
Student Evaluations 
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TRAINING IMPLEMENTATION 
DAY ONE 

CQNTENT 
INSTRUCTIONAL 

JLLME hin 

I. Introduction 

A. The instructor will discuss 
her doctoral dissertation 
research. 4 min 

"I am a graduate student in the College of Home 
Economics at Texas Tech University working for the 
Texas Wine Marketing Research Institute. My study 
is based on some work I did with food servers in 
California and the Midwest. It seems that the 
usual way people begin to enjoy drinking wine is 
through the suggestion of food servers in 
restaurants. The server suggests a wine to 
complement the food and the customer tries it and 
likes it. The program was successful. Food 
servers sold lots of wine to customers who had 
their dining experience enhanced. I would like to 
see it happen in Texas, too. I need your 
cooperation through completion of a c^uestionnaire, 
a pre-test and attendance at both training 
sessions, today and Wednesday afternoon. It's 
really important to me because my research is 
critical to my success in completing my doctorai 
degree. That's what's in it for me. I aiso 
want you to begin earning more tips through the 
sale of wines. That's what's in it for you." 

B. The students will complete 
the cîuestionnaire, consent form. 

C. The students will be administered 
the product knowledge pre-test. 

D. The instructor will discuss 
the impact of wine sales on 
the "bottom line." She will 
give eĉ uation: two entrees 
for a total of $20.00, $3.00 
tip; add $10.00 bottle of wine, 
tip becomes $4.50 (50% increase). 
Sell ten tables a $10.00 bottle 
of wine ($1.50 more per table), 
$15.00 more per shift, $75.00 
per week, $4,000 per year. 

5 min. Handouts 

10 min. Handout 

5 min. 
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PLAN ÔF INSTRUCTION 

CQNTENT 
INSTRUCTIONAL 

D. Wine training goals, objectives. 

Students will be asked why 
they're here, what they expect 
to learn. 

"Why do you think Linda asked 
you all to come in this afternoon? 
Don't be shy, just tell me what 
you thought when you saw your 
invitation." 

5 min Chalkboard 

SERVER GOAL: To increase tips through 
wine sales 5 min Handout 

OBJECTIVES: 

1) 

2) 

3) 

4) 

5) 

6) 

7) 

To identify the steps in making 
wine from grapes. 

To identify major types of wines: 
four generic wines and twelve 
premium varietal wines. 

To determine three of the four 
taste components found in wines. 

To describe the basic tastes and 
aromas found in wines made from 
grapes. 

To demonstrate knowledge of tradi-
tional and proprietary (restaurant) 
food and wine pairings. 

To determine wine selling and serving 
skills in the food service profession 

To identify characteristics of intoxi-
cation. 
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INSTRUCTIONAL 
CQNTENT T ME hîH 

II. Product Knowledge 

A. Students will be introduced to 
sensory evaluation; sight, smell 
flavor. 

B Instructor will conduct components 
tasting. She will explain about 
sweet, sour, and bitter flavors in 
mouth and in wines. 3 min Handout 

C. Students will participate in a 
guided tasting with instructor 
explaining positions in mouth, 
length of time in savoring. 7 min Compo-

nents 
D. Viewing of video: "WINE: FROM 

VINE TO GLASS." 15 min Video-tape 
Discussion of video: ĉ uestions 
or comments from students. The 
instructor will explain the focus 
on California wines, Texas wines.5 min 

III. Wine Tastings 

A. Instructor will introduce tasting^ 
concepts. The students will parti-
cipate in side-by-side blind tastings. 
Students will first analyze by color 
differentials between the first two 
white wines, noting subtle diff-
ences (light yellows to golden 
tones). The students will 
always be comparing two wines. 3 min Wine 

B. Students will analyze by smell of 
these same two wines. The students 
will learn about the esters, aromas 
found in wines. The instructor will 
demonstrate how to properly smell 
the wine. She will discuss the 
olfactory bulb in the brain, the 
method for swirling the wine in the 
glass, including covered swirlmg. 
The students will always be u ^ ^ 
comparing two wines. Students ^ Handout 
will participate in smelling wine.7 min Wine 
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CQNTENT 
INSTRUCTIONAL 

IME ÛJI2 

I I I . Wine T a s t i n g s , cont 

D 

The instructor will introduce 
the concept of "la rins bouche" 
which means to take a little 
wine (from the first glass on 
the left) in the mouth, swish it 
all around, and swallow. This is 
the method for preparing the 
mouth to taste wine. 

The instructor will introduce 
the concept of Attack, Evolution 
and Persistence in learning to 
taste the wine; initial flavor, 
evolving flavor, and finish of 
wines. 

2 min Wine 

2 min 

E. The students will participate 
in tasting the first wine. The 
instructor will elicit comments 
about the taste. The students 
will then taste a small amount 
of the second glass from the left. 
They will be comparing one to the 
other. Next, the students will 
taste a little of the first, with 
a little of the second wine to note 
subtle differences. 

"What can you say about the taste 
of the wines? Did you notice 
a difference in the tastes between 
the two wines? Did you think one 
tasted sweeter or stronger or lighter 
or fruitier than the other?" 4 min 

The students will participate in 
side-by-side blind tastings of the 
red wines (third and fourth glasses 
of wine). Students will first 
analyze by color differentials 
between the red wines (bright 
purple to brick red tones). The 
students will always be comparing 
two wines. 3 min 

Wine 

Wine 
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INSTRUCTIONAL 
XIME A D 

III. Wine Tastings, cont. 

G. Students will analyze by smell of 
these same two wines. The students 
will smell, swirl, cover swirl, and 
compare these wines, one to 
another. 5 min 

H. The students will participate in 
tasting the third wine, first the red 
wine. The instructor will elicit 
comments about the taste. The 
students will then taste a small 
amount of the fourth and final glass 
of wine. They will be comparing one 
to the other. Next, the students will 
taste a little of the first with a 
little of the second wine to note 
subtle differences. 

Wine 

"Did you like the first wine better 
than the second one? Did you notice 
a big or small difference between the 
two wines? Did you like one wine 
more than the other?" 4 min Wine 

The instructor will introduce 
the concept of wine with food 
through the sampling of the piece 
of cheese. The students will be 
instructed to put the cheese in 
their mouths, chew it up but, 
prior to swallowing, take a sip of 
the fourth red wine. After then 
swallowing and savoring the flavors 
of the cheese with the wine, the 
students will be encouraged to 
discuss the food wine combination.4 min 

Wine, 
Cheese 

IV. Types of Wines 

A. Instructor will identify and explain 
the following four types of generic 
wines: Chablis, Burgundy, Rhine 
and Rose. 2 min 

B. Instructor will pronounce and describe 
the twelve prominent premium varietal 
wines, White and Red (six each). 5 min Handouts 
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PLAN OF INSTRUCTION 

INSTRUCTIONAL 
CQNTENT XIHE 1̂12 

V. Alcohol Consumption 

A. Instructor will discuss legal amounts 
of alcohol per body weight and time, 
signs of intoxication. 7 min Handout 

B. Students will calculate and discuss 
a drinking episode (personal or a 
recent customer). 

"Look at the chart. Find your weight 
and then look at how much you can safely 
consume in one hour. Let's talk about 
the last time you or one of your customer's 
was drinking. How many drinks did you have 
and over what period of time? This is for 
your own benefit. Nobody is going to be 
looking over your shoulder, I just want you 
to learn to calculate body weight and number 
of drinks you can safely consume. Will some 
one please tell me about a recent night on 
the town? What you drank and what you 
might have done differently." 8 min 
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TRAINING IMPLEMENTATION 
DAY TWO 

CQNTENT 
INSTRUCTIONAL 

ÍIIIE hlH 

I. Review 

B 

The instructor will review wines 
sales, course objectives, components 
tastings, wine tastings, aromas, 
flavor descriptors, pronunciation 
guide. 7 min, 

The instructor will ask students 
to discuss their wine sales over the 
last two evenings. 5 min 

II. Wine Tastings 

A. 

B 

D 

Students will participate in a guided 
tasting of four wines: Two blush wines, 
Chenin Blanc, Johannisberg Riesling. 

Students will 
differentials 
noting subtle 
apricots). 

first analyze by color 
the two blush wines, 
differences (pinks, 

2 min 

Students will analyze by smell of these 
same two wines. They will smell, swirl, 
cover swirl the first two wines. The 
students will be encouraged to discuss 
the differences. 3 min. 

Students will begin the tasting by 
"la rins bouche" using the first blush 
wine (far left glass). Then the 
students will taste the first two wines, 
noting subtle differences. The 
students will evaluate the wine 
according to the attack, evolution, 
and persistence method. 3 min. 

Wine 

Wine 

Wine 

Students will analyze by color differentials ̂  
the last two wines. 2 min. Wine 

Students will analyze by smell of these 
same two wines with smell, swirl, anci 
cover swirl. 3 min. Wine 
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INSTRUCTIONAL 
CQNTENT XIME MH 

I I . Wine Tastings, cont. 

G. Students will taste the last two wines, 
noting attack, evolution, and persistence. 
Again they will be comparing the wines 
one to another. 4 min. Wine 

III. Wine Descriptions 

A. Students will participate in class 
discussion of descriptions of wines. 
Instructor will verbalize terms used 
in describing tastes, such as: light, 
fruity, sweet, dry, light-, medium-, 
heavy-bodied, spicy, fragrant, floral. 
The student will be encouraged to add 
terms. 

"What can you tell me about these wines. 
You can use your handouts. Someone please 
describe the Johannisberg Riesling for me 
using terms I can understand as your customer." 

3 min 

B. Using the wine list, the instructor 
will select ten wines to describe in 
open class discussion. The students 
will attempt to describe these wines 
in three words, i.e., "light, fruity 
and floral." 10 min 

IV. Wine Sales and Service 

A. Students will be encouraged to discuss 
problems, comfort level with selling 
wines. Instructor will probe with 
cîuestions of ease, comfort, fears. 

"What makes it tough for you to sell 
wine? Is it pronouncing the names? 
Is it that you don't know what to 
suggest? Is it that you are afraid 
to try to open a bottle in front of 
a customer?" 

5 min. 

B. Viewing of video: "SERVER SELLING 
SKILLS." 13 min. 
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CQNTENT 
INSTRUCTIONAL 

JH H E ^lfi 

IV, Wine Sales and Service, cont. 

C. Instructor will introduce role-playing 
exercises. Students will be formed into 
groups of three. One student will be 
the diner, one student will be the food 
server and one student will be the 
evaluator. The diner will be instructed to 
order food and allow food server to suggest 
wine to go with the food based on the 
server's c^uestioning skills, product knowledge, 
and suggestion technicjues. The evaluator 
will be analyzing the process. The 
instructor will demonstrate this role 
play using the Manager and Assistant 
Manager of the restaurant. 7 min. 

D. 

menu, 
wine 
list 

The instructor will implement the role-
playing exercise. The exercise will be 
implemented three times to enable menu, 
each student in the group to play wine 
each role. 20 min. list 

E. The instructor will distribute 
and discuss the Food/Wine Pairings 
"cheat sheet." 8 min 

"cheat-
sheet." 

V. 

VI 

Service Technicjues 

A. The instructor will demonstrate 
how to carry, display, open, and pour ̂  
still wine. 5 min 

B. The instructor will demonstrate 
how to open sparkling wine. 

Review, Day Two 

2 min 

A. The instructor will review the 
tastes of the four wines, flavors, 
food and wine pairings, selling 
skills, and service eticjuette. 5 min 

B. Students will be aciministered 
the post-test. 

C. Students will be administered 
the student evaluation. 

8 min 

5 min. 

Wine 

Wine 

post-
test 

student 
evaluation 
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WINE AROMA/FLAVOR CHART 

Grassy 
Bell Pepper 

StrawO^^^ 
Oak Vanilla 

Smokey 

Earthy | Oúier 

Yeast 

Honey 

Cinnamon 

Clove^ Í^F l.iconce 
Black Pepper 

Violet 

Jasmine 

Rose 

Citrus/beny/cree 
Fig, raisin, melon, pear, 
Peach, apricot, cherry, 
Black Currant, Raspberry, 
Orange, Lemon, Grapefruit 

Adapted by Penny Granucci j&rom the origmal created at 
the University of Califomia at Davis (special thanks to 
Dr. Aim Noble). 
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Varietal Wines: Characteristics/Tastes 

Type Varietal Flavor Descriptor 

WHITE 
WINES 

Chardonnay 

Sauvignon Blanc 

Semillon 

Riesling 

Gewurztraminer 

Chenin Blanc 

Apple, lemon, pineapple, 
peach, vanilla, oakey, 
buttery 

Grass, hay, herbs, 
citrus, woody, acidic 

Fig, pear 

Pear, peach, citrus, 
floral, honey 

Melon, peach, apricot 

Spicy, floral, fruity 

RED 
WINES 

Cabernet Sauvignon 

Merlot 

Pinot Noir 

Gamay 

Zinfandel 

Black currant, cassis, 
herbal, mint, eucalyptus, 
green pepper, oakey 

Cassis, black cherry 

Black cherry, plus, 
raisin, earthy 

Strawberry jam 

Raspberry, spicy, black-
pepper 

Petite Sirah Fruity, spicy 
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PRONUNCIATION GUIDE 

BURGUNDY 

CABERNET SAUVIGNON 

CHABLIS 

CHARDONNAY 

CHENIN BLANC 

FRENCH COLOMBARD 

BURR-gun-dee 

cab-air-NAY so-veen-
YOWN 

sha-BLEE 

shar-doe-NAY 

SHEN-NON BLAHNK 

French COLOM bard 

GAMAY 

GEWURZTRAMINER 

GRENACHE 

MERLOT 

PETITE SYRAH 

PINOT NOIR 

RIESLING 

ROSE 

SAUVIGNON BLANC 

SEMILLON 

ZINFANDEL 

gam MAY 

guh-VOORTZ-tram-mee-
nair 

gren-AHSH 

mair-low 

peh-TEET sear-RAH 

PEE-no NWAHR 

REECE-ling 

row-ZAY 

so-veen-YOWN BLAHNK 

say-me-YOWN 

ZIN-fan-del 
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9 

Harrigan's Food/Wîne Pairings 

Salads 
Seafoods 

(Swcct) 

to 

Dry) 

Southern 

Exceptîons: 

WycliffChablis 
WycliffBlush 
White Zinfandel 
Blush Chablis 
Johannisbcrg Riesling 
Chcnin Blanc 
Chaidonnay 
Sauvignon Blanc 

Chicken best with whites (as above) 

Snx)thered Steak, Cutlet and 
Barbeque Chic: Reds,BIiish 

Hamburgers 
Steaks & Chops 

(Fruity — 
Spicy —-
Dry ) 

REDS! 

Wycliff Burgundy 
Mouton Cadet 
Zînfandel 
Cabemet Sauvignon 

Mexican 
Nachos 

Blush wines, spicy reds, Riesling (to "cut the heat") 

Rememben 1. Champagne goes with everything 
2. Blush is No. 1 wine in America today 
3. Help your customers, but let them dnnk what they 

like with whatever they eat! 

"Would you like a glass of wine or something fi?om thc bar?" 
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ACTIVITIES 

Exercise I: Wine Description 

Oral exercise, in-class general discussion 

Using the wine list (proprietary), ask students to "describe" 
the wines on the wine list. 

(Encourage utilization of training handouts, personal 
preferences) 

Exercise II: Food and Wine Pairings 

Oral exercise, in-class general discussion 

Using the wine list and menu, ask students to discuss food 
wine combinations. Encourage personal preferences and/or 
customer preferences from their own experiences. 

Exercise III: Selling Skills 

Oral exercise, groups of three, role-play 

Procedure: Two persons are diners, one person is the food 
server. Using restaurant menu and wine list, the "couple" 
will come in to dine. The "food server" will practice wine 
selling skills in aiding the couple with a wine for their 
dinner. 

The server will work through the following processes in 
selling wine to the customers: 

Establishing communication 
Discovering needs 
Offering suggestions 
Closing the sale 

Time permitting, there will be role reversal so that each 
person in the triad has an opportunity to "sell." 

Summary of exercise: general discussion by entire class of 
problems or difficulties and/or technic ues that made the job 
easy. Each group will verbalize the selections (wine and 
food pairings) made by the food server in the exercise. 
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MEN 
t oí 

1 

2 
3 
^ 

5 

6 
7 

8 

9 

10 

DrirJcj 

100 

.03 

.06 

.09 

.12 

.15 

.18 

.21 

.2^ 
.27 
.30 

125 

.02 

.05 

.07 

.10 

.12 

. 1 ^ 

.17 

.19 
.22 

.24 

150 

.02 

.04 

.06 

.08 

.10 ' 

.12 

.14 

.16 

.18 

.20 

Wci^ht 

175 200 
.02 
.03 
.05 
.07 

.08 

.10 

.12 

.14 

.15 

.17 

.01 

.03 

.04 

.06 

.07 

.09 

.10 

.12 

.13 

.15 

225 

.01 

.04 

.04 

.05 

.06 

.08 

.09 

.10 

.12 

.13 

250 

.01 

.04 

.04 

.05 

.06 

.07 

.08 

.10 

.11 

.12 

I o{ 

1 
2 
3 
4 

5 

6 
7 

8 
9 

10 

Drinkí 

100 

.03 

.07 

.10 

.13 

.17 

.20 

.23 

.26 

.30 

.33 

125 
.03 

.05 

.08 

.10 

.13 

.15 

.18 

.21 

.23 

.26 

150 

.02 

.04 

.07 

.09 

.11 

.13 

.15 

.18 

.20 

.22 

WOMEH 
Wti^hl 

175 200 
.02 
.04 
.06 

.08 

.10 

.11 

.13 

.15 

.17 

.19 

.02 

.03 

.05 

.07 

.09 

.10 

.12 

.14 

.15 

.17 

225 
.02 
.03 
.05 
.06 
.08 

.09 

.11 

.12 

.14 

.15 

250 

.01 

.03 
r\í 

.05 

.07 

.08 

.09 

.10 

.12 

.13 

How to use the charts 

1 . Ccuût thc nczibcr cí årvús coaruiacd. Subtrort onc drink ícr cach hour cí confiaption. 
2- find tlic nu=it<r obtcincd in 1. in thc lcít-hand coluan oí thc chcrt. At tiiiî pcint look cacîî thc chcrt tc thc colv 
contcininq thc pccren'î cpprcxiirictc • ci^ht. Rcad thc dcQiiid nuiiit<r. 
3 . Thií dcdoci nusibcr rcjrcícnts thc cppfoxiniatcd alcohel conccntrotion cí tht indi\-iduaJ. 

rc<- cccnipU, o 175 pc-und mcn boi ccniumtd 8 drinkí c-vcr o two Lour p<ric-l. Tbt odr.iitcd nuink<r cí drinkí ii 6. Eií dcobvl 
ccnccntrotien <írill tbcrcíort bc oppfoxámatclT OiO. Uriní tbc cborti ond monitcfin^ tbc ûmcunt cí olccbcl ccaiumcd by an 
indÍYÍduol, it is pwiibU te ícna o rcoioncbú cpinioa OÍ te tbc m;dibc:4 tbot cn indi-nduol moY b<comiaí iatoacottd. It ií bot tr 
u thc5c cborti to dctcmiac rhta to í l w ícrncc to o pitrcn, cr te ethcrrix intcr^xnc te rtducc tbc m:cJibc<4 eí tbc pitrea 
bcccmintf intcxicatcd. 

Source: 
Tannah i l l & Grimes, 1987, S ^ ' n i m AlCPnol afelV 
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ATTITUDES TOWARD WINE INSTRUCTION 

Please respond to each of the statements using any number from 1-9 
Write the number on the blank line at the end of the statement. 

Use the following scale: 

Disagree 
Completely 

Neither Agree 
Nor Disagree 

Agree 
Completely 

1. The content of the training gave me 
new ideas on wine sales and service 

2. Every expectation I had for this 
training has been exceeded. 

3. It was a waste of time to show me an 
actual example of how to sell and serve 
wines. 

4. This training has not met the hopes 
that I had for it. 

5. Seeing an example of the selling and 5 
serving of wines helped me to combine 
wine knowledge and skill. 

6. The content of this training was dull. 6 

7. The presentation used in this training 7 
leaves a lot to be desired. 

8. I find the content of this training 
interesting. 

9. I retain the material in this training 
because of the presentation. 

10. Seeing an example helps me visualize 
how to better sell and serve wines. 

12. The subject matter in the training 
has little application for me. 

13. My feelings about the training are 
positive. 

14. This training helped me to see the 
complexities of selling and serving 
wines. 

8. 

9. 

10 

11. The training provided little opportunity 11 
for learning. 

12 

13 

14 
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Table 9 

Baselines and Percentage Differences 
per Subject: Experimental Group 

Subiect 

1001 
1002 
1003 
1004 
1005 
1006 
1007 
1008 
1009 
1010 
1011 
1012 
1013 
1014 
1015 
1016 
1017 
1018 
1019 
1020 
1021 
1022 
1023 
1024 
1025 
1026 
1027 
1028 
1029 
1030 

Baseline 
(dollars per 
head spent 
on wine) 

.24 

.06 

.25 

.31 

.00 

.27 

.07 

.28 

.00 

.24 

.74 

.26 

.28 

.37 

.23 

.20 

.00 

.00 

.00 

.19 

.11 

.00 

.15 

.21 

.25 

.26 

.00 

.15 

.00 

.32 

New Baseline 
after instruction 

tracking 

.33 

.51 

.50 

.28 

.00 

.37 

.20 

.29 

.40 

.20 

.54 

.26 

.31 

.09 

.33 

.41 

.00 

.00 

.06 

.20 

.31 

.34 

.19 

.06 

.36 

.20 

.06 

.31 

.39 

.22 

Monetary 
increase/ Percentage 
decrease difference 

+ .09 
+ .45 
+ .25 
-.03 
.00 

+ .10 
+ .13 
+ .01 
+ .40 
-.04 
-.20 
.00 

+ .03 
-.28 
+ .10 
+ .21 
.00 
.00 

+ .06 
+ .01 
+ .20 
+ .34 
+ .04 
-.15 
+ .11 
-.06 
+ .06 
+ .16 
+ .39 
-.10 

+ 38% 
+750% 
+200% 
- 10% 

0% 
+ 37% 
+186% 
+ 04% 

- 16% 
- 27% 

0% 
+ 11% 
- 76% 
+ 43% 
+ 105% 

0% 
0% 
0% 

+ 05% 
+ 181% 

+ 27% 
- 71% 
+ 44% 
- 23% 

+ 107% 

- 31% 
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Table 10 

Baselines and Percentage Differences 
per Subject: Control Group 

Subiect 

2001 
2002 
2003 
2004 
2005 
2006 
2007 
2008 
2009 
2010 
2011 
2012 
2013 
2014 
2015 
2016 
2017 
2018 
2019 
2020 
2021 
2022 
2023 
2024 
2025 
2026 
2027 
2028 
2029 
2030 
2031 
2032 

Baseline 
(dollars per 
head spent 
on wine) 

.18 

.20 

.25 

.21 

.30 

.17 

.49 

.28 

.19 

.19 

.49 

.26 

.16 

.00 

.33 

.00 

.00 

.19 

.40 

.33 

.14 

.87 

.38 

.52 

.24 

.00 

.00 

.00 

.00 

.00 

.00 

.00 

New Baseline 
after instruction 

tracking 

.22 

.22 

.33 

.21 

.23 

.26 

.29 

.20 

.24 

.19 

.21 

.32 

.17 

.27 

.38 

.17 

.30 

.23 

.26 

.34 

.23 

.02 

.16 

.11 

.13 

.04 

.20 

.19 

.16 

.10 

.13 

.00 

Monetary 
increase/ Percentage 

difference 

+ .04 
+ .02 
+ .08 
.00 

-.07 
+ .09 
-.20 
-.08 
+ .05 
.00 

-.28 
+ .06 
+ .01 
+ .27 
+ .05 
+ .17 
+ .30 
+ .04 
-.14 
+ .01 
+ .09 
-.85 
-.22 
-.41 
-.11 
+ .04 
+ .20 
+ .19 
+ .16 
+ .10 
+ .13 
.00 

+ 22% 
+ 09% 
+ 32% 

0% 
- 23% 
+ 53% 
-500% 
- 29% 
+ 26% 

- 57% 
+ 23% 
+ .06% 

+ 15% 

+ 21% 
+ 21% 
+ 03% 
+ 64% 

-4,250% 
- 58% 
-788% 
- 46% 



APPENDIX I 

PRE-TEST AND POST-TEST SCORES 

AND PERCENTAGE DIFFERENCE 

FOR EXPERIMENTAL GROUP 

148 



149 

Table 11 

Pre-test and Post-test Scores and Percentage 
Difference for Experimental Group 

1001 
1002 
1003 
1004 
1005 
1006 
1007 
1008 
1009 
1010 
1011 
1012 
1013 
1014 
1015 
1016 
1017 
1018 
1019 
1020 
1021 
1022 
1023 
1024 
1025 
1026 
1027 
1028 
1029 
1030 

Pre-test score 
(% corrert) 

63% 
56% 
78% 
52% 
70% 
63% 
52% 
52% 
70% 
48% 
74% 
67% 
52% 
59% 
48% 
81% 
41% 
48% 
52% 
67% 
52% 
58% 
41% 
52% 
59% 
48% 
37% 
52% 
48% 
56% 

Post-test score 
(% corrert^ 

78% 
67% 
89% 
74% 
81% 
81% 
81% 
70% 
81% 
74% 
81% 
89% 
78% 
78% 
63% 
93% 
63% 
78% 
70% 
67% 
78% 
70% 
67% 
63% 
70% 
78% 
63% 
67% 
78% 
74% 

Percentage 
difference 

+ 15% 
+ 11% 
+ 11% 
+22% 
+ 11% 
+ 18% 
+29% 
+18% 
+11% 
+26% 
+07% 
+22% 
+26% 
+19% 
+ 15% 
+ 12% 
+22% 
+30% 
+ 18% 
00% 

+26% 
+ 12% 
+26% 
+ 11% 
+ 11% 
+30% 
+26% 
+ 15% 
+30% 
+ 18% 

Mean increase in product knowledge: 
pre-test and post-test scores). 

19% (difference between 
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Table 12 

Pre-test and Post-test Scores and Percentage 
Difference for Control Group 

Subiect 

2001 
2002 
2003 
2004 
2005 
2006 
2007 
2008 
2009 
2010 
2011 
2012 
2013 
2014 
2015 
2016 
2017 
2018 
2019 
2020 
2021 
2022 
2023 
2024 
2025 
2026 
2027 
2028 
2029 
2030 
2031 
2032 

Pre-test score 
(% correct) 

78% 
89% 
41% 
33% 
56% 
63% 
67% 
56% 
59% 
48% 
63% 
48% 
41% 
67% 
63% 
67% 
56% 
63% 
37% 
63% 
37% 
63% 
41% 
67% 
44% 
52% 
56% 
67% 
56% 
59% 
67% 
63% 

Post-test score 
í% correct) 

78% 
89% 
63% 
33% 
59% 
48% 
67% 
52% 
74% 
56% 
63% 
48% 
44% 
52% 
67% 
59% 
70% 
67% 
59% 
67% 
41% 
59% 
41% 
67% 
48% 
59% 
56% 
63% 
56% 
44% 
74% 
56% 

Percentage 
difference 

00% 
00% 

+22% 
00% 

+03% 
-15% 
00% 

-03% 
+ 15% 
+08% 
00% 
00% 

+03% 
-15% 
+04% 
-08% 
+ 14% 
+ 04% 
+22% 
+ 04% 
+ 04% 
-04% 
00% 
00% 

+ 04% 
+ 07% 
00% 

-04% 
00% 

-15% 
+ 07% 
-07% 

Mean increase in product knowledge: 
pre-test and post-test scores). 

02% (difference between 
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ATTITUDES TOWARD WINE INSTRUCTION: 
RELATIVE FREQUENCY OF RESPONSES 

I . Th« c o n t e n t o f t h e t r a i n i n g g a v e me new i d e a s on wine s a l e a and a e r v i c e 

Mean 8 . 6 0 
3.70% 

7.41% 

14.81% 

74.07% 

U 9 
B 8 
• "' 
0 6 

2 . Every e x p e c t a t i o n I had f o r t h i a t r a i n i n g haa been e x c e e d e d . 

7.41% Mean 8 . 5 9 

11.11% 

14.81% 

29.63% 
• s 
0 7 
Q 6 
0 5 
D 2 

37.04% 
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3. It was a waste of time to ahow me an actual exampie of how to aell and 

aerve winea. ^̂ ^̂ , ̂ ^gg 

3.70% 
3.70% 

22.22% 

• 1 
M 2 

n 6 
• 7 

62.96% 

4. Thia training haa not met the hopea that I had for it< 

3.70% 
3.70% Mean 2.11 

25.93% 40.74% 

• 1 
Ea 2 
B 3 
0 5 
D « 

25.93% 
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5. See ing an example of the a e l l i n g and eerving winea 
helped me t o combine wine Jcnowledge and s k i l l . 

Mean 7.74 

7.41% 

3.70% 

29.63% 

33.33% 

• 9 
B 8 
O 7 
0 6 
D 5 

6. The content of th ia t ra in ing was d u l l . 

Mean 2.07 
3.70% 3.70% 

22.22% ^ ^ 
40.74% D 1 

B 2 
D 3 
0 s 

29.63% 
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7. The presentation uaed in this training leaves a lot 

to be deaired. 

7.69% 
Mean 1.88 

7.69% 

3.85% 

7.69% 

53.85% 

19.23% 

D 
Ea 

M 

D 

8. 1 find the content of thia training intereating. 

Mean 8.11 
3.70% 

44.44% 

D 9 
Q e 
O 7 
0 5 

29.63% 
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9. I retain the material in this training because 

Mean 7 . 7 4 
o f t h e p r e a e n t a t i o n . 

3.70% 

11.11% 

29.63% 

22.22% 

B 
9 
8 

S 7 
0 6 
D 5 

33.33% 

1 0 . S e e i n g an example h e l p s me v i s u a l i z e how t o b e t t e r 

s e l l and s e r v e w i n e s . 

14.81% 

33.33% 

Mean 6 . 3 7 

D 9 
B 8 
m 7 

51.85% 
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11. The training provided little opportunity for learning. 

3.70% Mean 1.52 

44.44% 51.85% 

D 1 
Q 2 
0 3 

12. The subject matter in the training has little application for me. 

7.41% Mean 1.4 8 

33.33% 
• 1 
0 2 
m 3 

59.26% 
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13. My fee l inga about the training are pos i t ive . 

14.87% 

3.72% 
7.04% 

74.37% 

Mean 8 . 5 9 

D 9 
D 8 
S 7 
0 6 

14. Thia training helped me to see the complexities of 
s e l l i n g and serving wines. 

Mean 8.07 7.41% 

3.70% 

14.81% 

22.22% 

51.85% 

• 9 
ca 8 

0 6 
D 5 




