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ABSTRACT
Master Thesis
ASSESSING THE SIGNIFICANCE OF UPSELLING ON SOMMELIER
PROFESSION:
A Research on the Wine Tasters in Marmara Region
Can Togay ISIKLI

Yasar University
Institute of Social Sciences

Master of Tourism
Sommelier professivis a profession which has a long history. This profession is one
of the subprofessios in tourism sector. It has an important place in tourism and it
has increased the quality and customer happiness at the organizations. As the other
professions whiclihave affected sellingechniquesecently new selling techniques
have emergedn sommelier professioras well Upselling is one of the great
examplesof this profession.
The study aimedo revealhow significant these techniques aredstermining the
upselling techniques which are usedthgwine tastersThrough this studya profile
is obtained by examining the variables which affect the upsgtiieterencesThe
qualitative and quantitativenethod wereused in the research. Thersey was
formed from structured questions. The collected data was analyzed with Mann
Whitney U Test, KruskaWallis Test and correlation analysis by SPSS v.20. The
qguestionnaire was applied ffifty -nine participants whowere working in the
Marmara Regionactively. As a result ofhe collected databoth thesignificance of
upselling on sommelier profession and the variables whiate aneffect on
upselling preferencesare revealed As this studycould be used inother scientific
works relatedto sommelierprofession, itmight also be a source for academicians
who want tomakeresearbeson wine tourism, upselling and sommelier profession.
Keywords: Sommelier Profession, Wine Tourism, Upselling, Food &Beverage sub

professions.
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INTRODUCTION

The am of this research is tdemonstratehow oftena sommelierusesupselling
techniquesThus it is detected how essential upselling is for a sommd8ites. study

also tries to discovethe unknownor unheardupselling strategieby interviewing
sommelies during the process @fuestionnaire development

As it is known, winemaking datesack to earlier agedn the article whichwas
published at The New York Timé¢a Brief History of Wine, 2007) itwasstated that

the oldest winanaking proof datesback to6000 B.C.This datim was obtainedrom
therecording of grape harvesbn thetomb wallsof Egyptians.After the spread of
wine-making throughout theworld, new professionshave shown upsuch as
viticulture, cellar management and wine servicing (Sommelier).

After the French revolution, the people startetbtk for quality and diversitat the
restaurants. So, regular service staff became inadequate. Thus, although the other
professionsrelatedto wines have developedin time, Sommelier has become the
leading and the most prestigious ohmnetheless,he fields of works havevaried
andthe profession of wine tasting hagcane the necessity. Sommeliedsitieshave

been determineds praeerving inventory ofestaurantsadvisingthe guess for wine
creatinga wine list, food and wine pairing and upsellifyeserving inventoryf
restaurants anddvising guestdor their selectionshecame the most important
(Dewald, 2008).Also Koplan eta | . (1996) d ehé pensen s@elymm a s
responsible for assisting the customers with their wine selections and for the service
of that wine athe tableo

Along with the development of technology and production, new marketing strategies
are neededby the sellersThe strategy ismportant for a seller due to predicting the
risks. The word strategy is usually known from military anthis also show its
importance Strategy as a military concept, is an art of designing and manageng
attacks andlefensegEren, 1997, p.2Another description oltrategyis identifying
whatthee nemy coul d o makogaplandoniove widen is reecessary

( Di n¢er ) ThHuS,®was attpmptéd to detect selling strategigse value of
strategy isalways understood by sellers. Upselling and cross sellingiscevered

on marketing. SommeliefPrdession has also beeraffeded by upselling and

upselling techniquebave beemmprovedfor this profession.
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After the literatureeview, it is understoodhat existing studieare mostlyrelated to
Sommelies effectson organizationsupselling behavioref Sommelier, the process
of becoming mmelier and the duties dfommelies. Although the upselling
techniques are definethe importanceof upselling onthe Sommelierprofessionis
themissingpoint of this fieldin the literature.

ThoughTurkey is a country which has wealthy on wine making and viticultbese
is no research oprofession of somntier in Turkey and there is a hugap b fill in
that field. This research is preliminary study to bringipselling andSommelier
professiortogetherscientifically.

Up to 2000s, the organizationsed to offercontractsto the students of qualified
universitiesbefore theyare officially graduated.In time, it has beemunderstood that
graduating from qualified university is never enough. Nowadays, the organgatio
take careof marketing and selling skills. Hence, selling technidueshadimportant
role for the organizations arfidr almost every professiaequiringselling skills.
Ovettime, selling techniques got importance on each sector. Seeateris the one
of them. It is also one of theectorsaffected from selling skillsTherefore, selling
techniques are developég winetastersand added to literatutgy wine tasters and
scholarsTheaim of conductinghis researchs to reveal how significanipselling is
on sommelier professionn this mannerthe importance ofwine tastingcould be
understood bycolleaguesand restaurant ownees well After the findings of this
research are added to tleerature the gapbetweenupselling and sommelier
profession will be attempted be filled by the researchénimself

Before carrying out thestudy, somehypothess were proposedoy the researcher on
the basis of his experiences amtide sommelier education which head in
Bordeaux/France. The hypotheses of the research are listed below;
Main hypothesis:

- H1: upse€ling is a significansellingtechnique for Sommelier profession
Subhypothesis:

- Hypothesis Hlalt is given importance to staff training on sommelier

profession.
- Hypothesis H1bThe wineculture and consciouare triedto evolve by using

upsellingby wine tasters

xiii



Hypothesis H1c It is given importancevisually to make the profession
remarkableby wine tasters

Hypothesis H1dThere is an importardiversificationin upsellingbased on
the title.

Hypothesis H1le Master Sommeliers are the ones who use upselling

techniques mosffectively.

Hypothesis H1f There is an importardiversification in upsellindbased on
gender.

Hypothesis H1lgThere is an importardiversification in upsellingpased on
marital status.

Hypothesis H1h There is an importardiversification in upsellig based on
specialsommelier education.

Hypothesis HZXi There is an importardiversification in upsellingbased on
how many years they are interestedhis profession

Hypothesis H1j There is an importardiversification in upsellingpased on
how many organizations they are worked.

Hypothesis H1lk There is an importardiversification in upsellingpased on
the reason why they chose this profession.

Hypothesis HXl There is an importardiversification in upsellingpased on
age.

Hypothesis H1lm There is an importardiversification in upsellindpbased on

education.

This research has a triangulati@pproach because of having quantitative and

qualitative methods. It is applied either simultaneously or sequentially (Neuman,

2003).

The sudy has agualitative approach since it adogieenomenologyo its

hypotheses (Denzin and Lincoln, 1994, 15)s a crosssectional research since its

included time andn terms of the aim of the research. Therefarés a descriptive

study.

The resemch hasa quantitativeform owing to collecting the data by questionnaire

method The questionnaire consisted of filevel-Likert scale At the first stagethe

que

stionnaire was devel kmweleddgeand educaties

which he hadn Bordeaux/France over wine tastiagd being sommelieiThen, the

author developed a questionnairgrhich was checked by the professabn

Xiv
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representatives and academiciahsing face to faceinterviews Throughoutthis
process, iwasdecided that someems hadto be removel from the questionnaire
due to the existing laws oninciting in the alcohol. After removing the items, the
guestionnaire was made available forBme Testing

The dhta collected in the light of the research were usedawfy “the upselling
technique’ a the impbrtance degreef those techniqués A profile for wine
tastersof The Marmara Rgionwas create@nd also the dataave beeranalyzedn

terms ofdemographic variables.

The study is made up of three chapters. The history of the sommelier profession,
special sommelier educations, classification of the wine tasters and duties of the
sommeliers are stated at first chapter. Strategy term, tealesiques, upselling as a

strategy and upselling on sommelier profession are explained in the second chapter.
In the last chapter, aim of the research, research question and hypotheses,

methodology, findings of the research and analysase presented

XV



FIRST CHAPTER
SOMMELIER PROFESSION
1.1.INTRODUCTION TO SOMMELIER PROFESSION

As it is obviouslyknown, wine is the one of the oldest beverage produgesides
its old history, the importamcon health is very significarind proved (Montignac,
2002). Hence, the professions concerning the winease as old asviticulture,
producing the wine, cellar managing and Sommelier. Although all of them are

quality professions, sommelier may seem the most prestigious one.

Sommelier is a profession whittasincluded many differenjob descriptionsvithin

itself from the first day till todayS 6 k m@Q03) describes sommelier &#he

service personnel who is servicing the beverabespecially the wineto the
customes at the luxury restaurants and the banquaitso(p43).In another gidy on

this subject, Denizer anla v (2802)state sommelier a8t he per son wh
responsible servicing theustomes 6 b e v spedaflyethe wines works in the

first class luxury a la carte restaurants and banquet Hhalls ( pNotedver,

MacNeil (2001) explainsS o mm samramelfer or wine steward chooses wine,
maintains the inventory, trains service staff on how to sell wine and works the dining
room to recommend winesand additionally,Aspler (1991)regards Somm as

i c atieg the wine list, purchasing of wine, inventory management, staying current

on consumer trends, participating in proper rotation of inventory and promoting

wi nes, and hel ping wi t h f oo dt isacteatly wi ne
understandable from ¢hdescriptions of sommelier professitvat the main duty of

Sommelier is servicing the wine via qualified techniques, behaviors and the tools.

Although # the main purpose of this professiaas onlyto taste ad serve wine in
the beginningit has severabther purposes suds improving the knowledge aliou
winesandbr marketing the winedVhat is more, cellars of the restauraatsunder
control of ®mmelier today. Though the branmwners lad their own cellars
previously,the popular resurants have their own cekaandreliable and qualified
Sommelierstoday Recently Sommelieris responsiblefor every single detail
regarding the cellar &m providing the wines to their sequencksaddition to these
sommelier provides as possible lagh quality wines to the cellar to increase its

quality.



The actual and timely definitiowas made byShinya TASAKI whowasthe 1995
best sommelier of the world and the president ofAkgociation de la Sommellerie
Internationale(ASI), an Intenationalsommelier associatiowhich is one of thea
few most importantformal sommelier establishmentat their official webpage as

follows:

“The responsibilities of a modern sommelier are today seen as going far beyond
merely serving wines. As well as camplete knowledge of this field, and an
indispensable gift for human relationships, he/she must also display a considerable
understanding of purchase and stocks management. A good sommelier is today also
associated with the(Taskiy2R1dt i ng of the busi

As it is obviously statedSommelier was to service the wines and Han@vledgeon
wine firstly. Through the time the definition of the profession Sommelier has
changed. Nowadays, it is not only servicing the wines but also managicglidre

training the staff and upselling.

1.2.HISTORY OF SOMMELIER PROFESSION

Sommeliens a professiovhosen a me comes from a point whi
directly. This is the one of the reasons that makes somnaglperaling Because the

starting poinof the sommelier word is quite different.

The word Sommelier has derived from a French word. It alsonbex®stingstory.
Rajat Parr and Jordan Mackay touch this issue on their book, Secrets of The
Sommeliers. They explain as follows:

“é the word sommelier evolved from the Fremsdmmienvhich itself evolved from
various terms referring to cargo, the animals transporting said cargo, and the people
in charge of those animalg. Sommelier was used to identify people in charge of
specific casses of items, such as weapons and food. The term eventually came to
mean a servant i (@Parrcahddviadkas0l®df t he wi ne. 0

Some professions can be varied from their starting point by the ifitreey have
long history such as sommelier. These kinds wifgssions can showlifferent

variety ofjob descriptios. Sommelier profession is oé these professions. Erin B.

2



Scala, who is wine directddead sommelier, alsanfoldsthe difference betwen the
earlier and today’' s sommel i er iin éhemaradrt
sommeliers had much different jobs thandedoday; they dealt with negaats and
barrels, and a few bottles here and there. Estate bottling only becametiuzrst

format for transporting wine in the mitB00so(Scala, 201%

The job description of somelier has changed through the ye#ecause the
rest aur an hasecharyedmma thedesirlier, peoplsed togo to restaurarst
just for having their dinnelhut today, the people go to resmirants not onlyo hawe
dinner but alsoto spend timeand socialize Becausea la carte restaurants have
appeared and the demands of the people chaaftgrdthe French revolutiols the
numker of experiencesicreased day by day, the peoplantedto feel the quality.

Therefore, the restaurant owners needed more qualified staff.

Thedemands of t he r est agthe sodtvariety, devetoped Ng 0
cellars and variable customeguests pushetie restaurant ownets employ more
assistanstaff. Sommelier was the one ¢tose the quality gap. Scala (2014) states in

her article as:

“The lively and popular sommelier profession as we know it today is a recent
development made pdsie by the challenges and changes of the 20th century.
Tremendous growth in the sommelier industry carries with it just a few decades of
recent history. (Scala, 2014

1.3.SPECIAL SOMMELIER EDUCATIONS

In contrast to a professor, public prosecutor or a police, way of becoming
sommelier is not obviouslgertainas it isnever finished eveafter youhave had

sommelier education. You need to improve yourself with pagsrener.

Nowadays anyone who pours wine can call himself or herself as a sommelier. But it
iIsnotaseasy as it is seen. Sommel i@asudoesn’ |
Anyonecanorder suctlstuff easily from internet. But, when you go to restaurants for

an inteview with restaurant owner®r being a sommelier, they ask regarding your
certifications and experiences. Even they want you to describe a wine which

restaurant owners chose.



The courses that establishments offer can be compietadew days, while the
others can continue for months or yediise differences among these counsdyg on
which stage or which title you want to havihere are numbered establishments
which can givea great sommelier educations aadcepable certifications. The
reason why they are known worldwide tigat theyoffer all sommelier education
levels such a#ssociation de la Sommelleriaternationale (ASI), Wine and Spirit
Education TrusfWSET), Sommelier Australia, Court of Master Sommelier (CMS),
Internationh Sommelier Guild, Union des Sommeliers and Worldwide Sommelier
Association (WSA

There are four stages on sommeked uc at i on. They are “inti
| evecer,ti“fi ed s ocammel®“ adv alnevwdl "ssommel i er I
sommeliedi pl oma?” . Al t heed wie krewledde orsquadifigagion,

they primarilyneed wineculture and passiorebausdhe sommelier educatiarould

not be enough for the candidates.
1.3.1. Introductory Level

Introductory level is the most basic stagen this level, it is expectefor the
candidatesto have wine culture and basic wine knowledge. The education of
introductory level iscomposed otwo days. First day ishe course day and second
day isthe exam dayAt the end of the exam, candidates caave their certificates

but it doesnot evermean that they can call themselves as a certificated sommelier.

The fundamental aim of this stageto develop the knowledge and the vision of the
candidates. During the course day, the candidates are educated with intense review
and training regarding wine and spirits knowledge, wine servicing and blind testing
by Master Sommeliers. The exam whishmaa on the second days in the form of
multiple-choicequestiontest One of the main goals of this stage, besides improving
the wine cultureand knowledge of wine and spiritss to teach hospitality as a

profession.

At the end of the introductory leveldeication,after the candidatepass the exam,
they deserve to get t hefSammelietg widttenr ed pi n



1.3.2. Certified Level

At this level there is no lecture prowd Certificated level only consists of
examination day which is in there steps: a written theory examination, qualified

service examination and blind tasting of two wines.

a)

This level is generally preferred by the servers wdon ' t want to be
Sommdier or beverage manager. The main goal of this level ietpthe candidates
developindividual abilitiesand improve their capabilities. Although the certificated
level improves the featured the candidates, it lethemto improve their knowledge

about feer and the cocktails.

After the candidates pass the examination of written theory, qualifietteseand
blind tasting, they desertieo get t he pur pfliec pti edd oo nrha Icit

written.
1.3.3. Advanced Level

Until recently, this level education used to be doneny one course. But many
sommeler establishments divided that into tweparated courseOne is only the
course andhe other is its examination. The reason why that |lesyaleparatednto

two pars is to offer the candidates more relaxed learning time without any

examination stress and to give them much more time to get ready.

To takeadvanced level course and advance level examination, the candidates need to
have experiment at least three yearstln restaurants and service indus#iso,
Candidatesare required to have taken part @Gertificated Sommelier Course &

Examination.

On the coursewhich is a threeday coursethe worldwide beverage ahdards in
greater depthbusiness practices, progsnalism of the Sommelier, sales and
service,wine tasting and service, champagne and some special red avenésught
Advanced sommelier examination is quite hard. That examination includes three
steps. First one is theractical servicing. A restaurant set up and Master
sommelierstake their seatand the service starts. The candidatesst be careful

about what they say, what they offer, how they serve and even what they wear (the

combinations between the colors).



The second step is the written theofhere are multiple choice questions on the
theory exam. They are considering the characteristics of wine or vineyards. The
candidates study this exam with flash cards which are created by them. On those
flash cads, onone side of the caydhename of the winés written and on the other
sidethe descriptiortakes placevhich was written by the candidates who are getting
ready for the examVhile one candidates readng the rame of the wine from front

sideandthendesribes the wine, the other candidate checks him or her.

The third and the last one tise blind testing. Blind testings thata glass of winés

given to Sommiger and heshe detestand describewhich vineyard is, which type

of grape is and which year it is produced without seeing the label of the wine bottle.
On blind testingthere are6 types of wired advanced levethree of hem white and
three of them red. Thegre given to the candidataadthey areexpected to describe

in twenty-five minutes.

After all threesteps, if the candidafails, he/she can apply again five next time. If
the candidate is successfat a | | three steps, he/ she ge

Sommel i er ” reenipimonwisi gh veAdyga n ciewditteS o mmel i er ”
1.3.4. Master Level

Besides being the most difficult level, Master level is the most prestigious one.
Becoming Master Sommeligequiresspendng quite long time. The candidates
should visit so many vineyards. They should test almost all wine types. Furthermore,
the candidateare requiral to haveinformation rdated to the soibecausethe soil

can affecthe quality of wine as well as the climate

As the CMS (n.d.)the court of master sommelier, which is one of the greatest
establishmerst giving sommelier educations and diplomstated on its official
website that The first Master Sommeliers examination was held in the United

Kingdom in 1969. Since that time, Masté&xamination is hel@very year

The Master Sommelier amination ismade up oftheory examination, practical
service and blind testing. Although seems like the same with Advanced level
examination,there is additionally oral questioning and you have approately

twenty-five minutes



Though the theory examination apictical service are sanmevingimproved your
knowledge and experiencesexpectedOn blind tasting, the committee expects you

to improveyourselfanddevelop your knowledge. It is given three white gined

three red wingto the candidates and it is expected from the candidates to detect and

describe tk wines. Then, the candidates are taken into oral examination.

After the candidates pass all tkeeps successfully, they earn the top level title,
Master Sommel i er . So, they deserve to

S 0o mme ls wrnitten”

Becoming Master Sommelier is not an easy process. lan C&@dytam, 2012)who

is the 199 master sommeliedefines howhardit is to bethe Master Sommelier on
themovi e * @hcmm”a filmshowingthe processes of becoming Master
Sommelierof lan Cauble, Brian McClintic, Dlynn Proctor and Dustin Wilson, as
AStudying via flashcards takes eight or teours and Brian McClint

master sommelier, explains how difficult to be master somnislasfollows:

A Wi seetor is completely growing. So how can a person know and have experience
about every wine and knowing a wine is not enough becaigseat just history. The

way itbés grown, the way itdéds made, how i
with different kindof wine must be known as well(Somm, 2012)

As it is clearly understandable, the process of becoming Master Sommelier is not an
easy way. Although the education is obviously necessamy, alsoto passall
examinatios, the other necessary factor is the passion for candidaresCauble
tellsabouthispassi on i n t heftnmoev ipea s“s3ocomtmm”o fasf ood

one of the greagifts we have on this life
1.4.CLASSIFICATION OF THE SOMMELIER PROFESSION

There are only three levels of sommelier wuaride. Firstl e v e | o f t hem i
stewar tis’ommedd er” foll ows it. The he¢ op | e
mo s t di f f incausltte rl esvedmangidlbines fevéls, there exists huge

differences and it is felt by the customers as well.



Betty Kaufman who is a wine consultantmentionedaboutthe stagesof sommeliers
thathaveeffect onthe costumersasfollows:

ATruth be told, if your server is \@ine steward you are likely to get fairly

lightweight guidance. If your server issammelieryou are likely to get good to very
good guidance. If your server isnaastersommelier you are likely to get great
g ui d a(kaaofman8012.

1.4.1. Wine steward

Though winesteward isknown as sommelier, there are so many differences between
wine steward, sommelier and Master Sommeli¢ine steward is the bottom line of
this profession. A wine steward is the person who is on the begimifitigat

profession ad wants to b&ommelier oMaster Sommelier.

Although the wine steward seems not to have education due to being on the bottom
line, he or she also needs to have education and pass the examinations. To become a
wine steward in the restaurants, it egpectedfrom the wire steward to have
sufficient knowledge and to pass introductory and certificated level examisation
Within the classof sommelier, the wine steward is not expededknow all the

wines, vineyards or the soil kinds. Nonetheless, he or she slavd bagi

information about them.

A wine steward reports to the Bar Manager in the hotels and restaurants. The main
duties of a wine steward are to take the wine orders ofuemersandto serve

them, to prepare ice buckets and make them ready to use for any time, to have basic
information concerningvines, to set up the tables and misegace on her or his

working area.
1.4.2. Sommelier

Sommelier is on the middle at tressifying This is a tatus which came achieved
after a wine steward passthe certified level andadvanced level examinatianA

sommelieris a person whahould improve herself or himself annes, vineyards
and the soil kindsBecausesommelier is regarded as a perseino is presenting

his/herexperience besidesvine selling.


http://www.bettyswinemusings.com/author/bettykaufman

Becoming sommelier is not only passing the exams but also visiting vineyards,
keeping so many kinds of soilin his/her nind and tasting numerous wines.
Nevetheless, itcan never be enough for sommelidie or she should improve
himself/herselfover public relations as well. A sommelier is a person who could
guidethe customerdor wine selection. When a sommeligants tomake upselling,

he or she needs skills gliiding thecustomers

A sommelier reports to Food & Beverage Manager in the hotelvandhasthe same
statusas the bar managerde/she is only responsiblior the issues which are
concerningonly the wine such as providing wines, determining the wine prices,
managing the cellar, creating wine menu, food and wine pairing, upselling the wine

and making the tasting organizations.

A sommelier neesito knowthe protocol and etiquetterell becauseraoenophileis a

person who is a chast&@herefore along with expeting well wine servicing, an
oenophileexpectsa courteousspeech. But, a sommelier nedd have patience as
well. Sometimesa customemay notbe polite. On thasituation a sommelier never

changes his/hgiolite behaviorand solves the problem & professional manner.

A sommelier neeslto have a wle variety of specialties. He/slspealk more than
one foreign languagsuch as English or FrencA.sommelier knows excellent wine
servicing and other beverages with alcohol. Helsd® information about the food
ard beverages which are servicatth restaurant. A sommelier needs to knowtlad
information such as history, the soil and cultaféhe wines which are serviced at a

restaurant.
1.4.3. Master Sommelier

A Mas is a person whreports onlyto the organization owner. He/shas thesame
statusasF&B manager. Bua Masis only responsibldor the beverages, amdostly

the wine. The duties of Mas aservicing the wine, visiting the chateatrgjning the

staff, checking the qualities of wines, food and wine pairing, determining the prices
of the wines and marketing the win€szer time managing inventory of the wines in
the cellar and preparing the wine mdrayve beeincludedamong Mas duties as well
(Sirieix, Remaud, Lockshin, Thach, & Lease, 201h).addition, Dewald (2008),



Apfel (1998) Manske and Cordua (2005) indicate a number of basic dutibss

preparing wine menu, managing inventory, servicing and training.

Today there are 219 MS worldwidM¢Intyre, 2014. Of 219 MS, few are female.

So it can be understodtiat MS is a professiorsuitablefor males. But it is not
completelytrue. “Wine largely is recognized as a unisex beveragjeyed by both

seX ( Lohmey éeingMdsiB de8hardest part of this profession. Although the

other tough professios that usually requiresonly to study, Masvants more than

studying lecause wine is more than a beverage. While Mas studies wine features,
he/she needs to study and know aboutiktory, the label and vineyard of the wine

to beable totell these to theustomersRajat Parr explaing his book® Secr et s o f

S 0o mme ks falaws:

“Wine is all about the story: where it comes from and who made it, what makes it
different from othewines, why it tastes the way it does, and, most important, why it

is the right wine at that timeSommeliers have to be informed, and they have to be
able to translate that knowl edg@01@i t h pa:

As it is understandablto m Ra | a't Par r ' 3s aprofassiaambaon t |, a
needsthe passion not to give up during this doandchallengingprocess. Because

before becoming Mas the candidate needs to travel to vineydragng importance

such as theonesin France, laly, Hungary or Japarnlhus, the MS couldspeak
Hungarian, French, Italian, Japaeesnd Portuguese because a NS totalk to

vineyard owneto learn about every detail on lab€lne more benefit anecessityof

speaking foreign languages is that M3n educate himself/herself about cigar,

whiskey, beer, sake and while travelling he/she collects knowtetkfed tahem.

These travels requingassion not only financial strengthParr (2010) describes his
pass i brom tleedime‘l wake up each dayeté is never a time when | am not

thinking .about winebo

The person who accomplished to be a Mas m#ais/he isgreatat blind tasting as

well. When a Mass a arestaurantsometimes theustomergyives a brown batp

the Mas which universally means that the witee betasta while blind. For blind

tasting, Mas should be on health. Because a disease can affect his/her smelling and

tasting as weland the taste gets failed.
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Unlike Wine steward, Sommelier and MS ndedhave some special tools such as
ahso,chafing and tong of Porto wine, wine transferor, thermometer of wine bottle,
lighthouse of wine bottle and carafdssh s o i s a wine opener whi
sharp pointsThus ahso is a tool which is hard tewss well. Wine transferas a

useful tool that supports not to pour the wine onto the table. It is useful because
pouring the wine onto the table is shame on that profes§leermometer of wine

bottle is for sensitiveustomergoncerningvine temperatte. Thistool isto measure

the temperature of winédhe lighthouse of wine bottle is used on the area where

there is a little or no lightt is put irto the mouth of the wine bottle. Carafes are used

for particular wines whiclneedto be aerate.

1.5.DUTIES OF SOMMELIER

Sommelier has job description at the organization. Although the main duty of the
sommelier is to servigene/she also controls the cellar, generates and develops the

wine list, makes food and wine pairing, trains the staff oveptbfession and upsell.
1.5.1. Servicing to Guests

One of the main duties of a sommelier is to serve and assist to gli@stsneans
advising them in theiwine selection and giving them moraformationaboutthe
product in case of interedEspecially for the people who amet oenophile a Somm
is a significanthelper to recommend available wineSomm has to be ready to
discoverc u s t odegre throughout the conversation. ithelps to determine the
wine which thecustomerscan find delicious while takinthe priceinto account as
well (Tavarez, 2005).

Having communication with theustomersto promote a produds seenasa good
chancefor the Sommelier. Although many winlevershave knovedge about wine,
they care abouthe Sommeliér s s u g geeasiseai Sonms makes the best food

and wine pairing.

To enjoy the pleasure of wine drinking, a good seniseneededas well as good
wine. The wrong servicing can prevent the aromasdpear and also cagive
negative tastes. Thus the persamo is servicing the wine neetts bequalified. At

this point, restaurants and hotels feel the real need nam.A Sommmust be
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careful about the temperature whhe/she is servicing wine, suitingf food and

wine paring, choosing of wine glassesid havingnformationabout the wine.

Besides servicing the wine, tlmistomersnatually expect the Somm to make a
degustation with them. The Degustation of wine is to identify the characteastics
wine. Somm accompanieand assists to theustomers to realize how the aroma
could be The degustation is made up of three stepsual analysis, smelling

analysis and tasting analysis.
1.5.1.1Visual Analysis

The aim of this step is to detect the age of the wine and to redietner there is a
fail or notwhile analyzing color tone and brightness of the wilie¢here is a visual
trouble it shows that the wine has most likedyproblem Brightness and clarity

show that the winbas gone through a gopdocessDenizerandMavs, 2002) .

The color of White wine can show diversity from pale yellow to light brown.
Although the light yellow means that the wine is young, the pale yellow shows that

the wine is old. Too much light or too much pale indicates that the wap®ik

The color of Red winecan demonstrate the variety from light rem dark red.
Though the brightolor and dark red show that the wine is well, the pale-fed

almost brownshows that the wine spoilt

Young rose wines have brightness and clarity. Ol@ noges turn to the orangey.

The dark and dirty pinkolors indicatéhat the wine is spoilt
1.5.1.2.Smelling Analysis

The fundamental goal on smelling analysis is to try to detect whether there is a
troubleor not. Besidesroubledetecting, Somnmvestigats the aromatic structure of
thewine. At first, the wine is smelt before shaking the glass. Then, for second smell,
the glass is shaken. The aim of shaking the glass is to let the aromatic smells to come
out. If there isa smell of mold, humidity angpoilt egg, it indicates that the wine is

spoilt
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While the wine is tastedhe smell of grapes and grape typesto be got fronthe
wine. Furthermore, as a result of fermentation, the wine has the smell of spices, herbs

and fruits.
1.5.1.3Tasting Analysis

Tastinganalysis is the last step of degustation. The aim of this analysis is to specify
and decide abouhé quality characteristics and featurelsthe wine drinking Ba g1 s ,
Un and Yavuz, 2006) .

On tasting analysis, a sip of wine is taken to the mouth with a little air and it is
circulated. In a technique tasting, which means that the person will maitethan
one tasting, Somm spitise sip of wine int@ container.

Alcohol, sugar, gyanic acidsand tannins are mixeid create thestable and accurate
characteristics of the windVines whichare rich inaromatic factors, stable and
accurate aref high quality and characterisscWines which are not richn aromatic

smelling and stable agalledl ow qual ity wines (Aktas, Oz
1.5.2. Cellar Control

Increasing level of wine demand, restaurants and hotels whiethe#irenown began
to establishtheir own cellar.In time, cellars staedt o sy mbol i ze or ga
quality. Having winevariety and high quality wireshowt he or gani zati on’

Due tothe importanceiven by restaurants and hotels, featured staff was et
cellar and the cellarsave beerentrusted to SomnSomm needs tpay attention to
every detail othe cellar. Somm needs to check cellarcigrtain periods. He/she has
to provide special and high quality windsecause thisvill help the cellarsshow
their quality. Besides he/she camlecide on the prices of wineSomm checks the
date ofwines. Accordingo dateshe/she can apply FIFO system. Therefore he/she
prevents the deterioration of the wines. Management of cellar is absolutely
significant. Becausegif a bottle of spoiltwine cari be determiné and if a Somm
services it, theustomerssend it back and this damagée image of the restaurant
andcauses the organization lose moKieietcher, 1998).
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1.5.3. Generating and Developing the Wine List

Due to being responsibler wine servicing and cellar, Somshould knowevery

wine quality. Thus he/she can generate the wine list. Samumst becareful about
wine ranking owing to kinds of wines. On the list, to find easily, wines are ranked by

types as red, white and rose

As generating is significantleveloping wine list is important as well. Somm needs
to stock and keep handy special wilregasea austomerasls for it, and ithasto be

seenon the particular part of the list.

While generating wine list, food mena a n Vet be meglected.Because wme is
mostly drunkbeverageduring the dimer. Thus Sonm gives priorityto the wines
which are preferredfor the dining.Hence wine and food pairing is very important.
When generating a wine list, comprehensibility and -fisendliness are two
significant features to please guests.

1.5.4. Food and Wine Pairing

Making an appropriate wine and food pairings provddmvners of restaurants with
opportunities to enhance customer gastronomic satisfactiopad of the dining

experience (Harringtor2005).

One of the necessary features is how a Somm nalsemerdeel good Becausg

in Sommelier profession, it igbligatory for a Somm tandersandthe desire and
taste of thecustomers and to reflect it back to the customers witlsinee desie

and enthusiasnwhile making food and wine pairing for tleaistomerghroughout

the conversation (Robinson, 2000Hus Somm pays greatattention while making
food and wine pairing. Although the peoglemmonlyknowsthat pairing food and
wineis only the color-red meats with red wines, white meats with white wihes
more than color matching. The person who pairs wine andgagsittention to the
basic of the food such as which spices, herbs and seasonings are used or how it is
cooked (Sima, 1996).Though pairing is significandn dining,aperitifs are equally
important King and Cliff 005 describe significance of wine and cheese pairing as
follows; providing a good wine and cheese pairing is a factor which is

complementarypf pleasure.
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When pairing food and wine, there is one more factor wis@nucially important

Trying to make a perfect pairing is not enough sometimes. Because the taste of the
customerscan varyfrom time to time(Vazquez, 2014). Therefora,Somm firstly

needs taget some information concerning tastef customerssuch as whether they

like spices otherbs. Therefore Somm can make the best wine pairing for the food
which is chosen by theustomers

1.5.5. Training the Staff

Apfel (1998)madea research over how significawine training for the staff is to
incresse sales in this area. Supporting and educating the service staff is one of the

mainand keyduties ofa Somm.

A significant factor in literature is to educate and train the stdfére are everal
papers highlighhg its significance Manske and Cordua (2005) expose a clear
responsibilityto the sommeliem terms ofeducaihg and trairing his/her servers and
colleagues concerning windlaiged matters and alsbe one who wi usethese skills
andinformationto sell more wineApfel (1998) suggests training and education to

enhance selling skills antd product knowledge of servensrease wine sales

Granucci et al(1994) guided amxperimentaktudyin two restaurants of the same
smalhess This researchrevealedthe impact of sales and product knowledge and
service skills on wine saled.heir outcomes highlighted that enhanced product
knowledgeaffectedt h e s er v e It fmally ibdedtea thatrosrresearch tbto

an enhanced profitability of those two restaurants (Granucci, Huffman, & Couch,
1994).

1.5.6. Upselling

One of the duties o Somm is to increase the revemmelenhancehe sales. Somm
makes upselling during Hiser sales. But he/she alwaysms to becareful when
he/she is making the upselling. To upsell, besides sales knowledge andaskills,
Somm neeslto be careful on his/her behavior. Because trying to increase the sales

may causethe customers fedbored.
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Somm rever spenslall his/her time at the restaurants. Somm also needs to work on
cheateau to taste th@roduct$ quality. So Somm caalso work for the cheateau.
He/she can arrange visiting to the cheateau for the people who want to join. As it is
known, whenan oenophilewent to a cheateau, he/she can buy wine most likely.
After the visit Somm can make a degustation with the customers and this eshance
the desire to buy.

The most common upselling techoe fora Somm isto advie awine. When the
customerscome to a restaurant and orgemeal Sommgives some adve& to the
customers abouhe wine. After understanding tlteu s t owire desnand, Somm
may askthe customersvhether they wana high quality bottle of wine that could
really match with theirtaste But advisinga wine is a issuethat Somm neeslto be
highly careful about her/his attitudes and behaviaor8esides ot persisting to the
customers pressuring is another significant issusa BAL, who is a Turkish
sommelier, states that he is miting any adviceunless he is asked his opinibg
customergMinnick, 2012).

After asking to theestaurant owneg Somm can arrange wine tasting organizations
in anappropriate time at the restauray. this meansthecustomersan buy a bottle
of wine after orduring the tasting.Oenophiles pay great attention tbese

organizationsTheycan demand for wines which are liked during the tasting.

As it is known, wine gets more quality aftesgends more and moyears. But this
is nottrue for every wine. Some wines are neededéxconsumd throughout on
their first years. Therefore, Somm makes some campdmntheir consumption.

Hence, the winenaybe preferred bycustomers due to the campaigns.

Although it is generallyknown, a corkscrewis not the only tooto opena bottle
There arealsoothertools to open a bottle. Ahso is one of them. It is totally different
from acorkscrewand there is ngharp pointA somm opens the bottle only with the
two sticks of ahsolt is absolutely hard to open a bottle with ahso. Another tool to
open a bottle i®orto Tong. As it is understandable frasiname it is a tong for the
mouth of the bottle. The tongs is wagdby fire and it isput onto the mouth of the
bottle approkmately25 secondslong Then cold serviette igut aroundthe mouth

of the bottle and it breaks. Then it damservel.
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1.6.INFLUENCE OF SOMMELIER TO THE ORGANIZATION

According to his research, Kuchlirfg012) defines the significance of sommelier to
an or gan Azgoammeliey can iacseast efficiency of a restaurant's operations,
builds up a loyal customer base, promotes the business, establishes a supporting

network with winemakers, and ultimatéhgreases revenues.

By having good connectiorand close contacwith the customers a sommelier
increases a remurant's value, reputation and, therefors revenues.Hence,
employinga Somm isalwaysseenasa quite clear advantage he or she can attract
new customerspromote the restaurant and possiblytire customersito returning
ones.Therefore the number of theustomers visiting thairganizatiorgoes upThis
guaranteesto be heardby large crowds This is also quite important for an
organization such as restaurants and hotels. Begauservice sector, the reputation
and value of an organization is spread out byche s t o ergerieaces which is

transferred from oneustometo others.

To employa ssmm is also a advantage fohelping oenophile ’ feeling wel
make them sure for theecommendation. Due to oenophil&haracteristics, they

want to be surdhat a good wine is selected for them and they want to iteel
Whenever it is requed, Somm needs to ma&enophils feelensured.

Along with having the importance for organizations, sommeliers also have high

sal ari es. But , when the organization owr
salary and revenue of the organization, employing sommelier is moretageans

(Kuchling, 2012).

To sum up, employing a sommelier casurely lead to enhance beverage sales
(Hochstein,1994 p.33. A somm increases the profits by reducing the costs and
enhancing the wine saldde/she makes this by analyzing thestomersand advising
them right quality and priced wine. Thus tbestomerdeel that they are under a

good servicer control. Thisan makeéhem repeatustomers
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SECOND CHAPTER
UPSELLING AS A STRATEGY

2.1. INTRODUCTION TO STRATEGY CONCEPT

‘Strategy is a term which is generally used on military concept. But the
organizations started to adopt thetrategy term by the time. Thusstrategy term
had a important placen the organizations artieirmanagement decisions.

Eren (1997 p.2 describs strategyas an art of management and operate in a war
before attacking and plan it. This is an explanatavrstrategy as a military term and
the aim of the military strategies is victobyithin military, to be successful is based
on analyzing own contions and analyzing the enemy conditions and find their weak
parts.At this momenttheterm* s t r a&akes gnyimportant role in the way which
goes to victory.

Dingcer (198dspa pdé&9 c rmagktei o no plaroafter knowngat e gy

whattheenemycanocran’t do and tamdplagddeacykdur f orc

Military strategiesare determined on these principl@kat, Budak,Budak, 1997
p.137:

- To be powerful; a military have to be more powerful over soldier, vehicles,
tools and equipment

- To collect the forces on the powerful points, attack to enemy from weak
points.

- Aim-Tool superiority principle; this principle aims to use the tools on
maximum benefit.

- The principle of using the forces with the maximum way; identify the forces
and usehem at the perfect places.

- Stepping back without any losing principle; to stop and step back is very

important as attacking.

The strategies used the organizations are similar to the military strategidse
strategy is dong term subjecfor the orgaizations. There are various strategies on
the organizations as competitiveness strategy, product strateagggically deciding
and strategically marketing.

18



Eren (1997, p6flescr i bes strategy for organizat:.i

tool thatcontrok the differences between the organization #Hrekenvironment and
adops the organization to the environmerdntinuougy. To state in other words,
strategy is a tool that must be in an atmosphere which is open for innoetseal

on economicconpetitiveness andeet he dev el op me nlocorclsde a
strategy foran organization is to make chogkenhow to compete with different

conditions.

After reading these descriptis it can be easily understood tktrategy isthe tool
that plast he or g a n isand future, toschoosa right ways and to process
them with correct steps. For each step, organizanay comeface to face with
mistakes and drawbacksStrategy predicts theossible options and help to
organization to rglan. Ths is also the part of the strategy. Predicting is naue
decisions that involve the aim of the organizations. But incorrect determimation
the process of the strategythose could & determining aim or processeps may
directthe organizdion to undesirableresults. On tht point, organization needs re
plan the strategy.

2.1.1. The Aim of the Strategy in F&B Sector

The aims of the food and beverage organization can be exaimirtee groups,
“strateaggoi ads r e &aman s“iebci chn omftategic aims are
concernedabout the whole body of the organizations or general of itebause
strategic aims determisat which conditions the organization will be or where the

organization will be in the future (Eren, 1998, p.119).
2.1.1.1. Strategy asSocial responsibility

Organizations started to pay attention to social responmbibesides economat
expectations. Especially, food and beverage sectorsiegoay attention to social

responsibilites

In time, social responsibility appachhastakenan important part in organizations.
Social responsibility approacs described as it is an effort that makes people happy
by taking careof business moral, economical and legal conditions (Eren,,1997

p.101, p.4L In the same time, sociatesponsibility approach started to include

pri

r

“being friend wi t h environment’ approac
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integrates with the societys based orfulfilling the necessitieof organizations
towards the envi,pémoendtay( Ozakpal 1p96bl em
dramatically, requires the organizations behave on behalf of the society. Those
organizations must care about social problems and try to serve the society as every
single civic does (Sahin, 2000, p.106).

2.1.1.2. Economial Aims

Economic aimsare very effective on food and beverage organization activities
(Dincer, 19914, p . 7féatureof €cormmiarans is toshelgto i f i c &
continuethe existence o&norganization. Birdal and Aydemir (1992, p.9d8scribe

that conditona$ Or gani zat i ons h alMhetiniéo. plrtofiigd saedr
normal and important to tryo get high profit and continue the existence of

organizations.

The term profit was descriled b y Di n¢ep.7) ( 1a8s® arhount after
subtracting the all expensdérom theentirer e v e rtusevéry important to aim
keeping the profits high for short term and planning to develop the organization for
long term (Birdal, Aydemir, 199%.98.

2.1.2. The Importance of Having a Strategy

Organizations can also be affected from society @amd affect the society as the
individuals (Karalar, 19970.40. Therefore, an organization starts to be a part of the
society and for th@rganizations of theervice sectgrsuchas food and beverage

organizationsdetermining atrategybecomewital.

Having a strategy ples an important rolevithin the organizations. 8ategy provides
the organization witlevaluaing itself; it helpsthe organizationto see what they are
easily. t develo the quaity of the decisions ahplans of the organization, creates
appropriate spaces for th&aps, keeps the decisions and aimsairstraightway and

provides to evaluate the enviromlfpent and

Having a strategy never @&es a problem. But not to have a strategy can create
problems for organizations. If an organization does not have a strategy, it will be

easy to lose its way.
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Not to have a strategyan createserious probles for organizations. The
organization can determine itownway and can’'t deal with pi
cantry to practie their decisions which are noppropriate for the organization.

Theycan lose money byastingon wrong attempd because of havingo vision for

thefuture andwhen facean i mpor tant di fficulty, “we al
most probably be the first thing to be f@ren, 1997p.19.

2.2. SALES TECHNIQUES

Salesis a term which is always confused with marketing. In reality, sales is not
marketing, it is only a marketing activity (BTSO, 20@/5. Salesis to transfer the
product or service to contacts via money (MEGEP, 20@.In anothemwords sales

isachangingppr ocess (Bahce, ,p31 u and Sevim, 201

In time, organizations planned to apply sales technique with increased
competitiveness. Service sectuas beerone of the mostlaffectedsectors Food

and beverage secttakes the lead of this disadvantageous situatiyganizations

started to create new selling techniques or apply the existing ones. Staff is the key
point in service sector, especially in food and beverage sector. Service staff needs to

be educated on wividual sellingbecauseservice staff is théeam thatould sell the

product to costumer before the costumes#ee product or service. This is a striking
example for i ndi vi,pdldescribesindividmabsellingddsu ¢ (1 ¢
attempting to introducéhe productor the service byaimingto sell itandbringing

the peopl@¢ogethemwho will sell the product or servide the costumeinteractively.

Crossselling and ugselling both offer the potentialion cr eas e traef sel | €
t he cust omer hasbeenasholnretd add as mucle as 10 times more value

to the company compared to focusing on retention alGogles and Gokey 2002).

Kamakura (2007, 42) identifiegossselling as the sale of additional iterandup-

selling as the increasirtgerevenue by upgrading thoductinto a more expensive

version of the purchased item.
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After importance of individual selling is understood and selling techniques are
developed, the food and beverage organizations implechéné selling techniques.
Although there are so many sales techniques, -s@nag and upselling are very

useful because of their structures at food and beverage sector.
2.2.1. Cross-Selling

People firstly feel their important neetl hen t hey f eel ot her
p.304). On that pointcrosssellingcomes up and it is usedubstantially at food and
beverage sectoCrossselling is the strategy of selling otherr  * r mddacts ©d ’
a costumer who has already purchaseddpct from thedealer (Tartaro, 2008,

www.slideshare.coin

Crossselling is to direct the costumers to different sections at the same organization
or to the organizations which are clageeach other (MEGEP, 280p.12).With that
description it is easily undersiod that crosselling is a very widespreadsales
technique for food and beverage organizations. To give an ezampistly cross
selling is used byast food restaurants. Whenever a customer wants a hamburger,
service staff always asks to customer Foenchfries. Becauseustomer cometo

the restaurantot eat something and feel hungry, so #ervice staff usethat
customer feelings and asks ¢ to purchase for another product.

Customers always purchase a product to solve ‘thied problem.As an example ot

take picture they purchase cameraven they are hungry they purchase something

to eat. On that point, it is required that salesfstahould make crosselling
carefully not to create a new problem for the customer. Therefore the sales staff
needs to be well educated on sales technique. Beoaheathey try to make extra
selling, if theyinsist, they can lose their existing custoniérus it can be easily said

that characteristic of sales staféquired not to be rude, indifferent, superior,

impatient, aggressive, defensive, negativé@rdzy.
2.2.2. Upselling

“Upelling” 1 s prompti ng acaalitgprosiuctoonservicet o
or to upgrade a final purchase (Mowatt, 2001). It is a common practice in many

industries such as travel (Mancini, 2001), telemarketing (Falzone, 1998), hotels
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(Kennedy, 1997), computer hardware and software (Ott, 1999), and restaurants
(Atkinson, 2002).

Upselling is a sales techniqgue where a salesman attempts to have the consumer
purchase more expensive itempgrades, or other adohs in an attempt to make a

more profitable sale (Tartaro, 2008yww.slideshare.cojUpselling is very

challenging; itstarts when theostumer comesiside of the organizatioand sales
staff tries to analyze them. Thus sales person neveragwelsre the upselling will

end. This is also why upselling is callacheverending proces¢Schiffman, 2005,
p.6).

Upselling has a sensitive natubecausewhen a salesmanpsels a product or
service, it is more expensive one than what the customer wants. Because of the
nature of upselling, the salesman can be faced witiedsed situation. Therefore
salesman should be educated on upselling. Upselling redbeeskill of analysis

and knowledge about the product and seraseavell It will be almost impossible
without knowledge over the product or servithselling stais after salesman see

the customer. He/she analyzes the customer during talking and tries to understand the
customer After salesman analyzed the customke/she tries to upsell with
knowledge on the product or serviédter a good match of analysis and knowledge

on the product, salesperson can convince the customer wshehefeds to purchase

more expensive item(s).

There are some risks duritige actof upselling. Salesmahnas tomake the customer
believethat upseihg is done for himself/herseli this case, salesman needs to have
some characteristic and he/she stidoé honest, friendly, interestegbod listener,

polite, flexible, knowledgeable and empathizing.

During the upselling, the consumer gszen some incentives by the salesperson.
These incentives could be discount or BOGO (buy one get one) selling tactic. The
customerfeels ready for upselling. In addition to incentives, the benefits of that

product or service can be helpful to convince the wores.
2.3. UPSELLING ON SOMMELIER PROFESSION

As in almost all professiosatservice sector, sommelier profession is also integrated

with the selling techniques. Upselling is one of them. At the beginning of the
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profession, despite the fact that sommeli@s only responsible for wine serving,
nowadays they are responsible much more than serving and upselling is cveeof th
responsibilitiesRalisandO’ Br i en ( 19 8 6) winkesales at a subuebane d
restaurantvereincreasedy following theintroduction of upselling selfrecording.
Sommeliercanincrease the quality of the organization amthancehe revenueia
upselling. Kuchling (2012) explain the importance of the sommelier for an
or gani z avarious rareaa ®f advantages were foundthe interviews. A
sommelier can increase efficiency of a restaurant's operations, builds up a loyal
customer base, promotes the business, establishes a supporting network with
winemakers, and ultimately increases reveriues( p . 36 ) .

Because of their traing and adheringp the spirit of the wine, mogteople whaare
interesedin sommelier profession has special charastiesias civility and gentility.
Therefore upselling is helping the customer and making good match for the

consumer ' s mesebird sechniquedNirerspirit ihome step ahead.

With the developmenbf wine culture and spreaa the oenophik (love of wine),the
interest in winehas increasedrhus the customdras been madeady for upselling
There are onlya few upselling echniques on sommelier profession ardis a

profession which is open to develop for new upselling techniques.

Sommelier can arrangwine and dinenights. Thecustomergome to restaurant and
order their dinnes: Sommelier helps them for pairing appropriate wine. After
sommelier checkwhat thec u s t o onderis, sshetries to understand what the
customerslike and advise thenof/for a good wine. Alsoa smm proposethe
customersto take parti n t hose of ‘ wi Thes Sammmdcreates n e ’

process with helps to increase the revenue of the organizations.

Although it is known that winbecomes more valuabtbroughthe time, this is not
truefor all kinds. Howeverfor the qualified wines, Somm implemswintage menu
application After the wine is produced, @amm purchasethem. Because of some
wines get valued after yearggnsm purchasethese wines cheapek somm keep

these wines in the cellar on right conditions at the organization. He or she often
controls the wines and kk&. When the wines get ready for sales, Somm adds these

wines to the vintage menu and sethese wine more expensive than he/she
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purchased. At the same time, Somm can infaboutthese implementatieand the

customes can buy these wines.

Owing tothe nature of this profession, Sommelier always needs to update his skills
and experiences. Therefore, sommeliertgighe vineyards of wine brandde/she
checks the grapes and grounds andsfd® wine during its production process.
Sommneeds to know everything about a wine because he oslsléd explain
every detail to theustomer Sothe customes can choose the most dedus wine for
their taste or themnm can determine threostappropriate wine for theustomerand

advise it rdber than theustomes chace.

With the development of wine culture aitd widespreadthe customes started to
come to the restaurants not obdyhavedinner but alsdo drink wine.On that point,
after thecustomes are welcometty the Somm, he or shees tounderstand what
kind of wines thecustomes like. When theustomes make their choiceof a wine,
Somm gives some adviaboutmore qualified and also more expensive wiass

s/hethinks that thecustomes will like.

Another way for upselling on sommelier profession is to be able to create demand.
Sommelier can create demand with some special bottle opening technique. It is for
sure that theustomercome toa restaurant to have dinner or drink. Somm can turn
this sitwation to advantage. While tloeeistomeris getting ready for ordering, if they
witness a special bottle opening technigu&omm can turn this to a shewhey

would like to order some drinkSabrageand port tongare good examples for these
special techniges. Sabragas one of the gecial bottle opening techniquesich is

done by big knife or sword. But this technique is only used for opening champagne.
After Somm takse the sicker of the bottleoff, he or she slides the knife with back
side from the midd line of the bottle and the cork flies offhis technique is seen as

a visual feastOther special bottle opening technique is port tong technique. This
technique is valid foagedport wines.Whenthe wine is aged, the cork getry and
coul dn’ &theocpriserew.vThus port tong technique is used for this kind of
wines. The tongetswarmedon fire andthe warm tong iscontacted to gap which is
between the cork and wine appimately 20 secondsalong Then, the serviette
which was waited in the ice is contacted to the gap and the cork section of the bottle
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is spread. The wine is pad to the carafe and served. These techniqtiesual
feastcanbeusel to create demand.

One of the majoresponsibities of that profession is to advise wine to thestomes
at the time ofmeal ordering This could be named the heritage of the profession.
When thecustomes order their mealthe Somm can advis¢he mostappropriate

wine which can be perfect pairingtivithecustomer s or der .

On that profession, upselling techniques are based onto the advising. When the
customes come to a restaurant, Somm welcomectitomes. After thecustomes
order for their meal, Somm asks them to have some aperitif wine wkyeatte
waiting for their order. Some wines are appetizing and can be preferred by the

customes.

Somm can upsell by educating his/her stath the proper manners and genre, wine
service and upselling strategies. As it is mentioned, propemers andyenre are
important n this profession. Therefore Somm educates the staff how tdotéte
customes and how to behave to tikestomes. After Somm educates the staiith

the proper manners and genre, he or she can educate the staff on wine semticing an

upselling strategies. Thus the staff can assist to Somm and the revaninesease.

26



THIRD CHAPTER
A RESEARCH FOR UPSELLING ON SOMMELIER PROFESSION IN THE
MARAMARA REGION

3.1. AIM OF THE RESEARCH

The wine is one of the oldedtinksin the world according tdhe harvesting records

of grapesonthewalb f Egypt i ans’ isdtuatedm she @assage af thes o i t
Bible. Therefore winemaking is one of the oldest professiolsy wine-making,
keeping the winestoredand servicingt gained importancéhroughout the history

As aresultofthiss he * Profession .of Sommelier’ eme
Previously in the organizations, the qualified staff was important and the graduated
stucents of the important universitiesed to bemployed just d@ér ther graduation.

But nowadayshe selling skillshave been moreanportantin the orgnizations and

the owners started temploy only thestaffs who haveselling skills to enhance the
revenue.

Although there are marstudiesin the literature about we-making or the history of

wine, there is no research which is searching the link between selling techniques and
sommelier profession. T study aims toreveal the relation between sommelier
profession and importance of upselling.

Sommelier profession is one of the most prestigious professiotise $ame time, it

is one of the hardest professions. Therefore, the number of the persons who work on
this job is verylimited. Nowadays, in Turkey, it is only performed in big cities and
some neighbor cities that are affected by these big cities. The region Marmara is the
most appropriate region to collect data because of having wine culture and
consciousess Thus, that region was chosen for the reseasamany of the wine

tastersaareworking there.

The aim of this researds to revealhow often the wine stewards, sommeliers and
master sommeliers are using the upselling techniques and which techniqussdare
mostly or whi c bsedTeectudyaingto #lsip tleereseart dap in

this field. The results show the significance of upselling on sommelier profession in
the Marmara region. Scholars can also benefit by using the findings of the research in
the future studies on sommelier profession, upsehing techniquesn sanmelier

profession.
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3.2. THE RESEARCH QUESTIONAND HYPOTHESES

The research makes attempto find out the significance of upseilj on sommelier
professionThereforewine tasterareaskedabouthow often they are using upselling
techniquesThus it canalso be detected which upselling technigseusedmostly
and which technique is not preferreBuring applying the questionnairtheir
recommendations, if they had any, weisked for It was aimed to create a profile
for sommeliers based otheir demographic feature§he hypotheseshat were

createdare listedas follows;

Main hypothesis:

- H1: upseliing is a significant sellingechnique for Sommelier profession

Subhypothesis:

- Hypothesis Hla:lt is given importance to staff training osommelier
profession.

- Hypothesis H1b: The wineulture and consciousre triedto evolve by using
upsellingby wine tasters.

- Hypothesis Hilc It is given importancevisually to make the profession
remarkable by wine tasters.

- Hypothesis H1ldThere is an impaant diversification in upselling based on
the title.

- Hypothesis Hle Master Sommeliers are the ones who use upselling
techniques most effectively.

- Hypothesis H1f: There is an importativersification in upsellindased on
gender.

- Hypothesis H1g: Theres an importandiversification in upsellindpased on
marital status.

- Hypothesis H1h: There is an importaliversification in upsellindpased on
special sommelier education.

- Hypothesis H1i: There is an importadiversification in upsellingbased on

how many years they are interested in this profession.
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- Hypothesis H1j: There is an importagiversification in upsellingpased on
how many organizations they are worked.

- Hypothesis H1k: There is an importativersification in upsellingpased on
the reason withey chose this profession.

- Hypothesis H1l: There is an importashversification in upsellindpased on
age.

- Hypothesis H1m: There is an importatersification in upsellindased on
education.

3.3. METHODOLOGY

After the existinditerature was examined, although there are many sources on wine,
vineyards or being sommelier, there is no sowweer significance of upsellingn
sonmelier profession. This studyms to develop the literature on selling techniques

of sommelier professn.

First of all, the sources of the author wdreoughttogether and existing literature

was examined. It was seen that there was a huge gap over significance of upselling i
sommelier profession. The questionnaire was created and it was checked by the
sommelier profession represtatives and academicialg face to face interviewst

was decided to remove omé the itemsfrom the questionnaire owing tbhe existing

laws on encouragintp alcohol. The items were grouped and made availablg@fer

testirg.
Bringing the information Literature review on
1t step together based on the Sommelier profession
author's education.
Creating the questionnaire
nd
2" step Checking the questionnaibsy Removing some items frothe
the professioal representatives guestionnaire owing to the
and academiciansy faceto- existing laws @erencouraging
face interview to alcohol.
Grouping the items according Making the questionnaire
d i .
3" step their features availablefor the pretest

Figure 3.1: The Process of Questionnaire Development
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The questionnaire was applied to thigight participantsfor pretesting The
collected data were analyzed for reliability and validity. Reliability analysis was
employedfor the reliability of the questionnaire. Factor analysis was employed for
the validity of the questionnaire and while the questionnaire was getting ready for
pretesting it was examinedby the sommelier profession representatives and

academicians for irek validity.

Questionnaire creation Translatedo the English and Reshape athe
> analyzedoy English fluent » questionnaire owing to
lecturer. the law.
The questionnaire was X l —
reshaped again and Thedatalwe.r'e analyzed Applied to participants
made aviable for < for reliability and < for pre-test

validity

applying the sample.

Figure 3.2: Pre-Testing Process
3.3.1. Questionnaire Development

The topic which researcher works aquirel quantitativemethodto collect the data

by questionnairelt wasdecided to develop a questionnaire. The author developed a
guestionnaire by using his sommelier education which he had in Bordeaux/France.
The questionnaire wamprisedof 4 factors. Each factor Hats own topic. Totally

16 itemwere listed under the factorAfter the researcher created tlq@estionnaire,

it was controlled by the sommelier professrepresentatives and the academicians.
After the questionnairgvas checkedit was decided to removenly oneitem from

the questionnairey profession representatives and the academibiecsuse of the
laws on encouragingalcohol. After it was controlled one more time,the
guestimnairebecameready for pretesting In case of being foreign sommeli¢he
guestionnaire wa translatedinto English version by an English fluent lecturer

studying in languages.

The PreTesting was applied on"2June 2015 and data collection finished off' 18
June 2015.38 participantswere contactedor pretesting . All the data were
analyzed by using SPSS 20. version statistical padkaglee researcheReliability
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and factor analyseseree mpl oyed for the questionnair
For index validity of the questionnaire, it was examirggge moretime by the

profession representatives.

Reliability is the measurement degree of a test or a scale whichedased ina
consistentand stable manner (Peter, 1979,-p®. A reliable test om scale gives
similar results when it carries out similar conditions (Perreault and Leigh, 1989,
p.13548).

Reliability test is usually applied gore-tests. The aim of the test is to measure the
par t i andprstandingvhich iscomprehendedn the same level anithe same

way. Thus, before the survey is applied to the sample, some questions which are not
reliable can beemoved. Alpha value is ranged between 0 and 1 and the value level

should be at |l east 0.7 (Coskun and ot her:

Alpha values are commonly acceptesiTable 3.1 depict§George &Mallery, 2003;
Kline, 2000; DeVellis, 201R

Table 3.1: Cronbach’s Alpha Value

Cronbach’s alpha Internal consistency

a = 0.9 Excellent (HighStakes testing
0.7 < a < |Good(lowStakedesting)
0.6 < a < |Acceptable

0.5 < a < |Poor

a < 0.5 Unacceptable

Table3.2: Reliability analysis of the scale

Reliability Statistics

SCALE Cronbach's N of
Alpha Items
UPSELLI NG ST 0,935 15

After the reliability analysiswas applied it was s een t hat the Cror
value which belongsotupselling strategies scale wagasured 0,935. These values
showthatte rel i ability of the sclghb<el,00andbet we

therefore thereliability of the scale isexcellent (HighStakes testing{seorge &
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Mallery, 2003; Kline, 2000; DeVellis, 2012}t is not necessaryto increase the

coefficientof the reliability.

When the impacts of each item to total correlation are analyzedgeisthat there is

no item which takes negative value. This also shows that there is no need to change

the value of any item or to takeyaiem off.

Factor analysis is a general name that is given gooap of multivariate analysis

techniqueswvhich are educinggroups to basic factors to comment and summarize

the topics which are thougko have acorrelationamong each othelVith another

statement, factor analysis help understand the items which are located in the data

set byrevealingt h e

connecti

on

of t he

basi

c

and others, 2015, p.26%he questionnaire was applied to 38 participdntgactor

f act

analysisby the researcheNumber of the sample is seen appropriate for factor

analysis.Kline (1994) siggests that with keeping the size of saméetor ranging

as 10:1, the range can be decreased, but the range must be at |[&RdC2(Kaiser

MeyerOlIkin) tests used to test the adequacy of the sample size. If KislQe gets
lower than 0,50 , it is naccontinued to factor analysiéfter interpreting the results,

these offers are taken into consideration (Hair, 1998);

KaiserMeyer-Olkin Description
1,00 =< KMO < Excellent
0, 79 < KMO Middle
0, 69 < KMO Mediocre
0,59 < ©BMO =< Poor

0, 49 < KM Unacceptable

Figure 3.3: Kaiser-Meyer-Olkin Value

Source: Hair, (1998

In case KMO value is lower than 0,,5@&mple size must be increased in accordance

with the survey Increased sample size, increasaerage correlationsncreased
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number of variables and decreased number of factors cause a rising on MSA
(Measure of Sampling Adequacy) value (KAISER, 1974).

Table2.3: KMO analysis of significance of upselling on Sommelier
Profession scale

KMO andBartlett's Test

KaiserMeyer-Olkin Measure of Sampling 0,814
Adequacy.
Approx. ChiSquare 495,819
Bartletts_T_est of Df 105
Sphericity
Sig. 0,000

It is seen that KMO value dignificance of upselling on Sommelier Professsoale

is 0,814 Theresults of the factor analysis veeobtained excellently with the help of
KMO value (0,814) (Hair, 1998)KMO value (0,814) shows that sample size is
adequate and al tesb(p<tO®) ¢u0,000) had nordal distributian.’Its
is seen that thdata are appropriate for factor analysis.

According to the results, it is seen that the scale of significance of upselling on
Sommelier profession has 3 factors with 15 items. 3 factors explain % 75,296 of total
variance.First factor explains %54,258, ssw factor explains %12,558nd third
factor explains %8,479 of total variandst the line graph of factor analysis, it is
seen thatosing the slope of thgraphsignificantly from the third factor shows that

number otthefactors can be limited t8.

Whenthe results are examinet is seen that the solution with 3 factors gives the
best result. Three factors which create the survey and research model have very high

(generally 0,60 and above) loads.

With the results of the reliability analysis it isen that the survey has reliability with
excellent value. Factor analysis shows that it is needed to remove 1 item from the
guestionnaire. Finally with 14 itenad 3 factorsthe questionnairgetsreadyto be

appledto the sample by the researcher.
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Eightitems which are collected under the first facogas follows;

1-1 arrange "wine and dine nights" for upselling at the organization where | w
2. l arrange "vintage menu" application at the organization where | work.

3. | give information to theeustomes who visit the restaurant related with
"wine and dine nights".

4. | give information to theustomes about wine producers.

5. | advise tocustomes who come to the restaurant more qualified wines
from thewines of which they preferred.

6. | talk about "vintage menu" applications to thestomes who visit the
restaurants.

7. | serve through Sabrage (opening the bottle via sword/big knife) technique
customes who order champagne.

8. | use special bottle opening techniques to take the attentionstdmes and

create demand.

The factor loads which belong to items are between 0--66®@43.
Three items which are collected under the second factor are as follows;

9. | advise the proper wines for the food whatlstomes ordered.

10. 1 ask to thecustomes if they would like to have some wines as aperitif until
their order is served.

11. I use port wine tongs technique when serving aged port wine

The factodoads which belong to items are between 0,467835.

Three items which are collected under the third factor are as follows;

12. 1 train the staff who work at the organization on wine serving.
13. I train the staff who work at the organization onph@oer manners and genre.
14. | train the staff who work at the organization on upselling strategies.

The factor loads which belong to items are between 0-113860.
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3.3.2. Sample

The Marmara region washosenfor the researclas it isthe most active region on
sommelier profession in Turkey. There are also quality vineyards and widespread
wine culture.The region hosts so many foreign tourists and this is also one of the

reasons which helped the wine culture to spread.

TSD was contaced by the researchdop get someinformation aboutthe number of
sommeliers whavork in the Marmara regionBut the researcher could not get the
exact number of wine tasters in that regitins saidthat there are approximately 60
or 65 tasters workingrn sommelier professioommelier profession representatives
were asked about the exact nhumbemebpleworking in Marmara region. Their

answerdhavealsobeenconfirmedby theassociation.

The sampling process was started15" July 2015.59 participats werereached|t
wasconsi dered as sufficient for sampling
(Sekaran, 1992, p.253Roscoe (1992)who proposes thaas arule of thumb for
influencing the saple size,states that sample sizes between 30 and 500 el
appropriate for many researcHes.

Nonrandom and snowball sampling methedere usedhroughoutthe researchin

the snowball method, the author tried to reach every single respondent from
population Each respondent sommeliaras askedo give contactinformation for
anothersommelier. The data collectiamasobtainedthroughthree different ways. £

mail, mobile phone numbers and face to face meetiveye used to reach each
respondent. Three of fiftgine respondent were met face to facelstanbul It
constitute& 5, 08 of the sampling. One of the respondents was met face to face in
Izmir when the respondent came fowacation It made uponly a small part a% 1,

69 of the sampleDuring these four meeting, the researcher wagther withthe
paricipantsin casethe participants needed to hefpfty-five of the respondents were
contacted by-enail and telephon& his big parimade up% 9322 of the sampling.

The data collected from the participants were analyzed according to the purpose of
the study. Mean values and frequency analysis were evaluated for questionnaire
items to satisfy the descriptive aims. Mawritney U test and Kruskalalls test

wereappliedfor explanatory aims of the research.
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3.4. FINDINGS OF THE RESEARCH

The data collection finished orf* August 2015 and the analysegre given astart
immediately. SPSS 20.version statistical packages used for all the statistical
analyses. The studyncluded frequency analysis, Mann Whitney U test, Kruskal
Walllis test and correlation analysis to create profile datérmine the variables
which dfect upselling preferences. Also reliability analysis waesdefor reliability

of the survey.

3.4.1. Demographic Profile of the Sample

The second section in the questionnaire involved questdyositp ar t i ci pant
demographic profileWhen the a@ble 3.4 is examined, the profile of the participants

in the surveywill be seen To create the demographic profile of tekample, the
frequency analysis vgaappliedby the researchef 1 , 5 % of thre resp:
aged above 38nd 96, 6 % of the respondentsrevenale. In terms of education level,

59, 3 % of the respondents haveledst university degreeAlmost half of the
respondents (% 49, Weresingle and all of the respondents wénerkish. 93, 2 %

of the respondents chose this profession for their wine passion. 74, 6 % of the
respondents have worked in more than four omgdmns.93, 2 % of the respondents

have beerinterested in this professidor more than 4 years. 94, 9 % of them have

had sommelier title and 76, 3 % of the respondents HaaaAdvanced level of

sommelier education.

Table 3.4: Demographic Distribution of the Sample

Age N % Cumulative Percent
18-29 5 8,5 8,5

30-39 27 45,8 54,2

40-49 22 37,3 91,5

50-59 5 8,5 100,0

Total 59 100,0

Gender

Male 57 96,6 96,6
Female 2 34 100,0

Total 59 100,0
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Education N % Cumulative Percent
High school 24 40,7 40,7
University 28 47,5 88,1
Master/Phd 7 11,9 100,0

Total 59 100,0

Marital status N % Cumulative Percent
Married 30 50,8 50,8

Single 29 49,2 100,0

Total 59 100,0

Nationality N % Cumulative Percent
T.C 59 100,0 100,0

Total 59 100,0

The reason why you N % Cumulative Percent
chose this profession

Wine passion 55 93,2 93,2
Family 4 6,8 100,0

Total 59 100,0

Number of

organizations you

worked N % Cumulative Percent
1 2 3,4 3,4

2-3 13 22,0 25,4

4-5 24 40,7 66,1

6-7 20 33,9 100,0

Total 59 100,0

How many years N % Cumulative Percent
have you been

interested in this

profession

1-4 4 6,8 6,8

5-8 14 23,7 30,5

9-12 29 49,2 79,7

13 and over 12 20,3 100,0

Total 59 100,0

Title N % Cumulative Percent
Wine Steward 3 51 51
Sommelier 56 94,9 100,0

Total 59 100,0
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Special ~ Sommelier N % Cumulative Percent
education

Introductory 3 51 51
Certified 11 18,6 23,7
Advanced 45 76,3 100,0

Total 59 100,0

3.4.2. Using of Upselling Techniques by the Sample

The findingsof the survey whichwas developed to search the significance of the

upselling on sommelier profession are given at the tables below.

In the scale whichaimed toreveal the significance of upselling on sommelier
profession, fivdevelLikert-scale technique was used. Tikems were given rates

as;“ Never’” , “Rarely”, “1 n etiors.rTa Imdke an* Of t e
analysis wer these options; numeric valuegre givenbetween 1 and 5. For rating

range of arithmetic average4/5=0,80 Joptionrangewas arranged anchlculated as

( 4/5=0,80 ) according to theange ofcoefficient As a result otthis, the arranged
coefficiert ranges are given #ietable3.5.

Table 3.5: Grouping the Scale Depending on the Range Coefficient

Ranging

1-1,80 Very low
1,81-2,60 Low
2,61-3,40 Middle
3,41-4,20 High
4,215,00 Very high

Source: Demirutku, K. and others (2005)
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Table 3.6: Descriptive Statistics of Application in Organization Factor

APPLICATIONS IN . > g c Qe 25
e [} c Q ] 'g T
ORGANIZATION T 5 3 g = =
< 14 = < c &S
11 arrange 9 g 4 2 | 13 | 21 | 19
ni ghts” for 3,83 | 1,131
organization where | work o4 6.8 34 | 220 356 | 32,2
2. | arrangg g 5 1 | 24 | 16 | 13
application at the 3,52 | 1,119
organization where | work o4 8,5 1,7 | 40,7 | 27,1 | 22,0
3. | give information to th¢
customes who visit the
F 4 - 12 26 17
restaurant relatedith the 3,88 1051
“wine and di
% 6,8 - 20,3 | 44,1 | 28,8
4. 1 give information to thg i} 1 6 25 27
customes about wine 4,33 | 0,729
producers. % - 1,7 | 10,2 | 42,4 | 458
5. | advise ta@ustomes E i i 1 19 39
who come to the restaura
more qualified wines apa 4,66 | 0,517
from the wines of which % ) ) 17 | 322 66,1
they preferred.
6 . I talk at
menu” appl i F 5 - 23 18 13 357 | 1101
customes who visit the ' '
restaurants. % 8,5 - 39,0 | 30,5 | 22,0
7. | serve through Sabrag
(opening the bottle via = 7 11 14 23 4
sword/big knife) techniqu 3,10 | 1,155
to thecustomes who orde
champagne. % | 119 | 186 237|390/ 68
8. | u.se speC|a-I bottle = 7 i 9 23 20
opening techniques to tak 383 | 1247
the attention otustomes ’ '
and create demand. % 11,9 - 153 | 39,0 | 33,9

General Average=3,84
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When the item averages at table63are examined, it is understood thaging
upselling technique levels in the organizations are higénéral average= 3, 84).
When the items of applications in organization factor are examasdtiei t elm *

serve through Sabrage (opening the bottle via sword/big knife) technique to the

customes who or der Ca8HChmp the lovesunddrstandingf the

items, | arrange “vintage menu” appliCcati on
=3,52) has the second lowastderstandingand the iters, “ | tal k about “
menu’” appl i cuastoniem nwh d ov it shiet (CH3&7) hagthe aur an

third lowestunderstandingWhen theitem averagesf the highestunderstanding

are examinedijt is seenthatt h e i tdeise totustomes who come to the
restaurant more qualifiedi nes apart from the wihes of
=4,66) has thehighestunderstanding t he i tem “ | gcustamesi nf or m
about wi ne C383)das the sesond’highesterstandingnd the item

“1 give i nfoaoustomest iwohno tvo stilte t he restaur ant

and dinen i g h(€=8,88 has the third highesinderstanding

Table 3.7: Descriptive Statistics of Profession’s Heritage Factor

PROFESSION’S N . s " ==
HERITAGE g © = I3 § 3 g
) = c =
- C
9. | advise the
proper wines for f ) ) ) 19 40 467 0471
the food which ' '
customes ordereq 9% - - - 32,2 | 67,8
10. | ask to the ¢
customes if they i i 1 26 22
would like to have
4,18 0,730

some wines as
aperitif until their | % - - 18,6 | 44,1 | 37,3
order is served.

11. | use port win

tongs technique | | > 12 21 9 12

X ing 3,18 | 1,224
when serving age
port wine. % 8,5 20,3 | 356 | 153 | 20,3

General Average=4,01
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Whenthe itemaverages at table 3afeexamined, it is understood that tlexel of

using upselling techniques as p r o f besitagei®mgh §Seneral average= 4,

of

0O1). When the items
wine tongs technique
understanding t h e

Wi

understanding

nes as

aperitif
The i

tem

u n € 5418) hah thé secorrlavest

profession

S

her

w h(€ r3,18) das wthe logresta g e d

advi

S e

I t e mcuStdmes af dhiey wowd like ltoehave some

t h ecugtomesp e r

o r d e (Ce467) has the highesinderstandingmongthe items of this factor.

Table 3.8: Descriptive Statistics of Staff Training Factor

©
STAFF TRAINING 5 > 5| ¢ | & £s
> e S o g =R
> S 5} & = c .8
2 o V) o P - S 3
E I wn T
12. | train the staff . - 37
who V\_/ork_ at the 4,62 0,487
organization on
wine serving. % - - - 37,3 | 62,7
13. | train the staff ¢
who work at the ) ) 7 12 40
organization on the 4,55 0,701
proper manners an % ) ) 119 | 203 678
genre.
14. | train the staff
who work at the f i 1 5 14 39
o 4,54 0,726
organization on
upselling strategiey % - 1,7 | 85 | 23,7 | 66,1
General Average=4,57

Whenthe itemaverages at table 3.8are examined, it is seen that level ofsiafiig
trainings as upselling techniquis very high (General average= 4, 57 ). When the
f a c tldrain tleerstaff e x a mi

i t ems
who work at the organization on upselling strategi&€ =4,54 has the lowest

of

staff

trai

ni

ng

understandingthei t el main“the staff who work at the organization on the proper

manner s
train

t he

staff

wor k

highestunderstandingmongthe itens of this factor

41

a (Fd4,59 bas the setond lowesnderstanding
wh o

Thel

tem

S

Wi

a{C=46l) dasthe gani z

1



Amongall the items of factorgt is also seen that the iteml advise the proc
for the food whichcustomes ordered. (C=4,67) has the highesinderstandingnd

t he I adeism tocustomes who come to the restaurant more qualified wines
apart from the wines Co4f66 )whhsitskcond highgst pr e f «
understandingThus it is understood that after sommelier welcome ¢hstomes,

he/she tries to learn their tastes by analyzing the food or wine orderscoktbenes

andoffers for more quality wine or appropriate wine for their food. Therefooan

be said thatvhile sommelier igaking theorder, he/shalso make upselling.

The third highesltevel of using upselling techniqueovert he i tem “1 tr ai
who work at the organization on wine serving.C =4,62. It can be said that
sommeliers giveimportanceto staff training. Sp educated staff camlso help

upselling. By training the staff, sommeli@isocontributes tdhe development of the
profession and attitude towards the profession.

3.4.3. Mann Whitney U Test

This test was firstly introduced by Wilcoxon (Wilcoxon, 1945, p33) but later it
wasapplied for analyses two sampling problems which have different sizes by Mann
and Whitney (Mann and Whitney, 1947, p-60).

Mann Whitney U test waspplied to analyzethe results which examine the
relationship between two variablédann Whitney U test is similar to thet€st but
tisused for n o n p akuraenalt2015,cp.2@b)a Thes is WIBt@st
w a s msedfor the study. With Mann Whitney U teghe hypothesis that comes
from main population which has same distribution with two independent goamps
be tested(Hinton, 1996; Norusis, 1985)-indings of the relationship betweae
variables are given below

Table 3.9: The Effect of the Gender on Upselling Preferences

Gender N C U P
Applications in | Male
PRicaro! o7 30.08] 5250| 0,850
Organization Female > 27 05
Prof es s i|Male
| o7 3034 | 3750 | 0,405
Heritage Female 2 20.25
Male
Staff Training o7 29.40] 2300| 0,134
Female 2 4700

As a result of Mann Whitney U teathich aimed to determine whether the daltor
points of the scalan terms ofgender variable siw meaningful diversity or not,some
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outcomes have been reached Apgplications in Organizatiqo= 52,50; p%.05),
Prof essi o(n=3%50H®.05) $tadf grainingu=23,00 p>0.05)

Table 3.10: The Effect of the Marital Status on Upselling Preferences

Marital Status | N ¢ U P
Applications in | Married 30 2937 | 41600| 0772
Organization Single 29 30,66 | |
Pr of es s i| Married 30 27,73 367.00| 0.294
Heritage Single 29 32,34 | |
Married
Staff Training . 30 52,58 357,50 0.217
Single 29 27,33

As a result of Mann Whitney U testhich aimed to determine whether the dalotor

points of the scalen terms ofMarital Status variable sl meaningful diversity or
not, some outcomes have been reachedp@glications in Organizatiqu= 416,00;

p>0.05), Pr of e s si o I1fu= s367,60ep>0.06),a Gtaf Trainingu=357,50

p>0.05)

Table 3.11: The Effect of the Title on Upselling Preferences

Title N c U P

Applications in | Wine Steward 3 2,670 | 50500 | 0.004*
Organization Sommelier 56 31,46
Pr of es s i| WineSteward 3 4,670 8000 | 0008*
Heritage Sommelier 56 31,36

Wine Steward
Staff Training . 3 L2l 30,500 | 0,052

Sommelier 56 30,96

As a result of Mann Whitney U tetitataimed to determine whether the dalstor
points of the scalen terms ofTitle variable show meaningful diversity or negme
outcomes have been reached Apgplications in Organization (U= 2,00; p<0.05),
Profession’”s Heritage (U= 8,00; p<0.05).

43



When the diversity between the groups is examirad; t h e “Applicat
Organ z a tfactornthie peoplaith sommelier title have highemderstandingver
significance of upselling on sommelier professignt t he “ Pr of es si
factor, the peoplewith sommelier title have highamderstandingver significance

of upselling on sommelier professiofit the answers of th@eople who participated
inthe rsearch atthe St af f factoe(W=6B0,50; >.05)the difference among

the medians of the groups is not meaningful as statistical.

on’

Table 3.12: The Effect of the Reason to Choose this Profession on
Upselling Preferences

The reason
why you chose | N c U P
this profession
Applications in | Wine passion 55 2920 | ce000 | 0.182
Organization | Family 4 41,00 | |
Pr of es s|Wine passion 55 29.24 | 62000 | 0.197
Heritage Family 4 40,50 | |
Wine passion
Staff Training . P > 2 105,000 0874
Family 4 31,25

As a result of Mann Whitney U te#ftataimed to determine whether the dalotor

points of the scalen terms of* The r eas on twhiys yporuo fcehsossieo n”
show meaningful diversity or not,some outcomes have been reached as;
Applications in OrganizatiofU= 66,00; p>0.05)Pr of essi o(@W=6300er i t a
p>0.05) Staff TrainingU=105,00; p®».05)

3.4.4. Kruskal-Wallis Test

This test is also known as Kruskalallis OneWay Variance test. It is a
nonparametric test which examines medians equality of the population between the
independent groups. The test has taken the name from William Kruskal and W. Allen
Wallis who introducd the methodKruskal and Wallis, 1952, p.581).
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Table 3.13: The Effect of Special Sommelier Education on Upselling

Preferences
Special E g
Sommelier N c X2 gg P
Education g =
Applications in | Introductory 3 2,67
" .
Organization Certified 11 32,59 | 8,155 | 2 | 0,017
Advanced 45 32,19
Pr of e s s i Introductory 3 4,67
" N
Heritage Certified 11 34,91 | 7,745 2 0,021
Advanced 45 30,49
o Introductory 3 12,17
Staff Training | certified 11 | 2232 7,595 | 2 |0,022*
Advanced 45 33,07

As a result of KruskaWallis testthat aimed to determine whether the daltor

points of the scalen terms of“SpecialSo mme |l i er Education” v
meaningful diversity or not, itvas observed gsApplications inOrganizatiofix?=

8,15; p<0.05),Pr of e s s i o @= §,74;HpOr0%) tSaff eTrainingx*=7,59;

p<0.05)

When the diversity between the groups is examirad; t h e “Applicat
Or g a ni Zaatdr, ithe pebple withcertified sommelier education have higher
understandingover significance of upselling on sommelier professiéi. the

“Pr of es s i o fattas thepeople withografied sommelier education have
higherunderstandingver significance of upsellingnosommelier professiomt the

“St af f ” faatoa thapeople withadvanced sommelier education have higher
understandingver significance of upselling on sommelier profession.

Table 3.14: The Effect of the Time Spent in this Profession on Upselling

Preferences
How many years you . T
have been interested N C x2 g’ i 3 g P
in this profession @ =
1-4 4 2,98
Applications in 5.8 14 29,00
o iati 18,15 3 0,000*
rganization 9.12 29 37’45
13 and over 12 22,21
1-4 4 12,25
Professi5_8 14 27,07
Heri 20,02 3 0,000*
erltage 912 29 26,38
13 and over 12 48,08
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1-4 4 30,75

Staff Training |28 14 27,61 12,92 3 0,005*
912 29 36,55
13 and over 12 16,71

As a result of KW teswvhich aimed to determine whether the dalotor points of the
scalein terms of'How many years have you been interested in this proféssion
variable show reaningful diversity or not, it weobserved gsApplications in
Organizatiofx?= 18,15; p<0.05)Professd n ° s  Hx=r20,00;:309.85), Staff
Training(x>=12,92; p<©.05.

When the diversity between the groups is examirad; t h e “Applicat
Or g a ni faaadr thepeopleinterested in this professidar about between-22

years, have higherunderstandingover significance of upselling on sommelier
profession. A t t he “ Pr of e dastor, ahe pepple Hteresied & gthes”
professiorfor over 13 yeartave higheunderstandingver significance of upselling

on sommelier professiodt the* St af f faatonthepeopleinterested in this
professiorfor about between-32 yearshave higheunderstandingver significance

of upselling on sommelier profession.

Table 3.15: The Effect of the “Number of the Organization Worked” on
Upselling Preferences

(Vi
Number of B g cE>
organizations N c X2 gg p
worked 8 fé
Applications | 1 2 2,25
i - 13 27,27
" 2 o4 — 12,44 3 0,006*
Organization 4-5 ,
6-7 20 25,05
1 2 6,50
Profes|,s 13 21,15
Heri 10,81 3 0,013*
eritage 45 o4 31,08
6-7 20 36,80
1 2 14,50
Staff 23 13 34,62
Traini 3,20 3 0,361
raining 45 o4 30.56
6-7 20 27,88
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As a result of KW testvhich aimed to determine whether the dalstor points of the
scalein terms of“Number of organizations you worKegariable show reaningful
diversity or not, it wa observed gsApplications in Organizationx*= 12,44;

p<0.05),Pr of essi of=H,8Hed0b)t age

When the diversity between the groups is examiretd;
Or g a ni fador thepeopleworking at 45 organizations in this profession have
higherunderstandingver significance of upselling on sommelier professiinthe
“Pr of es s i o factog thetbeople whehgve Worked at-@ organizations in
this profession have higheunderstandingover significance of upselling on

sommelier profession.

t he

“Applicat

At t he “ St af f(x2=8,20ap>1095),rathe anstvexscof thegpeople who
participatedn the researchthe diffeeence between the medians of the groups is not
meaningful as statistical.

Table 3.16: The Effect of Age on Upselling Preferences.

IS=
A N c : | 281 p
2 ¢ Yl 28
DH—
ronfications | 1222 5 4,20
pplications in 57
I e 3580 | 1810| 3 | 0.000%
Organization | 40-49 22 31,91
50-59 5 16,10
5 . 18-29 5 15,70
rofess
27 1,37
. 30-39 3137 1 1224 | 3 | 0007*
Heritage 40-49 22 26,82
50-59 5 50,90
18-29 5 27,40
Staff Training | 3039 27 33,48 42
20.49 > 25 91 2,79 3 0,425
50-59 5 31,80

As a result of KW tesivhich aimed to determine whether the dabtor points of the
scalein terms of* Ag e ”
as Applications in Organizatiqw?*= 18,10; p<0.05),Pr of es s i o (x?=s Her i

12,24; p<0.05).

variabl e

When the diversity between the groups is examiratd;
Or g an i fadot,thepeoplewho arebetween the ages 80-39 in this profession
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have highemunderstandingver significance of upselling on sommelier profess
At t he “ Pr of efactor thepeoslewltbancbetivere@®39 years old in

this profession have higheunderstandingover significance of upselling on
sommelier professionThe people who participateid t h e

Tr ai factor @®=2,79; p>.05)the difference between the medians of the groups

is notstatisticallymeaningful.

research,

Table 3.17: The Effect of Education on Upselling Preferences.

=
L O
Education N [$ x? °3 P
S L
[l
Applications | High School 24 35,85
in Unlvel’SIty 28 25!61 4,822 2 0,090
Organization | Master/PhD 7 27,50
Pr of e s | High School 24 26,65
. o *
Heritage University 28 28,39 9,121 2 0,010
Master/PhD 7 47,93
Staff High School 24 26,81 1971
Trainin University 28 38,07 é 2 0,000*
g Master/PhD 7 8,64

As a result of KW tesivhich aimed to determine whether the dalstor points of the

scalel n terms of* E d u c avariabte rsfiow meaningful diversity or not,vitas
observed gsApplications in Organizationx{= 4 , 8 2 ;

Her i txeg @7, 1(2;

When the diversity between the groups is examiaed; t h e

p <0. 05y3:519,71;9£005).f

p>0.05) ,
Tr ai ni

at

“t he
ng’

“Prof essi

factor, the people having master/PhD education in this profession have higher
understandingver significance of upselling on sommelier professidn. t h e
T r a i ractor,ght peoplewho have university education in this profession have
higherunderstandingver significarce of upselling on sommelier profession.
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3.4.5. Reliability Analysis

Reliability analysis wasppliedto test the reliability of the researchwasapplied
for each factor. This analysigasapplied by using SPSS version 20. The results are
as follows;

Table 3.18: Reliability Analysis of the Factors

Cronbach's Alpha N of Items
Applications in 0,864 8
Organization
Factor
Profession’s 0,705 3
Heritage
Factor
Staff Training 0,705 3
Factor
When the table 3.1 s exami ned, it i's seen that t h

applications in mganizationfactor has beercalculated as 0,864. This valsbows
that the reliability of the scale is high.

When the table 3.1i& examined, itis seengdght t he Cronbach’s Al p
prof essi on’ shashheercalculaey @s 0f7@5c Tthie valshowsthat the
reliability of the scale is high.

When the table 3.1¥ s exami ned, it i's seen that th
staff training fator has beeralculated as 0,705. This valsleons that the reliability
of the scale is high.

3.4.6. Correlation Analysis between the factors

Correlation analysis is technique which examisehe relationship between two
variables ortriesto deerminet he d e p e n d e rkanyet ah 80d% p.22§).Co s
The relationship which is tried to Icalate in correlabn analysis is related to linea

part of the redtionship between the variablg$inton, 1996; Malhotra, 1996).
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Table 3.19: The correlation coefficient among the factors of the scale

Applications in Profession’s Staff
Organization Heritage Training
Applications In Organization r 1 0,390 0,184
p - 0,002* 0,162
r 1 -0,229
Profession’s Heritage
p - 0,081
r 1
Staff Training
p
When the table 3.18 s exami ned, the relationship
organi Zaataramad st he “ pr of fadosis satistically tbeervedt a g e ”

as meaningfulas (p<0,05).There is a low power but positivelationshipbetween
the “Appl i cat i ofacterand the" dPrr god reiszsa tioitadtas &s”
(0,21<r<0,40) (r=0,390).
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CONCLUSION

Tourism is a sector which brings many secteush as transportation, food &

beverage and accommodatioogether This shows diversity of the sector. The

diversity consists of many special spinfessions. Sommelier profession is one of

them. Through thetime, the professiorhas had many job descriptions. But
profession’ s o mmave knew tbday is quite different from the timeeinerged
(Scala, 2011 Nowadays, sommelier profession l@simportancefor the sector. It
symbolizes the qualityt the service and organization. Kiidg (2012) mentioain

his researchthat sommelier has an importance #or organization. Increasing the

revenue, creating demand and providing customer happiness are the important

benefits of the sommeliers.
Turkey, the countrywhere this researchhas lkeen made is wealthy on wine

producing because of havimgry fertile vineyards Although the professions about

wine have beend evel oped, sommel i er profeassi on

othes. One of the reasons of being ndaveloping profession is inaduae

education system and the other ongufting a ban on the alcohol education in the

tourism high school www.meb.gov.ty although tourism which is one of the

important sectors provides significant revenusource to the country

(http://yigm.kulturturizm.gov.t)) Thus, some suprofessions as sommelier

profession caibeeffecied bythese bans

In time, it has been necessaryimprove thesellingtechniques at the organizations.
By this meansthe revenugandcustomehappines couldbeincrease.

Sommelier profession is one of the affectadf@ssions from selling skills.nl
sommelie profession, selling techniques upselling is used. Bihow often it is
used or “how i mportant I s The study wasaasmedatm
revealthis and close the gap on the literature.

The research was applied at Marmara region. The regasichosen because of

being the most effective regiavherethe sommelier profession performed
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Table 3.20: Hypotheses results

: ko] =]
Variables 2 5

2 |5 8
a zZ =
> S5
n n

Upseling is a significanselling technique for Sommelier profession

It is given importance to staff training on sommelier profession. S

The wine culture and conscious are tried to evolve by using upselling by S

tasters.

It is given importance visually to make the profession remarkable by wine taste S

There is an important diversification in upselling based on the title S

Master Sommeliers are the ones who use upselling techniques most effectively N

There is an importardiversification in upsellindgpased on gender

There is an importardiversification in upsellindpased on marital status N

There is an importardiversification in upsellindpased on special sommelier S

education

There is an importardiversification in upsellingpased on how many years they a S

interested in this profession.

There is an importardiversification in upsellingpased on how many organization S

they are worked

There is an importarttiversification in upsellindgpased on the reason why they S

chose this profession

There is an importardiversification in upsellindgpased on age S

There is an importardiversfication in upsellingoased on education N

(supported for factor profession’'s S

applications in the organization)

Accordingto the results of the analysis, it is obviously observed that upselling is a
significant selling technique for sommelier profession. During upselling proaess,
sommelier welcomes theustomes andtries to understanthar demand. By this
meansa Sommeler can increase the customer happiness.

According to the results it can be said that upselling beenused not onlyto
increa® the selling but alsto communicag with thecustomes. Hencea sommelier

can contact witltustomes and understand tinelemand. Using his/her experiences,
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he/she can find the perfect choice for testomes. This situation has benefits for
both the customes and organization sowner. Thereforea sommelier has an
important role in increasing the revenue and hosting tbestomes at the

organization.

As it is also understood from the resuhata good grade afmportanceis given to

visuality in sommelier profession. Using the special bottle opening techniques and
using these techniquesrfalso creating demand prove uring the applying the
guestionnaire processwiasobserved that sommeliers are giving importance to their
appearances.

It is seen from the resulthattitle is an important variable on sommelier profession

for upselling. While sommeliers are usingsefling techniques more effectively,
wine stewards couldn’t wuse them on same
no master sommelier wor kibemrgackdotfound.dd v a't

it is seen from the resultf)e gender and maritalt at us ar en’ tsfor mpor t
upselling on sommelier profession.

The educatiortakenfor sommelier profession has an important role to upsell. People

who have advanced level educatigiue more attention towards upsellingumber

of organizatios worked is also an important variable for upselling on sommelier
profession. It can be said thtéte more workingorganizationsthe more earning

upselling experiences and skills.

When the results are examined, it is seen that education variakde imagortance

for professi on’trainingy;ieéis not seeneas impodant yariable for
applications in organizations.

When the results are examaid, it is seen that aged the reason why they chose this
profession are important variable to upsail sommelier professio Most of the

people who workn sommelier profession (93, 2 %) have chosen thisljabtotheir

wine passion. With this passion, they have given importac@rofessional
education and development.

When the recommendation sectiohthe questionnaire was examinédp of the
participants wrote thaheyc oul dn’ t ar r an g e nizajop lbecagsat i o n
of their title and insuficient space. As it is understddrom that, wine stewards

c o u | atranyget applicationsffectively asa sommelierin the organization because

they are working at small organizations until they are promoted to qualified and big
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organizatonsOne anot her participants wrdme e t ha
nNi ghts” because t Is&viceanlyfna dinmgadnd he alsolwmte wo r k
thatSabrages a dangeus technique when it is appligtside the organization. The
partici pant alSabmagasmesedtfor showebdt nd dmeacare dbout the
human health.”

One another participant weot “ i f y ou pr o customgrabout wieel f t o
knowledge and experiences, you will be one step ahead on selling. They trust you.
However, 1 changes rom someone to anotheAnalyzing thecustomes is very

important. But itmustneverbeforgotten that if theustomeiis determind aboutthe

order for her/his taste, insisting will be wrong choice. You can havetinega
results.” Asd iftr oims t ke d eras toatactingoveith thé s wr i
customes for upselling is an issue whienust be dongery carefuly. Thecustomes

should be listenecnd advised bushould never be insisted. As a conclusion,

following suggestions can be made to the practitioners, public and private institutions

and scholars:

1 Sommelier profession must beswéloped and evolved by arranging
special sommelier courses and educations commonly and the government
should support the profession and its representatives.

1 Although the sommeliers give importance to staff training, they should
educate their staff on has of the profession much more because of
being no enough sommelier education in the country.

1 Sommelier profession should be encouraged. Thus Turkey can also
develop the wine quality and play more important role on wine tourism.

1 The education system onmsmelier profession should be improved and
the laws which are creating a block need to be reviewed. Because
developing on a field can be achieved by education only.

1 All existing tourism high schools should be developed and supported by
building the trainindhotels, kitchens and restaurant & bars. Only with this
way, subprofessions of the tourism sector can made appeal by students
and they can be educated.

1 By applying the questionnaire at different countries and their regions,

different upselling techniguesan be found and gained to the literature.
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Thus the unheard upselling techniques on sommelier profession can be

evolved worldwide.

Limitations of the study

The studywas applied irthe Marmara regioowing to being most active region on
this professionThe questionnaire cahbe applied in different countries and their
regions in the worldit canalsobe adapted in different fieldglated tosommelier
profession and upselling by add field specific variablesTherefore scholars can
have benefits from theesults of theresearchin sommelier profession, upselling i

sommelier profession and wine tourism
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APPENDIX-1-: ENGLISH VERSION OF THE QUESTIONNAIRE

SURVEY FORM

Dear Participant,

| am a student currently studying my Master degre®& at Uaiversity Tourisn

Managementl am carrying out a survey with a view to emphasggssing the

significance of upselling on the Sommelier Profession. | would like you to answe

some questions in order to realize the importance of upselling as to how to i
sales.Your comments W be absolutely confidential and never be used in an
survey whatsoever.

Asst . Prof . Dr. Ferika Ozer SARI

br
ncrease
bther

PART-1- USING OF SOMMELIER’S UPSELLING STRATEGIES

Please specify yolknowledge and experiences concerning using upselling strategies

on Sommelier profession.

1-Never 2-Rarely 3-In General 4-Often 5-Always

APPLICATIONS IN ORGANIZATION

1-1 arrange “wine and d irgaeizationwhere
| work.

1] ”

21 arrange vintage menu appl i

3.1 give information to theustomes who visit the restaurant related wi
the “wine and dine nights”.

4.1 give information to theustomes about wine producers.

5. | advise tocustomes who come to the restaurant more qualified win
apart from the wines of which they preferred.

6.1 talk about * vi nt agustomesamhavisit tlef
restaurants.

7. 1 serve through Sabrage (opening the bottle via sword/big knife)
technique to theustomes who order champagne.

8. | use special bottle opening techniques to take the attention of
customes and create demand.

PROFESSION’S HERITAGE

9. | advise the proper wines for the food wharstomes ordered.

10. I ask to thecustomes if they would like to have some wines as

aperitif until their order is served.
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11. 1 use port wine tongs technique when serving aged port wine.

STAFF TRAINING

12. | train the staff who work at the organization on wine serving.

13. I train the staff who work at the organization on the proper manne
and genre.

14. | train the staff who work at the organization on upselling strategie

PART 2-

1) Your SommelierTrainings ( ) Introductory ( ) Certified ( ) Advanced ()
Master

2) Your title/reputatio? ( ) Wine steward () Sommelier aster
Sommelier

3) How many years have you been interested in this proféssion
()4 ()58 ()912 ( )13over

4)Number of organizations youworked: )1 ()23 ()45 ()67 ()8
and over

5)Thereason why you chose this profession

() Wine passion ( )Family ( )Friends Ot her : ...

6) Age: () 139 () 3e89 ()4049 () 5669 ()60
and over
7)Gender ( ) Male ( ) Female

8) Education: () Primary () High School ( ) Collegé ) Postgraduate
9) Marital Status: ( ) Married () Single

10) Nationality:

PART-3 SUGGESTIONS

Please specify the factor(s) tledtect to upselling if it is not existed in the
survey.
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THANK YOU FOR YOUR PARTICIPATION.

APPENDIX-2-:TURKCE ANKET FORMU

ANKET FORMU

Sayrn katil 1 mci ,

Yas@mier sitesi Turizm i sl et me cS$Somingiier
mes | e] i nde®° neknhelriemheé wen ybnel iak ast 1 rm
Sarap tadim wuzmanl ar | icin ek sat.
si zden bazi sorul ara yanit ver meni

kal acak ve baskal lbmayacalgttumr.mada ku

Yrd. Dog¢. Dr. Ferika Ozer SARI

BOLUM-1- SOMMELIER’IN EK SATIS STRATEJILERI KULLANIMI

Latfen, Sommelier mesledginde, ek sa
t e c rerinizi &dlirtiniz.

YUKks
a yap
sin/ s
Zi P
Il I an
t 1 s s

1-Asla 2-Nadiren 3-Genelde 4-Sik sik 5-Her zaman 11234

ISLETME iCINDEKi UYGULAMALAR

1. Calisti1 grm isletmede, ek sat.
dizenl eri m.

2Cal 1 st1 g1 m i gneatimedygguUViambhge |

Restorana gelen misafirlere,

hakki nda bilgiler veririm.
Restorana gelen misafirlere,

5.Restorana gelen misafirletee r ci h et t i kIl er i k

kaliteli saraplar i¢in tavsiyeod

Restorana gelen misafirlere,
bahsederim.

7. Sampanya siparisi veren misaf
sisema) atekni giyle servis yaparfl
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8. Ozel sise acma tekniklerini,
yaratmak i¢cin kullaniri m.
MESLEGIN MIRASI
9. Misafirlerin siparis etmek I g
tavsiyesinde bulunurum.
10. Misafirlerin yemek sipari sl ¢
sarap isterler mi diye sorar.i m.
11. Yir Il lanmis porto sarabi servi
kull aniri m,
PERSONEL EGITIiMI
12l sl et mede gmgead s cmal isreir v &ar ap S ¢
13. 1 sl etmede calisan servis peft
egi tirim.
14. |l sl etme personelini ek sat.
BOLUM 2-
1)Al dir grniz Sommelier EQgiti mi: ( ) I nt
( )Master

2)Hangi unvana sahipsiniz? ( ) Wine steward  ( ) Sommelier ( ) Master
Sommelier

3)Ka¢ yi1rl dir bu mesl-&KN58 ()91 ( )lBdveyor sunu:
dzeri

4)Calirstirgrrniz isl3t(mds 3671 s1 : ( )( 8 el
5)Bu mesl egi sec¢me kararitnizi etkileyen
( ) Sarap tutkusucevbDéme): Ai.l.em......

B)Yasi1 ni z: ()1829 () 389 ()449 () 569 ()60
dzeri

7)Cinsiyetiniz: ( ) Erkek ( ) Kadin
BEgitimini):il kogreti m ersite ( )aster )Dokitoras e
9)MedeniDurumunuz: () Evli ( ) Bekar

10)Uyrugunuz: ... .

BOLUM-3- ONERILERINIZ

Lutfen ankette ykeul lad mamiami veet keikl esyagn sf ak
belirtiniz.
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ANKETEKAT I LDI GI NI Z | CIEDERE ZEKKUR
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