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The concept of harnessing and interpreting the large volume of data that a business
generates to drive better decision making has been around for some 20 years.

The hospitality sector, however, has been relatively slow or otherwise unable to take advantage.
While some chains with a sophisticated IT infrastructure are seeing the rewards, others are only
now beginning to dip their toes in these unfamiliar waters.

With the convergence of analytics software, cloud computing and mobile devices, the benefits of
“big data” are more accessible now to just about everyone in the business. But it's not enough

to just have the data. With so much information available, it needs to be aggregated smartly and
concisely. Otherwise, many operators will end up spending all their time collating and combining
data to create KPI reports instead of uncovering trends and acting on valuable insights. Today,
adding an analytics solution to your existing IT systems can be cost-effective and give decision-
makers across the business the evidence and insight they need to reduce costs, improve
efficiency, enhance customer satisfaction and boost profits.
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Introduction

These are uncertain times for the hospitality industry, as operators confront
unprecedented cost pressures. From new minimum wage laws and rising
labour costs, to fluctuations in supplier pricing, to rent increases, there are
many external factors that may feel outside of your control. In order to get
ahead and to stay profitable, the key is to fully understand your business

So you can make better, more informed decisions. This begins with
understanding the numbers.

Of course, success in hospitality has always depended on quantitative
measurement. How much did we sell yesterday? Last month? This week last
year? Which branch is doing best? What's our gross profit (GP) and which
way is it moving? What's happening to our staffing costs and how quickly are
they rising? And, based on years of experience, most operators have had a
reasonable idea of the overall picture.

But a “reasonable idea” isn't enough. With increasingly razor-thin margins,
businesses can't rely on “guestimates.” The sawiest operators understand the
power of seeing the full picture. By knowing exactly what's going on, they can
make informed decisions, adjust course where necessary, and better predict
the future. By digging deep into their business insights and their customers’
behaviour, they are equipped with what they need to adjust pricing, adapt
menus, review purchases, change or better manage suppliers, improve
employee training, set stronger schedules, and so on. Leveraging data is

the key to success.

Beyond “Big Data” — how to best use the mountains of
data at your fingertips

Drowning in data can be just as bad as not having enough. Many teams end
up operating in silos, working off whatever data feels most relevant for them.
For the hospitality industry especially, being able to tap into a wide variety of
data sources - and, critically, integrate them - yields significant and almost
immediate benefits. After all, it is impossible to see the whole picture when
only looking at a handful of puzzle pieces. Since manually correlating this data
is both time-consuming and prohibitively expensive, the right tool is critical for
success (and sanity).
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By using technology to quickly collate, analyse and understand huge amounts
of data from different sources, you can transform the customer experience and
operate more efficiently. What kind of data are we talking about? Just about
anything a hospitality business generates, including, but not limited to:

POS - Fixed costs/rents
Property Management +Industry trends
Systems (PMS)

Forecasting accuracy
Kitchen Management
Systems (KMS)

Weather feed

R " National and local
rvation . .
eservations event information

Labour and payroll Competitor analysis

Staff scheduling

Guest feedback
Inventory Customer sentiment
Vendor performance TripAdvisor
Ingredient price fluctuations Facebook
Menu item popularity Twitter
and profitability

Employee feedback

Employee engagement levels and pulse surveys

Purchasing and invoicing Campaign analysis

Health and safety

Internal audit

The right analytics software should seamlessly collate this information, to give
you a holistic view of the business. For example, with POS integration, you'll be
able to see not only what was sold but when, to whom and by whom, and what
else was ordered. Combining data gives you a much clearer understanding of
your underlying performance and the reasons behind it. In turn, this gives you
the power to make informed changes. You can adjust almost anything on a
company-wide or individual site basis. For example, you can map sales against
employee costs, margins, customer experience ratings and more. You can
examine the difference between actual and theoretical GP, identifying individual
site performance. You can assess the influence of specific area managers, team
members, and even ingredient pricing.

Most importantly, you can transform understanding into innovation. Using

this data correctly can help you make the shift from analysing the past to
forecasting the future. Understanding what you are going to sell and when
(and who is needed to prepare or serve it) will allow you to better manage your
inventory and schedule appropriately. This way, you'll always have the right
people on the shift at the right time to deliver the optimal guest experience.
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Information in the right hands

The new generation of data analytics is immensely powerful. It's a practical tool
that brings relevant information and actionable insight

to the whole business, from senior executives to central services to

site managers.

By combining the speed and capacity of cloud computing with simple interfaces
and interactive dashboards, it provides near-instant answers to the questions
that matter: “Who's our strongest supplier? Who are our best-performing
employees? What's our most profitable menu item? At what time of day? What
do we need to adjust to reduce waste and increase profitability?” and so on.

By presenting the answers on mobile devices, it also frees managers from the
back office. And because machine learning can automate approximately 90% of
the everyday decisions a manager has to

make - “Do we need to order more tomatoes? Does our schedule for tomorrow
match what we think we'll sell?” - your teams will have more time and energy to
devote to the issues that only a human being can determine. It means your best
managers spend less time at a desk and more time on the floor, where they can
really make a difference.

Getting started

So how do you start gleaning insights from these heaps of data? How do you
implement the infrastructure you need without getting bogged down in a huge
IT project? We all know that many initiatives like this are poorly planned, take
forever to complete and end up costing a fortune.

In fact, this typically happens when companies try to create their own solution
without fully understanding the work that's needed. They often don't appreciate
what front-end dashboards and content they will need, nor which specific data
sources and information they should analyse. The most common result is that
the system can't display all that potentially invaluable data, and the users can't
understand or use it. This leads to operations staff losing faith and the project
failing. Fortunately, there's a better way.

www.fourth.com


http://www.fourth.com

DATA & ANALYTICS FOR THE HOSPITALITY SECTOR

How Fourth can help you

Our Fourth Analytics solution collects, processes, analyses and interprets
huge amounts of varied data, so you and your staff can understand the
past, better predict the future, and take the right actions right away. We help
provide a holistic view of your performance and give you the tools you need
to make improvements. Fourth Analytics provides data and insight from our
fully integrated Workforce Management and Purchase-to-Pay and Inventory
solutions, and brings in a host of other integrated systems, while our library
of APIs allows any technology partner to easily share data through the
Fourth platform.

Our hospitality experts have built Fourth Analytics over the course of

15 years and have continually fine-tuned it so it's as relevant and engaging as
possible. And as Software as a Service (SaaS), it's available out of the box and
can start driving ROl and improving business performance almost instantly.

It's easy to set up (typically within a few weeks) and its intuitive design means we
can train your staff to use it in just a couple of hours. Our support specialists
are available around the clock; you won't need to employ specialist IT staff or
business analysts. Nor will you have to invest in new hardware, since the
web-based interface will work on any connected device. Best of all, it won't
break the bank.

You can find more information on Fourth Analytics along with some examples
of the type of dashboards and reports available, on page 6.

What's next?

Harnessing the power of your data is the first step in an exciting new journey.
Soon, the distinction between transactional and analytical data will fade.

The smartest operators will run agile businesses that make informed decisions
based on a holistic, 360-view, allowing them to optimize their back-office
operations in real time.

Efficiency will win. Activity that used to be managed on daily or weekly basis will
be done by the hour or even more frequently. Site managers will be able to
adjust variables just as easily as head office staff can. Pricing, offers, inventory,
staffing, kitchen schedules and more will become powerful tools that are quick
and easy to deploy across the business or in individual circumstances.

Above all, it will have a huge positive impact on the bottom line, while helping
maximise top-line potential. For those who seize this opportunity, the rewards
could be immense.
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More about Fourth Analytics

Fourth Analytics offers a fully integrated analytics platform, which allows permission-based access anywhere and on
any device. By bringing everything together in one place, laborious weekly reporting is a thing of the past. Flash P&Ls
are now sent automatically to all the relevant team members, who can then take immediate action.

All data feeds are configured to quickly integrate and provide clear, visual dashboards, using vast amounts of internal
and external data, easily designed to customers' unigue requirements.

Critically, Fourth Analytics provides substantial additional reporting capabilities. Its external data gateway manages
the integration of POS data down to full bill-level detail from any POS vendor. Fourth Analytics also manages

the integration of other external data sources, such as TripAdvisor, social media, guest feedback etc. so all the
information is in one place, and users can uncover previously hidden insights and drive better decision-making.
By breaking down silos and pulling data from a host of different systems, Fourth Analytics allows for whole-picture
visibility and actionable insights.
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Example dashboards and reports from Fourth Analytics

Flash Profit & Loss

Accurate, timely and at the
click of a mouse. Saves one

person two days a week...

Filter your data any
way you want

The power to interpret
masses of data in a
heartbeat

Measure your actual vs
your theoretical GP

See how profit performs in
line with sales

The power to interpret
masses of data in a
heartbeat

Allows you to focus on
every key aspect of cost,

whenever you want

fourtn

PS5 MANAGER AREA MANAGER wat
Al Al Al
F_WEEK (FINCAL)

FINANCIAL_YEAR (FINGAL) F_PERIGO (FINGAL)

2013 2013-P01, 2013-P02, 201.. Al
Revenue Cost of Sales Labour Cost Profit (Contribution)
18,871,113 3,583,732 6,106,541 9,180,840
Profit Bridge Labour % of Sales
20,000,000 18,871,113 -3,583.732 m 32 4%
-6.106.541 Revenue Per Labaur Hour
: e £32.95
5 10,000,000 9,180,840 .
Actual GP'
o 0
. 75.5%
Revenue Cost of Sales Labour Cost Profit (Contribution) Theoretical GP
Matric
79.8%
B Increase B Decrease [ Total - o
Profit & Revenue Graph by Week
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Profit & Revenue Graph by Period
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3 £
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2 £
[
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F_Period (FinCal)
B Revenue Actual B Profit (Contribution)
Flash P&L by Unit
Name (Units) Revenue Vs Budget Vs Eud‘f.l Costof Goods Gross Profit GP %  Act Labour Lab% -Act Lab% -Bud Variance % Profit I
— —
Italian Restaurant 101 ara412 49320 ¥ -11.5% T2ET3 305739 BO.B% 113911 30.1% 254% A 4T% 191,828
Mtalian Restaurant 102 495612 92888 ¥ -158% 90,831 404,781 B1.7% 182,675 369% 29.3% ATS% 222106
Italian Restaurant 103 817,163 191906 & 307% 154,906 862,257 B81.0% 181,386 222% 262% ¥ 40% 480,891
Malian Restaurant 104 1266191 146891 A 131% 226344 1030847 B21% 351,503 27 8% 234% A43% 688343
Ialian Restaurant 105 165698 116388 ¥ -41.3% 31,836 133,862 B0.8% 66,591 40.2% 254% A 148% 67271
Halian Restaurant 106 867 340 82340 4 105% 155,843 711,497 B20% 224227 259% 227% & 32% 487,270
Malian Restaurant 107 1,048,511 -T889 ¥ -0T% 169,172 880,339 83.9% 280,685 27.7% 20.2% A T5% 589,653
Mexican Restaurant 201 421667 4319 ¥-10% 58,251 363416 BE2% 90,988 216% 13.3% & B3% 272427
Mexican Restaurant 202 3,809,743 177840 A 49% B53,055 2956688 TTE% 1304010 34.2% 23.3% A 110% 1652678
Mexican Restaurant 203 1,563,137 120837 A BA% 298,031 1,265,108 B0.9% 445,622 28.5% 20.5% & BO% 819484
Mexican Restaurant 204 4637693 510665 A 124% 932395 3705208 79.9% 1032680 22.3% 15.7% AGE% 2672618
Mexican Restaurant 206 2,704,181 37384 VW 14% 515,087 2189094 81.0% 573,402 212% 18.9% 4 23% 1615691
Mexican Restaurant 207 L] o 518,784
Mexican Restaurant 208 527,056 67733 ¥ -114% 610,343 115.8% D45% A 213%
Rollup 18,871,113 710,409 A 39% 3,583,732 15287381 B1.0% 6,106,541 I24% 23.0% A 9.4% 9,180,840
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Actual v Budget labour
cost variances

Easily monitor your
actual labour cost vs
hours worked

Operational gearing at a
glance - your salaried vs
hourly paid labour mix
shows instantly how flexible
your labour costs are

000
Om BRAND OPS MANAGER AREA MANAGER UNIT
p Al > Al > | A ~  italian Restaurant 101,... =
TRANSACTION_TYPE (DAILYRECORDS! s [ DESCRIFTION (JOSTITLES)
rourth = = 5 2 .
FINANCIAL YEAR (FINCAL| F_PERICO (FINCAL) F_WEEK (FINCAL]
Al - Al - Al -
Actual Labour Budget Labour Variance Actual Lab %  Budget Lab % Variance %

21,644,747 15,341,933 6,302,814 29.1% 21.0% A 8.1%

Labour trend analysis

Labour trend analysis

Labour £ Hours by Weekday Salaried v. Hourly Labour Costs
- 3200000 300,000.00
s 7
E 5 '
5 § (4,315,869
v =
=
150,000.00 § 5
5
=]
-
g
2
0.00
Mon  Tue ‘Wed Thu Fri Sat  Sun 16,594,674
Weekday (FinCal)
I Total Labour Cost- ACTUAL
@ Work Hour Count SUM (DailyRecords) B HOURLY B SALARIED
Actual Labour Budget Labour Variance Actual Lab %  Budget Lab % Variance %

10,916,688 7,216,032 3,700,656 32.7% 21.3% A 11.5%

Labour Cost & Hours by Financial Week - Graph
300,000 = 26,000.00

Payroll analysis

See gross to net pay history

...and payment/deduction
type history
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Benchmark your payrates
against your competitors'

- and are there links
between pay scales and
staff turnover?

Staff absence analysis

Track absences by reason

Track absences by month

Track absences by
length of service and
employment type

Unit
ltalian Restaurant
101

Italian Restaurant
102

Departments
BOH

FOH

Hospitality

BOH

Cafe

JobTitles

Head Cook
Kitchen Assistant
Kitchen Porter
General Assistant
Supervisor

Team Member
Cook

Supervisor

Team Member
Cook

General Assistant
Kitchen Assistant
Second Cook
Assistant Manager
General Assistant
Team Member

Rate
9.14
747
7.01
6.69
8.28
6.83
9.50
8.84
721
8.93
6.00
6.89
7.28
875
643
687

Hours
41.63
27.62
31.38
20.97
3461
26.59

8.50

873

8.42
3918
39.53
3231
22.04
16.92
2362
2757

HR Absences by Reason HR Absences by Reason (graph)
Category (HR_Absences) £ HR Absences 4%
Absent (paid no 55P) 202 days
Accident (paid) 2 112%]
Maternity 280 days %
1
Mo Explanation No Show {unpaid) 118 days 1% —
Paterni il
ity i 1% 15%
Sickness Doctors Certificate (unpaid S5P] 387 days
Sickness Self Certified (unpaid S5P) G44days | M ADsentipad no 35F)
Unpaid Leave {unpaid) 221 days : f"“:'"'”
Fawmminy

Rollup 1876 daye | g oirinass Seif Certed (unpaid §5°
HR Absences by Month [graph)

330 days
§ 220 days
S
;-1
-
=
= 11D days

Oeays
) * - ) - W » *
- & Py P & 4 ) - g
o+ o ¥ « ¥ « - & ¥ i

# Employes IDs (HR Events)

W52 W20 @ydn Pa1s0

HR Absences by LOS (graph)

# Employés IDs (HR Events)

# HR Absences
Matric

W5i60 ME1ES

(438 cays|

\S620ays)
# HR Absences

[1.20ays)

HR Absences - Average Days per Employee

(50.3 days|

(137 gays)
HR Absences - Average Days per Employes
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Staff turnover report

Is this disparity in leavers'
gender in line with the
overall gender mix?

Why is Brand B losing more
people than Brand A?

Number of Leavers:

164 people

Daily labour
productivity analysis

Easily see the variance
between actual hours vs
required hours to meet
forecast demand

Highlight overstaffing
by timeslots

See when the biggest areas

of labour overspend occur

with average Length of Service of:

318 days

Leavers by Gender and Month Leavers and LOS by Month
28 &0 o 3
25 N . §
22 &
- »
£ (52%) $ £
= = =
e =
g . 3 g
22% = w
= R
A ) e 3 A = o - A
. = .} .\". D o \. i\‘
¥ & # P L 5 § 4
MonihvYear [BusinessDay) Month¥ear (BusinessDay)
Wremae W Mals B Lsavers B LOS AVG (HR_Events)
Leavers Graph by Brand Leavers Graph by Ops Manager
- -
H H]
| - E ! |
= -
> N > g
) & R
o o + P
Month/Year (BusinessDay)
WBEancA W Band B
m AREA_MANAGER (LNTE| STATLE T CESCRISTION [DEPARTVENTS
Al - | | AN -~ AN ~ AN -
foUrth Pleas  wesk from DATE CMENSION {EUSINESSOAY] WEERTAY (FINCALL TMESLOT_HOLRLABEL (TIVESLOTS)
24th Nov 2014 to 23¢d Fab 2015 Feb22015-Feb82015 =  All - Al -
Actual Revenue Forecast Revenue Variance Variance %
£1,342.914 £976,259 366,655 A 37.6%
Actual Hours Required Hours Variance Minimum Hours Demand Hours
35,785 27,471 8,314 23,846 14,879
Productivity Tabie - By Tmeslot
Time Siot_HourLabe 15:00 16:00 17:00 18:00 19:00 20:00 21:00 22:00 2300 Rollup
Actual Revenue 0,103 £124877 E99.894 £110,024 £140.342 £148.481 £109,315 ES8.T45 E7.281 £ £1,342.914
Forecast Revenue 2835 £95.474 ET4,825 E75,398 £96,930 £102,307 E77384 £39.335 EBT22 £633 E9T6.259
Variance 7268 28404 25069 33626 52412 26,175 Nen 19.409 -1.461 =522 366,655
Variance % 81% A204% & 335% & 440% AS41% A451% A413% A 40.3% ¥ -15.8% ¥ 824% A 376%
Actual Hours 3000 2954 2784 2848 2,802 2647 2350 1,861 1.038 225 35,785
5 404 XV La53 1933 i 2424 LE20 kds 1092 29 2TATL
I Variance 805 B2 81 855 664 523 530 413 11 - 8314
13 npy Y Y - pora e - . o 2 #
Demand Hours 1,706 1.315 1,008 1,118 1342 1435 1,160 70 419 a8 14.879

4

Actual vs Required Hours Graph - By Timeslot

e ——

3200

P

B Hours (Required)

5 H LHDHDLHHDHOHDHDHLHOLH D DO DO DHDHOH05H 000
FTEEFEPPEFPPFPFIIISESERPPPR P
N P P P E N P @O AN DB E R AR P R DD

Time Slot_HourLabel (Time Slots)

B Hours (Actual)

o
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See who the best - and

worst - performing Area
Managers are

Productivity - Week Summary by AM

Area_Manager ( [ Actual Sales Forecast Sales Variance Varlance % Actual Hours Required Hours WVariai o Min Hours Demand Hours

Menu quadrants

Plots your menu items
against each other by
profitability and popularity...

...showing which menu items
may need re-evaluating

...and highlights profit
improvement opportunities
by showing where selling
prices are too low

Average selling price
& recipe cost trends

Easily see whether profits
are moving in line with
cost increases - and where
costs are too high

Area Manager 2 £233526 £141.637 91889 & G48% 6,834 3607 3227 2875 2233 -
Area Manager 7 £288 869 E191619 97,250 & 508% 6,744 4,794 1.950 4055 2783
Area Manager 4 £200375 £222.156 TT.218 A 348% 7.726 5,026 1.800 4854 3403
Area Manager 3 E152.419 E109,738 42882 & 389% 473 3589 1142 3,189 1,862 =
Rollup £1,342914 £976,259 366,655 & IT6% 35,785 2747 8314 23,846 14,879
mx\ BROBEATY CATEGOSY PLU [SAL ESITEMS)
’ Al - 22 Breakfast, 23 Baker... - Al hd
roUr tl I cmuiror SUSCATEGOSY SALES [TEMS D (SALESITEMS)
Al -
ouner Lo o s AT hd
RECIPE DATE DIMENSSON (D08
Al -
Al x Feb 2015 - Mar 2015 ¥
STAR - T than avg popularity/ Greater

Menu Quadrant Report

Category % Menuname

22 Broaktast 2 Granary Toasts
2 Granary Toasts PKS
Bacon Bap
Bacon Bap and Tea
Bacon Butty

Bacon Butty and Beer
Bacon Butty WM Stafl
Bacon Buity PKS
Bacon Rasher

Bagel
Baked beans

Men GQuantity Sales Avg Price
B16 365919 £58.068 £157
B1FI 2044 £2818 £1.38
C14 14 £0 EDDO
628! 507 £1972 £3.80
D72 14820 51847 £350
Combo BCo 150 £938 £6.25
A3 253 £369 £1.46
244 E R E13,902 £377
Fé2i 67,153 £35339 ED53
Faz: 72 £119 £166
429 2585 £978 £0.38
7641 gs12 £15,763 £0.40

AvgCost® AvgProfit  Sales Mix % Classificat

196% £126 276
221% £107 0.15
€205 0.00
a7% £210 0,045
410% 2207 111%
36.1% £400 001% | PUZZLE
670% £048 ooz [NSEE
IT4% £236 028
723% £0.15 s.uzﬁ
218% £130 001
885% £0.12

55.0% £0.18

0.19%
298%

Average Selling Price & Recipe Cost Trend

Value

Waste analysis report

Track explained AND

unexplained wastage by
week, period or year

oss)  [os3)  (083] fosel  lossl (oss] [o7i)  {o76]  fori)  fossl  [oss)  (oss
00
Aay 20 an 2014 4 Aug 201 S J14  Oct2014  Nowv2014  Dec 2014 an 20 Feb 20 Ma Apr 20
MonthiYear [BusinessDay)
BWAgRSP  WAv Proft [l Avg Cost
o000
m BRAND OFS MANAGER AREA MANAGER L
All All All All
fourth CATEGORY 1 [MASTERSTOCK) CATEGORYZ (MASTERSTOCK) CATEGORY S MASTERSTOCK) HAME [MASTERSTOCK)
Al Al Al Al
FINANCIAL_YEAR [FINCAL} F_PERIOD (FINCAL) F_WEEK [FINCAL)
All Al All
Last Week Period to Date Year to Date
Wastage £-31,174 £-70,762 £-654,467
Wastage % sales -7.2% -6.2% -6.7%
Unexplained £11,636 £48,224 £113,603
Unexplained % 2.7% 4.2% 1.2%
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Recorded Wastage/Sales - Trend Graph
B LT II
w &
B &
] i
Track wastage by cost and 2 E
by percentage of sales 100,000 20
F_Weok (FinCal)
W wastage £ [lWastage %
Unexplained Variance - Trend Graph
See the trends in your H S
unexplained wastage i :
W Unesplained £ [l Unexplained
Wastage/Sales by Regions
0.00
=
F_Week [cha{)
WErandA @ Brand B
. . o0
Purchasing analysis chart
P m "-K-II-= -. - );!I:--. - - _’AI - i |IAII‘ - -
rOUrth ;015.;0“ h - -A-I - - - -IA-H- B -
AVG Cost Price by Week [Stock items)
See at a glance the -
variance in sales vs cost of : £
: g , 8
purchase and drill down to & e e - AN 5
sdsslmssipii [ A, T
ana every supplier : B

Week (Mon-Sun)Year (BusinessDay)

www.fourth.com



http://www.fourth.com

DATA & ANALYTICS FOR THE HOSPITALITY SECTOR

14

Purchasing

compliance analysis

Pricing Compliance %

72.4%

Delivery Compliance %

71.8%

See your suppliers’
performance at a glance

Stock Ordered vs Deliverad (QTY)
62000000

-
]
n

See stock ordered vs
deliveries

o000

LA IS
PP P PP PPELPPEPP
F_Period (FinCal)
B Stock Quantity - PO
W Stock Quantity GRNS by POs

Stock Delivery - by Suppliers

Name Q-PO Q-GRN v GRN

Your Selection Ltd 688,037 638,461

Company Bakery 901,132 529,857

Kent Frozen Foods Ltd 463,706 425,157

Prospect Distributors Ltd 568,542 345206
See which guppliers are Peros Chocolate 350,593 319,189
the best o aﬂd the V\/OI’St o Heineken UK 320,277 298,544

Severn & Wye Smokery 214,443 183,005
at getting it right The Chefs 0 275,335 127,257

Company Pastry 144 651 117.015

Medina Foodservice Ltd 369,981 115,976

Hallgarten Wines Ltd 104,047 94,6806

Berry Brothers & Rudd Ltd 102,258 88.951

Brakes 128,475 84,011

POS Sales analysis

OPS MANADER
All

CATEGORY (SALESITEMS)
All

FINANCIAL_YEAS (FINCAL)
Al

BRAND

fourtn =

Total Sales Theoretical COS

99,533,003 20,713,133

Supplier Purchases YTD

120000000  «
.

0.00

0.00 400.000.00

wo@ Value YTD

@ Company Bakery

W Company Stores

W Haligarten Wines Lid

[l Heingken UK

L3O Meats Limited

B London Bio Packaging Lid
B Meaina Foodservice Lig
B Mot Hennessy L K Lig

PO Cost-PO Cost - GRN GRNs/PO
B2.79% 169,855.22 150,581.06 BBB5% =~
58.80% 657.594.16 400,889.33 60.96%
9160% 180,180.91 166,430.14 87.97%
60.72% 511,037.59 354 26758 69.32%
91.04% 118,557.14 107,550.76 59.96%
23 21% 507,078.64 467.246.99 292.14%
85.38% 173,478.32 121,411.07 69.99%
46.22% 49720367 203.717.38 40.97%
60.89% 81,896.68 6922083 84.52%
31.35% 378,226 48 129,267.76 34.18%
91.12% 524,795.00 478,806 54 91.24%
B86.99% 360,959.36 325,907 49 68.00%
65.39% 19779677 142,356.06 T19T%

AREA MANAGER
All

CATEGORY2 (SALESITEMS)
All

F_PERICD FINCAL)
All

Theoretical GP

78,819,870

800,000.00
Qay Purchased

1,200,00000 1,600,000.00

UNIT
Al

NAME [SALESITEMS)
Al

F_WEEK (FINCAL)
Al

Theoretical GP %

79.2%

Sales Analysis - Net Sales Mix by Category Level 1

See your sales mix by

revenue and by quantity

W Alcohal
B Hospitality

1B Cold Drinks
Il Hot Drinks.

B Extra Charges [l Food
B ice Cream 1B Retail

Sales Analysis - Quantity Sales Mix by Category Level 1

ﬂ.

§

0% 15%
| B W Cold Drinks M Extra Charges [l Food
W Hospitality Il Hot Drinks W ice Cream W Retail

26%)
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See variances in product mix

over time

Sales Analysis graph
1,200 K

o T TR R T O, S,
“\ _.‘._:_\ ,'Q\ "b\\ q‘Q\ S;\ rﬁ)\
P T i
R SRS R i

F_Week (FinCal)

360° Employment
Balanced Scorecard

See the employee’s cost...

...vs the revenue they
generate

See their upsell

performance...

...and customer satisfaction
with them

W {empty vaiue) [l Alcohol [ Cold Drinks Wl Extra Charges [l Food I Hospitalty I Hot Drinks B lce Cream
M Retail
000
m SERVER NAME FINANCIAL YEAR (FINCAL)
p Al All
rourtn
Lucy Clark Employee ID 123778 Start date  2014-05-06 Status  active
[ MEXI(?AN RESTAURANT 201 ] p y _)
FINANCIAL VS. PEERS :&‘.
Contract type HOURLY SALARIED y 140 &
# Starters A
Avg. Pay Rate (hr) b7 41 | 42 34
. # Dé
eﬁm 59 36 -
Avg. Hrs worked (per week) H'l"*"\ 2 6 i 0 Avg. Service Time 26 mins 32 mins A
Revenue per Hour 24 £33 96| spend per Head (£15.25 | Tips/ Gratuity (£158.74
INTERMAL PROCESSES . @ LEARNING & GROWTH
GREEN Clock infout (%) 487% 0s 182.0 days

Void activity (vs peers) 102 (59%) 58 (3%) | [Positions Held
( ) (5%) BAR ASSISTANT [I. 60.0 days

BAR SLIPERUIS(!‘--YS

Absence days total (vs avg) 4 days 2.9 days raining days 1.5 days

Discount activity (vs peers) £1098 (10%) £256 (4%

See further KPIs including See key HR & Training stats
their time & attendance, by employer

voids/discount activity &
absences

www.fourth.com
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About Fourth

Fourth provides end-to-end, best-in-class technology and services for the

restaurant and hospitality industries. Their procurement, inventory and
workforce management solutions, coupled with the industry’'s most complete
data and analytics suite, give operators the actionable insights they need to
control costs, scale profitability, improve employee engagement, and maintain
compliance. Since its merger with US-based HotSchedules, Fourth serves more
than 7,000 customers across 120,000 locations globally.

Call us on +44 (0) 8450 571 234
www.fourth.com

www.fourth.com
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