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UNIT 1 – Applying preservation techniques 

 

            Introduction 

This unit is about ways to preserve food. As a chef, which preservation techniques can you apply to make food last longer? In this 
unit students investigate different preservation techniques that can be applied to preserve food longer and make it more sustainable 
/ less perishable. 

The unit is based on ECF level 3 and covers 10 hours. For this unit the following facilities are needed: safe work clothes, a kitchen 
equipped with materials and ingredients of your choice to apply the preserving techniques to. In addition, a computer is needed to 
work out the assignments and to do research. 
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Learning Outcomes 

This unit focuses on 2 Learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the end 

of the training sessions according to L01 and LO2. 
 

Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 Is able to 
apply 
preservation 
techniques. 

He/she masters the 
basic knowledge of 
fruit or local coastal 
vegetables and knows 
how to: 

 Choose basic 
ingredients to 
preserve. 

 Check whether 
ingredients are 
suitable for 
preservation. 

 Ensure proper taste, 
colour and quality. 

 Choose an 
appropriate 
technique for the 
product. 

 He/she is able to 
find or buy fruit or 
local coastal 
vegetables. 

 He/she selects the 
right type of fruit or 
local coastal 
vegetables. 

 He/she knows the 
difference between 
different 
preservation 
techniques. 

He/she is responsible 
for 

 Explaining why 
he or she made 
this choice. 

 The quality of 
the conserved 
product, 
whether it is 
sufficient or 
insufficient. 

He/she is expected to 
master the following 
knowledge and skills: 

 Finding information on 
various preservation 
techniques. 

 Gathering information 
on the process of 
preservation 
techniques. 

 Gathering information 
about products that 
can be preserved. 

 Making a combination 
of a product group and 
a preservation 
technique. 

How and when can 
he/she apply it 

 The student can apply 
preservation 
techniques during 
his/her work when a 
supervisor gives a 
specific assignment to 
process products. 

 The student is able to 
apply preservation 
techniques 
independently during 
practice class. 

To what extent can 
he/she apply it 

 Having gained 
knowledge on 
preservation, the 
student is capable to 
apply this to other 
product groups as 
well. 

 Is able to come up 
with creative and 
innovative 
combinations 
concerning 
preservation of 
different product 
groups. 

LO2 Knows the 
risks involved 
in preserving 
vegetable and 
animal 
products. 

Knows the basic 
principles of HACCP 
and how to work in a 
clean and hygienic 
way. 

 Can identify 
problems during the 
preservation of 
products. 

 Can identify risks 
during the 
preservation of 
products. 

 He/she can give an 
indication when a 
preserved product 
is no longer edible. 

 Can assess the 
quality of the 
preserved product. 

Can map the risks 
involved in preserving 
products. In particular of 
animal products. 

A student can 
determine when a 
product is no longer 
edible. 

A student can 
determine when a 
product is no longer 
edible. 
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Development of generic skills 

Generic skills required for the development of the unit are based on the preservation of products. In this unit important emphasis is given 

to cooking products to make the product last longer. The effects of learning are observed and may be assessed on theoretical grounds 

(question answer, report, portfolio) if practical exercise is not possible. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration Students learn to collaborate in a team through 
group work and/or competitions. 

 
Students select products they have to apply a 
preservation technique on. 
They have to consider and justify the choices they 
make. 

- Cooperating, cooking and considering 
which products students add to obtain 
a quality end product. 
- Assessing whether the product made is 
tasteful and long-lasting. 
- Considering why they choose a specific 
preservation technique. 
- Help partner in difficulties. 

Communication Students learn communication skills through: 
- Consulting together in order to make the 

right choices concerning product and 
preserving technique. 

- Posing questions and answers to reach 
the right conclusions. 

- Motivating why certain 
products are chosen. 

- Good understanding of instructions. 
- Express using good vocabulary. 
- Ask questions in a correct way. 
- Motivate choices made. 
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Unit Content 

This unit focuses on preservation techniques based on cooking skills. 
 

1) Is able to apply preservation techniques. 
 

2) Knows the risks involved in preserving vegetable and animal products. 
 

 

Development of the unit 

1a) Theoretical: kind of preservation techniques 

1.1) The idea behind food preservation. 
 

1.2) Researching existing preservation techniques. 
 

1.3) Which preservation techniques can be applied to which products. 
 

1b) Practical: Preservation techniques 

1.4) Getting started with preservation in practice. 
 

2) Knows the risks involved in preserving vegetable and animal products 

2.1) The dangers of food preservation. 
 

2.2) Analysing problems with food preservation. 
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UNIT 2 – Circular economy / Working with shellfish 
 

 
Introduction 

The pursuit of a circular economy is high on the national and international agenda. A circular economy is aimed at the optimal use and reuse of raw 

materials and products. This means: raw materials are always used in such a way that they offer the highest value for the economy and cause the 

least damage to the environment. A circular economy focuses on the longer use of raw materials and the prevention of waste and damage to the 

environment as much as possible. 

 

The unit is based on ECF level 3 and covers 10 hours. For this unit the following facilities are needed: safe work clothes, a kitchen equipped with 

materials and ingredients of your choice to process shellfish.  
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Learning Outcomes 

This unit focuses on two Learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the end 

of the sessions. 

 
Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 Can name three 
shellfish that 
occur locally. 

Knows how to 
store shellfish, 
taking HACCP as 
starting point. 

Can list three 
points how to 
recognise the 
freshness. 

He/she masters the basic 
knowledge of locally 
caught shellfish and 
knows: 

 How to store them 

 How to check for 
freshness 

 

 He/she only works 
with local suppliers 

 He/she knows the 
origin of the shellfish 

 He/she knows the 
correct storage 
conditions for the 
various shellfish 

 

He/she can explain: 

 The origin 

 The fishing method 

 The species 

 How to keep the 
shellfish fresh 

He/she is expected to 
master the following 
knowledge and skills: 

 Knowledge of the 
locally common 
shellfish 

 Knowledge of the 
reproduction of 
shellfish 

 Knowledge of the 
environment of the 
shellfish 

 

How and when can 
he/she apply it: 

 When purchasing 
shellfish 

 When storing 
shellfish 

 When preparing 
shellfish 

 

To what extent can 
he/she apply it: 

 The student can 
apply it 
independently. 

 The student can 
apply It in a menu. 

 The student can 
apply it in a wine /  
food combination. 

 

LO2 Knows the risks 
involved in 
working with 
shellfish 

Knows the basic 
principles of HACCP and 
how to work in a clean 
and hygienic way 

 Can identify problems 
during the 
preservation of 
products  

 Can identify risks 
during the 
preservation of 
products 

 

 He/she can give an 
indication when a 
preserved product is 
no longer edible 

 Can assess the quality 
of the preserved 
product 
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Development of generic skills 

Generic skills required for the development of the unit are based on circular economy; products from the region. In this Unit the emphasis lies 

on working with shellfish from the region. Zeeland waters are rich in shellfish and crustaceans. These are exported but also locally prepared and 

eaten. Therefore it is important to be able to assess working with shellfish, both theoretically and practically. The effect of learning are observed 

and may be assessed on theoretical grounds (question answer, report, portfolio) if practical exercise is not possible. 

  
General Skills Learning and Teaching activities Assessment criteria 

Collaboration Students learn to collaborate in a team through group work 
and/or competitions.  
Students select products with which they make their own 
recipe for shellfish. 
 

-  Cooperating, cooking and considering 
which products they add to obtain a 
quality end product 

-  Assessing whether the end product is 
tasteful and long-lasting 

-  Considering why they choose a specific 
shellfish and cooking technique 

- -  Help partner in difficulties  

Communication Students learn communication skills through: 

 Consulting together in order to make the right choices 
concerning product and preparation of shellfish  

 Posing questions and answers to reach the right 
conclusions 

 Motivating why certain products are chosen  

- Good understanding of instructions 
- Express using good vocabulary 
- Ask questions in a correct way 
- Motivate choices made 
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Unit Content 

This unit focuses on cooking techniques for shellfish and crustaceans.  

1) Is able to apply various cooking techniques  

2) Knows the risks involved in preserving shellfish 

 

Development of the unit 

1) Theoretical knowledge purchase, storage and preparation of shellfish. 

1.1) Product knowledge  

 1.2) Fishing methods and storage methods 

 1.3) Which cooking techniques can be applied 

 1.4) Activities 

  - Workshops 
  - Excursion 
  - Practical classes 
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UNIT 3 – Quality control of fish and 
seafood: Raw materials  

 

Introduction 
This occupational training unit is part of the training material of the Cooking@Sea project team and it is one of the ten modules of a general 

curricula developed. 

The unit 3 is about quality control of fish and seafood. The leaner acquires the basic aspects related to quality control in the acquisition of fish 

and seafood. The leaner should be able to identify the freshness parameters for the fish and different products from the sea in the act of acquiring 

it. And it should investigate what possible contamination the fish may have according to the different catch / fishing areas. 

The aim of the unit is to prepare cooks who are more knowledgeable about the different contaminations that can affect fish and seafood so that 

they can make correct and safe choices when purchasing these products. 

The unit is 25 learning hours, including both theoretical and practical studies.  

The unit based on EQF (European qualification framework) – level 4. The suggested number of leaners for the training is 10 to 15 leaners. 

Achievement of the leaning outcomes will be assessed during the process of the unit using the formulas added to the training units official 

curricula. Both professional and general key competences will be assessed. 
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Learning Outcomes 

This unit focuses on five Learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the 

end of the training sessions. 

Learning outcomes knowledge Skills involved Competences Context Complexity Result 

LO1 The leaner identifies and 
recognizes different types 
of fish and seafood, 
characterize in terms of 
chemical composition the 
fish, namely in terms of 
fat content and protein. 

He/she knows how to 

 identify and recognize 
different types of fish 
and seafood. 

  define fish (fish, 
molluscs, crustaceans, 
bivalves). 

 identify the structure 
and chemical 
composition of the 
fish. 

 characterize fish as to 
adiposity and protein. 

 He/she is able to 
choice different 
types of fish and 
seafood                 

 He/she plans 
purchases and 
menus of fish and 
seafood dishes 

 He/she selects 
between the 
different types of 
fish and seafood, to 
prepare healthy and 
nutritionally 
balanced meals 
considering the 
protein, lipid and 
vitamin contents 
and mineral salts of 
the species. 

 He/she negotiates 
with local fishermen 
and producers 

 
 

 He/she is responsible 
for the choice of 
edible fish species and 
seafood (non-toxic) 

 He/she is responsible 
for the choice local 
suppliers and 
producers 

 He/she supervises the 
purchase of fish and 
seafood 

He/he is expected to 
master the following 
knowledge and skills: 

 fish species and 
seafood 

 toxic fish and 
seafood or cause 
digestive 
disorders 

 chemical 
composition the 
fish 

How and when 
can he/she 
apply it 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen 

To what extent 
can he/she 
apply it 

 choosing and 
buying fish 
and seafood 

 prepare fish 
and seafood 

 

LO2 The leaner must 
recognizes different types 
of contaminants from 
fishing waters or 

He/she knows how to 

 different types of 
contaminants that 
may be present in the 

 He/she is able to 
describe the 
difference between  
physical, chemical 

 He/she is responsible 
for choosing safe fish 
and seafood for 
consumers  

He/he is expected to 
master the following 
knowledge and skills: 

How and when 
can he/she 
apply it 

To what extent 
can he/she 
apply it 
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aquaculture tanks, both 
physical, chemical and 
biological and/or 
microbiological, and their 
sources of contamination. 

fish: physical, chemical 
and biological / 
microbiological. 

 to classify the fish in 
biological and 
microbiological terms 
according to the 
fishing zones – 
environmental 
contaminants. 

  identify sources of 
contamination from 
the sea or aquaculture 
production during 
capture and 
conservation. 

 handle the fish in 
order to avoid sources 
of contamination, 
whether fresh or 
frozen. 

 

and biological 
and/or 
microbiological 
contaminants    from 
fishing waters or 
aquaculture tanks             

 He/she collects 
information on the 
locations of capture 
of fish species and 
possible 
contaminants.  

 He/she selects fish 
and seafood of 
uncontaminated 
fishing zones 

 He/she negotiates 
with local fishermen 
and producers 

 

 He/she is responsible 
for choosing fish and 
seafood from 
controlled 
aquaculture and with 
good quality 
guarantees  

 He/she supervise fish 
and fish procurement 
sites and require 
quality and hygiene 
control certificates. 

 Contaminants  
physical, 
chemical and 
biological and/or 
microbiological 
from fishing 
waters or 
aquaculture 
tanks, 

 sources of 
contamination of 
fishing waters or 
aquaculture 
tanks 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen 

 choosing 
and buying 
fish and 
seafood 

 

LO3 The leaner should be able 
to evaluate the freshness 
of the fish and seafood 
using sensorial 
parameters using QIM 
evaluation grids. 

He/she knows how to 

 evaluate the freshness 
of fish, mollusks, 
bivalves,  crustaceans, 
algae using QIM fish 
assessment grids 

 physically / sensorially 
evaluate frozen / 
deep-frozen fish. 

 He/she is able to 
choose or select fish 
and seafood according 
to their freshness, 
using the QIM 
evaluation grids 

 He/she is able to 
return and complain 
to suppliers whenever 
the freshness of the 
fish is not adequate 
and safe for the 
consumer 

 He/she is responsible 
for the choice of fresh 
fish and seafood  

 He/she is responsible 
for the choice of fresh 
fish and seafood  

 He/she is responsible 
for evaluate frozen / 
deep-frozen fish 

 He/she supervises the 
choice and purchase 
of fresh fish and 
seafood 

He/he is expected to 
master the following 
knowledge and skills: 

 Freshness of fish 
species and 
seafood 

 QIM evaluation 
grids. 

 

How and when 
can he/she 
apply it 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen 

To what extent 
can he/she 
apply it 

 choosing 
and buying 
fish and 
seafood 

 prepare fish 
and seafood 
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 He/she is able to 
evaluate frozen / 
deep-frozen fish. 

 He/she negotiates 
the quality of fresh 
fish and seafood 
with suppliers  

 

LO4 The leaner should identify 
the critical points in 
handling fresh and frozen 
fish before and during the 
acquisition in accordance 
with the HACCP system 
methodology or other 
valid and recognized 
system; collect, condition 
and preserve the samples 
for analysis. 

He/she knows how to 

 identify critical 
points in the 
handling of fresh and 
frozen fish before 
and during the 
acquisition 

 Collect, pack and 
preserve samples for 
analysis 

 Apply and 
implement, either 
autonomously or 
under guidance, the 
methodology of the 
HACCP system or 
another valid and 
recognized system 

 He/she is able to 
identify critical 
points in the 
handling of fresh 
and frozen fish 
before and during 
the acquisition   

 He/she is able to   
able to interpret and 
/ or develop an 
HACCP plan           

 He/she selects 
between the 
different HACCP 
system 
methodology or 
other valid and 
recognized system 

 He/she plan sample 
collection to 
preserve for analysis 

 

 He/she is responsible 
for the for complying 
with and respecting 
the HACCP plan 
implemented 

 He/she is responsible 
for collect, condition 
and preserve the 
samples for analysis. 

 He/she supervises the 
implementation and 
execution of the 
HACCP plan 

He/he is expected to 
master the following 
knowledge and skills: 

 HACCP system 
methodology or 
other valid and 
recognized system 

 Samples for 
analysis 

How and when 
can he/she 
apply it 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen 

To what extent 
can he/she 
apply it 

 choosing 
and buying 
fish and 
seafood 

 prepare fish 
and seafood 

 

LO5 The leaner should be able 
to consult, analyse and 
use the information 
gathered in community 
and national Community 
rules. 

He/she knows how to 

 Use norms and 
Community rules 
applied to products 
originating from the 
sea, aquaculture. 

 He/she is able to 
consult, analyse and 
use the information 
gathered in 
community and 
national Community 
rules 

 He/she is responsible 
for consult and 
analyse information 
gathered in 
community and 
national Community 
rules 

He/he is expected to 
master the following 
knowledge and skills: 

 norms and 
Community rules  

 security 
measures against 

How and when 
can he/she 
apply it 

 working in a 
catering 
company or 
restaurant 

To what extent 
can he/she 
apply it 

 choosing 
and buying 
fish and 
seafood 
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 Implement security 
measures against 
fraud and tampering. 

 Verify the 
conformity of the 
physical, chemical 
and sensorial 
characteristics of the 
different sea 
products, with their 
technical and legal 
specifications, in 
order to guarantee 
their genuineness 
and ensure their 
safety for the 
consumer, the 
maintenance of their 
organoleptic 
characteristics and 
the its nutritional 
value. 

 Respect and choose 
authorized and 
sustainable fishing 
species. 

 He/she plans 
security measures 
against fraud and 
tampering 

 He/she selects in 
conformity of the 
physical, chemical 
and sensorial 
characteristics of 
the different sea 
products, with their 
technical and legal 
specifications, in 
order to guarantee 
their genuineness 
and ensure their 
safety for the 
consumer 

 He/she negotiates 
with local fishermen 
and producers 
authorized and 
sustainable fishing 
species 

 
 

 He/she is responsible 
to use the information 
gathered in 
community and 
national Community 
rules 

 He/she is responsible 
for security measures 
against fraud and 
tampering 

 He/she for supervising 
the application of 
information gathered 
in community and 
national Community 
rules 

 He/she for supervising 
security measures 
against fraud and 
tampering 

fraud and 
tampering  

 safety for the 
consumer 

 

 prepare fish 
and seafood 
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Development of generic skills 
Generic skills required for the development of the unit are based on key competences for lifelong learning1 

1. Communication in the mother tongue; 

2. Communication in the foreign languages; 

3. Mathematical competence and basic competences in science and technology; 

4. Digital competence; 

5. Learning to learn; 

6. Interpersonal, intercultural and social competences and civic competence; 

7. Entrepreneurship;  

8. Cultural awareness and expression. 

 

These competences are adapted in European vocational education and occupational standards, including cooks. 

During the Cooking@Sea project professional teams from 5 European countries formulated 5 skills essential for the modern cooks: 

 

1 – Sustainability * Connect to region 

2 – Self-improvement 

3 – Hospitality + Presentation 

4 – Food Quality (mandatory) 

5 – ICT literacy 

 

In this unit focuses on generic skills that cover both European key competences and Cooking@Sea skills. 

 
  

                                                           
1 https://ec.europa.eu/transparency/regdoc/rep/1/2005/EN/1-2005-548-EN-F1-1.Pdf 
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Important emphasis is given to learning and teaching activities such doing research, teamwork, group discussions, practical and experimental 
activities, and solving the problems in order to support the development of the generic skills. The effect of learning are observed and assessed 
according to the table shown below: 

 
General Skills Learning and Teaching activities Assessment criteria 

Collaboration and Communication Students learn to collaborate in a team through: 

 group work 

 research papers about contaminants, sustainable 
fishing species, local products, community and 
national Community rules. 

 development of publicity posters 

 solving exercise sheets, Sensory assessment 
application QIM 

 elaboration of HACCP plan 

 elaboration of security measures against fraud and 
tampering  

Learners cooperate with each other to: 

 Help partner in difficulties 

 Participates actively 

 Make public presentations 

 Prepares promotional posters 

 Solve problems 

 Give ideas 

 Take responsibility 
 

Digital Competence / ICT literacy Students learn digital competence through: 

 search for information on different websites 

 using different programs, such as powerpoint, 
publisher, etc. 

 using e-platforms (Moodle) 

Learners have completed the tasks given 
using different websites and e-platforms 

Learning to learn Students learn to learn through: 

 study visits to fish markets, fish processing plants 

 study visits to local producers 

 study sustainable fishing species 

 study local products 

 study contaminants in fishing waters 

Learners acquire extensive knowledge about: 

 Indicate, protect and promote species 
sustainability, 

 Indicate contaminants of fishing waters 

 Indicate and use national and 
community rules regulating fisheries 
and fish products 

Mathematical competence Students learn: 

 Calculates the content of water, ash, lipids and proteins 

Learners demonstrate knowledge through 
reporting on practical activity. 
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Unit Content 
This unit is about the quality and quality control in the acquisition of fish and seafood as raw material to be used in the preparation of dishes 

containing fish and seafood. 

In this unit the learner should acquire knowledge that allows the purchase of fish and seafood safe, fresh and without physical, chemical or 

biological / microbiological contaminants. Handle and store fish in accordance with hygienic rules to maintain optimal freshness and sensory 

characteristics. The learner should be aware of the Community and national regulations inherent in the types of fish acquired, as well as 

identify situations of intentional fraud and tampering. 

Themes: 

 Types of fish and fishery products. Chemical composition of fish. 

 Sources of fish contamination at source. Physical, Chemical and Biological Contaminants 

 Parameters for evaluating the freshness of the fish. QIM Evaluation 

 Critical Control Points in the acquisition of fish and seafood 

 Applicable Community rules 

 

 

Learning Methods: 

 Classes and / or lectures for transmission of theoretical knowledge 

 Practical classes - practical classes that put the student in direct contact with the subject studied in the theoretical component. 
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Development of the unit 

1) Types of fish and fishery products. Chemical composition of fish 

1.1) Different types of fish and seafood 
 1.2) Structure and chemical composition of the fish 

 1.3) Activities 

 - Questions 
 - Group work 
 - Tests 
 - Activities - study visits (markets, factories) 

- Practical activities - physical and chemical analyzes to quantify the content of water, ash, lipids and proteins. 
 

2) Sources of fish contamination at source. Physical, Chemical and Biological Contaminants 

 2.1) Types of contaminants present in the fish: physical, chemical and biological / microbiological 
2.2) Contamination from the sea or aquaculture production  
2.3) Activities 

 - Questions 
 - Group work 
 - Tests 
 - Activities - study visits (markets, factories) 

- Practical activities - Research activities and preparation of presentations to the group 
 

3) Parameters for evaluating the freshness of the fish. QIM Evaluation 

3.1) ) Evaluate the freshness of fish and seafood 
3.2) QIM fish assessment grids 
3.3) Activities 
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 - Questions 
 - Group work 
 - Tests 
 - Activities - study visits (markets, factories) 

- Practical activities – Use of QIM fish assessment grids in fish markets 
 

4) Critical Control Points in the acquisition of fish and seafood 

4.1) Control critical points in the handling of fresh and frozen  
4.2) HACCP system 
4.3) Activities 

 - Questions 
 - Group work 
 - Tests 
 - Practical activities – elaboration of HACCP plan 

 

5) Applicable Community rules 

5.1) Norms and Community rules applied to products originating from the sea, aquaculture  
5.2) Security measures against fraud and tampering 
5.3) Sustainable fishing species 
5.4) Activities 

 - Questions 
 - Group work 
 - Tests 
 - Activities - study visits (markets, factories) 

- Practical activities – Research papers 
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https://ec.europa.eu/food/sites/food/files/audits_analysis/files/audit_plan_and_paq.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_en.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_item04.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_item04_additional_short_haul_flow_diagram.pdf 

https://www.qim-eurofish.com/
https://eur-lex.europa.eu/legal-content/EN/AUTO/?uri=celex:32004R0852
https://eur-lex.europa.eu/legal-content/EN/AUTO/?uri=celex:32004R0852
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32013R1379&from=PT
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32013R1379&from=PT
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32006R1881&from
https://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32005R2074&from=PT
https://ec.europa.eu/transparency/regdoc/rep/1/2013/PT/1-2013-897-PT-F1-1.Pdf
https://ec.europa.eu/food/safety/chemical_safety/food_contact_materials/evaluation_prt_en
https://ec.europa.eu/food/safety/chemical_safety/contaminants_en
https://ec.europa.eu/food/sites/food/files/safety/docs/cs_contaminants_sampling_guid-doc-ident-mycotoxins.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/cs_contaminants_sampling_analysis-guidance-2010_en.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/cs_contaminants_sampling_guidance-sampling-final_en.pdf
https://ec.europa.eu/food/sites/food/files/audits_analysis/files/audit_plan_and_paq.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_en.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_item04.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_item04_additional_short_haul_flow_diagram.pdf


       

23 UNIT 3 – Quality control of fish and seafood: Raw materials 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_item05.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_cl_2015-01.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_cl_2014-25.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_agenda_item03.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_agenda_item12.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_cl_2012_31_pt7.pdf 

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_cl_2012_31_pt8.pdf 

https://audiovisual.ec.europa.eu/en/video/I-133640 

https://audiovisual.ec.europa.eu/en/video/I-133641 

https://audiovisual.ec.europa.eu/en/video/I-133642 

https://audiovisual.ec.europa.eu/en/video/I-133642 

https://audiovisual.ec.europa.eu/en/video/I-133643 

https://audiovisual.ec.europa.eu/en/video/I-131693 

https://audiovisual.ec.europa.eu/en/video/I-086109 

  

https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_agenda_item05.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_cl_2015-01.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_34_cl_2014-25.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_agenda_item03.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_agenda_item12.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_cl_2012_31_pt7.pdf
https://ec.europa.eu/food/sites/food/files/safety/docs/codex_ccffp_33_cl_2012_31_pt8.pdf
https://audiovisual.ec.europa.eu/en/video/I-133640
https://audiovisual.ec.europa.eu/en/video/I-133641
https://audiovisual.ec.europa.eu/en/video/I-133642
https://audiovisual.ec.europa.eu/en/video/I-133642
https://audiovisual.ec.europa.eu/en/video/I-133643
https://audiovisual.ec.europa.eu/en/video/I-131693
https://audiovisual.ec.europa.eu/en/video/I-086109
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UNIT 4 – Quality control of fish and seafood: 
Safe cooked products 

 

Introduction 
This occupational training unit is part of the training material of the Cooking@Sea project team and it is one of the ten modules of a general 

curricula developed. 

Unit 4 is about quality control of fish and seafood – safe cooked products. The learner acquires the basic aspects related to quality control in 

processing of fish and seafood. The learner should be able to prepare and cook fish and seafood under appropriate cleaning and disinfection 

conditions. As well as knowing how to separate dirt from clean places and use appropriate temperatures for conservation, handling, cooking, 

plating and service. The aim of the unit is to prepare cooks who are more knowledgeable about the different contaminations that can affect fish 

and seafood, so that they can make correct and safe choices when handling these products. As well as using and applying the regulations and 

rules in force. 

The unit is 25 learning hours, including both theoretical and practical studies.  

The unit is based on the EQF (European Qualification Framework) – level 4. The suggested number of learners for the training is 10 to 15. 

Achievement of the leaning outcomes will be assessed during the process of the unit using the formulas added to the training units official 

curricula. Both professional and general key competences will be assessed. 
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Learning Outcomes 

This unit focuses on four Learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the 

end of the training sessions according to LO1, LO2, LO3 and LO4. 

Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 The learner should know 
the appropriate 
conservation procedures 
for each species of fish or 
seafood clean and/or 
cooked fishery product in 
order to maintain 
freshness, food quality 
and safety characteristics. 

He/she knows how to 

 Choose the 
appropriate storage 
temperatures for 
each processed and / 
or cooked product. 

 Use the appropriate 
methods of 
protection and 
packaging. 

 Serve processed / 
cooked products 
with quality and 
safety for the 
consumer. 

 Serve safely the fish 
destined to be 
consumed raw 
(sushi, carpaccio, 
etc).  

 Apply the 
appropriate hygiene 
and disinfection 
rules. 

 He/she is able to 
prepare fish safely 
for the consumer.                 

 He/she selects 
between different 
temperatures to 
preserve the 
freshness of the fish 
and cooked 
products with 
quality and safety. 

 He/she plans and 
prepares the 
cleaning and 
disinfection plan for 
the fish preparation, 
storage and 
preparation sites 
correctly. 

 He/she negotiates 
the purchase of 
suitable cleaning 
and disinfection 
products. 
 

 He/she is responsible 
for handling the fish 
and seafood safely.  

 He/she is responsible 
for the choice of 
correct temperatures. 

 He/she is responsible 
for complying with the 
cleaning and 
disinfection rules. 

 He/she is responsible 
for serving safely the 
fish destined to be 
consumed raw (sushi, 
carpaccio, etc). 

 He/she supervises the 
correct handling of 
fresh and cooked 
products. 

 He/she supervises 
compliance with 
cleaning and 
disinfection rules. 

He/he is expected to 
master the following 
knowledge and skills: 

 Storage 
temperatures. 

 Cleaning and 
disinfection rules. 

 Handling of fresh 
fish and seafood 
and cooked 
products. 

 Sushi, carpaccio 

How and when 
can he/she 
apply it 
 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen. 

To what extent can 
he/she apply it 
 

 conserve fish 
and seafood. 

 prepare fish 
and seafood. 

 cook fish and 
seafood. 

 serve fish and 
seafood. 

LO2 The learner should know 
different methods of 
preparation and cooking 
of fish and seafood, 

He/she knows how to 

 Prepare the different 
methods of fish and 
sea products in order 

 He/she is able to 
prepare fish and 
seafood maintaining 
their freshness.        

 He/she is responsible 
for choosing 
appropriate 
temperatures. 

He/he is expected to 
master the following 
knowledge and skills: 

How and when 
can he/she 
apply it 

To what extent can 
he/she apply it 

 conserve fish 
and seafood. 
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according to their final 
use and at different 
stages of the process, 
know how to apply 
hygiene and disinfection 
procedures that ensure a 
safe and quality product. 

to maintain their 
freshness 
characteristics. 
• Make fish at 
appropriate 
temperatures. 
• Preserve fish and 
seafood, while 
maintaining the 
freshness and 
nutritional 
characteristics of the 
fresh product. 
• Properly prepare 
freeze fish and 
seafood. 
• Apply the 
appropriate hygiene 
and disinfection rules. 

 He/she able to 
freeze fish and 
seafood. 

 He/she plans to 
clean and disinfect 
workplaces. 

 He/she selects 
correct 
temperatures 
storage cooked fish 
and seafood. 

 

 He/she is responsible 
for choosing correct 
temperatures storage 
cooked fish. 

 He/she is responsible 
for ensuring the 
absence of fraud. 

 He/she supervises 
compliance with 
cleaning and 
disinfection rules. 

 Methods of 
preparation and 
cooking of fish and 
seafood.  

 Hygiene and 
disinfection 
procedures. 

 Safe and quality 
product. 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen. 

 prepare fish 
and seafood. 

 cook fish and 
seafood. 

 serve fish and 
seafood. 

LO3 The learner should be 
able to recognize the 
different sources of 
contamination for clean 
and processed / cooked 
fish or seafood. 

He/she knows how to 
• Identify sources of 
contamination likely to 
contaminate 
processed / cooked 
fish. 
• Reduce sources of 
contamination. 
• Apply the 
appropriate hygiene 
and disinfection 
conditions to avoid 
contamination.  
• Avoid cross-
contamination in the 
handling of processed 
/ cooked fish and 
seafood. 

 He/she is able to 
recognize the 
different sources of 
contamination. 

 He/she is able to 
prepare clean and 
processed / cooked 
fish or seafood. 

 He/she is able to 
apply the appropriate 
hygiene and  
disinfection conditions 
to avoid 
contamination. 

 He/she is able to 
avoid cross-
contamination in the 
handling of processed 

 He/she is responsible 
for identifying sources 
of contamination in 
the workplace and 
reduce sources of 
contamination. 

 He/she is responsible 
to avoid cross-
contamination in the 
handling of processed 
/ cooked fish and 
seafood. 

 He/she is responsible 
to clean and disinfect 
the workplaces. 

 He/she supervises the 
handling of processed 

He/he is expected to 
master the following 
knowledge and skills: 

 Sources of 
contamination. 

 Processed / cooked 
fish or seafood. 

 Cross-
contamination. 

 Clean and disinfect 
workplaces. 

 

How and when 
can he/she 
apply it 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen. 

To what extent can 
he/she apply it 

 conserve fish 
and seafood. 

 prepare fish 
and seafood. 

 cook fish and 
seafood. 

 serve fish and 
seafood.  
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/ cooked fish and 
seafood. 

 He/she plans to clean 
and disinfect 
workplaces. 

/ cooked fish and 
seafood. 

LO4 The learner must identify 
control critical points in 
the handling of processed 
/ cooked fish according to 
the methodology of the 
HACCP system or other 
valid and recognized 
system; collect, condition 
and preserve the samples 
for analysis. 

He/she knows how to 
• Identify critical 
points in the handling 
of processed / cooked 
fish. 
• Collect, pack and 
preserve samples for 
analysis. 
• Apply and 
implement, either 
autonomously or 
under guidance, the 
methodology of the 
HACCP system or 
another valid and 
recognized system. 
• Use and apply the 
appropriate legislation 
in force to ensure food 
quality and safety. 

 He/she is able to 
identify critical points 
in the handling of 
fresh, frozen fish and 
seafood. 

 He/she is able to 
interpret and / or 
develop an HACCP 
plan.      

 He/she plans 
purchases and menus 
of fish and seafood 
dishes. 

 He/she selects 
between the different 
types of fish and 
seafood, to prepare 
healthy and 
nutritionally balanced 
meals. 

 He/she is able to use 
appropriate legislation 
in force to ensure 
food quality and 
safety. 

 He/she is responsible 
for the complying with 
and respecting the 
HACCP plan 
implemented. 

 He/she is responsible 
to collect, condition 
and preserve the 
samples for analysis. 

 He/she supervises the 
implementation and 
execution of the 
HACCP plan. 

 He/she is responsible 
for ensuring the 
absence of fraud. 
 

He/he is expected to 
master the following 
knowledge and skills: 

 Control critical 
points. 

 HACCP system 
methodology or 
other valid and 
recognized 
system. 

 Samples for 
analysis. 

 Healthy and 
nutritionally 
balanced meals. 

 Legislation in 
force to ensure 
food quality and 
safety 

How and when 
can he/she 
apply it 

 working in a 
catering 
company or 
restaurant or 
hotel kitchen. 

To what extent can 
he/she apply it 

 conserve fish 
and seafood. 

 prepare fish 
and seafood. 

 cook fish and 
seafood. 

 serve fish and 
seafood. 
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Development of generic skills 

Generic skills required for the development of the unit are based on key competences for lifelong learning2 

1. Communication in the mother tongue; 

2. Communication in the foreign languages; 

3. Mathematical competence and basic competences in science and technology; 

4. Digital competence; 

5. Learning to learn; 

6. Interpersonal, intercultural and social competences and civic competence; 

7. Entrepreneurship;  

8. Cultural awareness and expression. 

 

These competences are adapted in European vocational education and occupational standards, including cooks. 

During the Cooking@Sea project professional teams from 5 European countries formulated 5 skills essential for the modern cooks: 

 

1 – Sustainability * Connect to region 

2 – Self-improvement 

3 – Hospitality + Presentation 

4 – Food Quality (mandatory) 

5 – ICT literacy 

 

This unit focuses on generic skills that cover both European key competences and Cooking@Sea skills. 

                                                           
2 https://ec.europa.eu/transparency/regdoc/rep/1/2005/EN/1-2005-548-EN-F1-1.Pdf 
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Important emphasis is given to learning and teaching activities such as doing research, teamwork, group discussions, practical and experimental 
activities, and solving the problems in order to support the development of generic skills. The effects of learning are observed and assessed 
according to the table shown below: 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration and Communication Students learn to collaborate in a team through: 

 group work; 

 research papers about contaminants, sustainable 
fishing species, local products, community and 
national Community rules; 

 development of publicity posters; 

 solving exercise sheets; 

 elaboration of HACCP plan; 

 elaboration of security measures against fraud and 
tampering.  

Learners cooperate with each other to: 

 Help partner in difficulties; 

 Participate actively; 

 Make public presentations; 

 Prepare promotional posters; 

 Solve problems; 

 Give ideas; 

 Take responsibility. 
 

Digital Competence / ICT literacy Students learn digital competence through: 

 searching for information on different websites; 

 using different programs, such as PowerPoint, 
publisher, etc; 

 using e-platforms (Moodle). 

Learners have completed the tasks given 
using different websites and e-platforms. 

Learning to learn Students learn to learn through: 

 study visits to fish processing plants; 

 study sustainable fishing species; 

 study contaminants in kitchen; 

 study conservation processes for cooked fish; 

 study methods to keep the workplace safe and fraud-
free. 

Learners acquire extensive knowledge how 
to: 

 Indicate, protect and promote species 
sustainability; 

 Indicate contaminants of kitchen; 

 Indicate and use national and 
community rules regulating fisheries 
and fish products. 
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Unit Content 

This unit is about the quality and quality control in cooked fish and seafood. 

In this unit the learner should acquire knowledge that allows the purchase of fish and seafood safe, fresh and without physical, chemical or 

biological / microbiological contaminants and in the kitchen to. Handle and store fish in accordance with hygienic rules to maintain optimal 

freshness and sensory characteristics after cooked. The learner should be aware of the Community and national regulations to ensure food 

quality and safety, as well as identifying situations of intentional fraud and tampering. 

Themes: 

 

 Conservation of fresh fish clean and cooked 

 Different methods of cooking fish and seafood 

 Sources of contamination of processed / cooked fish and seafood. Physical, Chemical and Biological Contaminants 

 Critical Control Points in Processed / Cooked Fish 

 

 

Learning Methods: 

 

 Classes and / or lectures for the transmission of theoretical knowledge. 

 Practical classes - practical classes that put the student in direct contact with the subject studied in the theoretical component. 

 

 

 

 



       

31 UNIT 4 – Quality control of fish and seafood: Safe cooked products 

 

Development of the unit 

1) Conservation of fresh fish clean and cooked 

  1.1) Storage temperatures for each processed and / or cooked product. 
1.2) Safe handling of fish intended for raw consumption (sushi, carpaccio, etc) 

 1.3) Activities 

 - Questions 
 - Group work  
 - Tests 
 - Practical activities - microbiological analysis of surface; conservation temperature test analysis 

 

2) Different methods of cooking fish and seafood 

 2.1) Different methods of preparing and cooking fish and sea products 
2.2) Hygiene and disinfection appropriate rules 
2.3) Activities 

 - Questions 
 - Group work 
 - Tests 
 - Practical activities - microbiological analysis of food; different methods of cooking 

 

3) Sources of contamination of processed / cooked fish and seafood. Physical, Chemical and Biological Contaminants 

3.1) Sources of contamination likely to contaminate processed / cooked fish. Reduce sources of contamination 
3.2) Appropriate hygiene and disinfection conditions to avoid contamination 
3.3) Activities 
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 - Questions 
 - Group work 
 - Tests 
 - Activities - Preparation of cleaning and disinfection plan. 

 

4) Critical Control Points in Processed / Cooked Fish 

4.1) Control critical points in the handling of cooked fish and seafood - HACCP system 
4.2) Norms and Community rules. Security measures against fraud and tampering 
4.3) Activities 

 - Questions 
 - Group work 
 - Tests 
 - Practical activities – elaboration of HACCP plan 
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UNIT 5 – The basics of entrepreneurship and how to discover 
and research a business idea 

 

Introduction 

The following unit is about establishing the basis of entrepreneurship and analysing the entrepreneur, a person who, according to this unit, is a 
supervisor who manages a reduced number of staff and who presents a new dish to the employer. Before doing so, he/she needs to investigate 
locally, for example if it is available on the market, how and where to sell, cost/benefit, marketing plan and so on. 

 

This unit offers different strategies for selling new dishes, as the case study provided, and other local examples and it also considers risk and financial 
management, comparing ways of selling the product through marketing strategy and the marketing mix. 

 
Students will learn how to start a business from a new idea and present it to the employer. Then, they can start investigating the product and 
analysing different ways of selling it through digital marketing. The three learning outcomes of this unit design a student who will be able to know 
the basics of entrepreneurship and has a business plan for the restaurant, knows how to investigate and can identify different strategies for growth, 
analyse operations, risk and financial management. 

 

The method of assessment used for this unit will be observation, witness testimony and oral questioning. Discussion within group work will be used 
as evidence. 
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            Learning Outcomes 

This unit focuses on 1 learning outcome, divided into knowledge, skills and competences that the learners need to achieve at the end of the 

sessions according to LO1. Please read the chart as follows: 

 
Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 Be able to 
recognise 
and know 
the basics of 
entrepreneu 
rship and 
how to 
discover and 
research a 
business 
idea. 

The student knows 
how to 

 Present a new 
dish 

 Research 
locally 

 Create and 
innovate 
within a 
business 

 The student is able 
to create 

 The student is able 
to innovate 

 The student 
conducts a 
research 

 The student 
chooses a business 
plan 

 The student 
evaluates a 
business idea 

 The student is 
responsible 
for creating a 
dish starting 
from a brand- 
new idea 

 The student is 
responsible 
for developing 
his/her idea 

The student is 
expected to master 
the following 
knowledge and 
skills 

 Present a 
new dish 

 Research 
locally 

How and when can 
the student apply it 

 To create a 
new business, 
starting from 
an “experime 
ntal” idea 

To what extent 
can the student 
apply it 

 To innovate 
and master a 
business 
plan 
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Development of generic skills 

Generic skills required for the development of the unit are based on collaboration and team work, important for each group work when dealing 

with team members and different ideas; critical thinking and problem-solving when analysing case studies in local networks; creativity and 

innovation, essential when presenting an idea to a supervisor and starting a new business and finally, enterprising skills important when it comes 

to starting a new business from scratch. In this unit important emphasis is given to group work. Students can share their own ideas on local case 

studies, chosen by their tutor. The effects of learning are observed by the teacher who takes notes concerning behaviour and attitude during each 

group work. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration and team 
work 

Students learn to collaborate in a team through group 
work and/or competitions. They are part of a team and 
discuss case studies introduced by the teacher. Then, they 
have to explain their ideas to the rest of the class as part 
of group work activities. 

-Cooperate with students during group work 
- Share own ideas, learning to listen and express ideas with 
positive behaviour 
- Help partner in difficulties 

Communication Students learn communication skills through expressing 
their own ideas to colleagues and teachers before, during 
and after class discussions. Group work activities, such as 
creating “real-life” scenarios, where the important thing 
is to convince others to support your idea and finance 
your project. 

-Good understanding of instructions 
-Express using good vocabulary 
-Express with positive behaviour 
-Be able to interact with others and manage projects and 
teams 
- Explain and convince others about your ideas in order to 
gain support and finance 

Critical thinking and 
problem-solving 

Formulate vital questions and clearly state problems 
during group and class discussions and oral presentations. 
For example, during group work students need to find 
solutions quickly while doing other tasks, both spoken and 
written. 

-When raising a problem, show ability to find a solution in a 
very short lapse of time 
- Analyse the causes and assess effectiveness 
-Find alternatives by using a different system of thoughts 

Creativity and innovation Group work is basically based on expressing your own 
ideas and respecting others. Students need to show 
during group work their will to innovate and create 
“experimental” businesses. 

-Show interest in innovation and find innovative solutions 
for tomorrow 
-Master analytical intelligence 
-Show creativity when arguing about a new business 
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Enterprising skills Group work which is based on creating an experimental 
cuisine enterprising. Entrepreneurial basic knowledge is 
extremely important in this step. Researching on local 
networks and knowing how to analyse financial matters is 
essential. 

- Actively communicate when arguing or debating with 
others 
-Be organised and speak clearly 
-Research on local networks and financial matters 
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Unit Content 

This unit focuses on entrepreneurship and the entrepreneurial character who, in this case study, is a supervisor – managing a reduced number 

of staff – that comes up with an idea to create a new dish. In this unit students learn how to value entrepreneurial culture as a source of job 

creation and social welfare, and also value the importance of individual initiative, creativity, training and collaboration as essential 

requirements to succeed in entrepreneurial activity. Moreover, this unit describes the business strategy and defines a business idea as a 

starting point for the elaboration of a business plan. 

 

Development of the unit 

1) Entrepreneurship and the entrepreneurial character 
 

Following social and economic changes that are, currently, taking place in our society, the creation of companies is consolidated as one of 

the main drivers of employment generation. Traditional labour relations are undergoing great transformation due to high unemployment 

rates in certain sectors and the decline in public employment. This situation leads us to the promotion of business initiatives, including self-

employment, which is considered as a key factor of economic growth. For this reason, we can say that self-employment is a way of entering 

the labour market and it contributes to the improvement of the general economy. This is because to create a company does not only affect 

the entrepreneurs who create employment, but it also influences their business network, the economy and the creation of new jobs. 

In order for this to happen, the business initiative and the entrepreneurial culture must be promoted in society, as: 

• The promotion of personal qualities development related to the entrepreneurial spirit, such as creativity, risk assumption and 

responsibility 

• The sensitisation of people regarding self-employment as a professional option: in addition to an employee, you can be an entrepreneur 

• The training or business qualification needed to start a new company 
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We can define the entrepreneurial culture as a set of necessary qualities, skills and knowledge for individuals to manage their own project or 

professional itinerary, or create their own business as an alternative to employment. There are people born with these entrepreneurial 

abilities, but we must also consider that business attitude can be encouraged and promoted. 

As a matter of fact, the ability to solve problems can be promoted, which means improving skills for planning, decision making and 

communication; as well as the willingness to assume responsibilities, which is, the typical aspects of business management competencies. It 

is possible to promote the characteristics of social skills, for example, to cooperate and work in teams, to assume new roles, etc. 

 

Moreover, it is feasible to foster different aspects of personal competencies, such as developing self-confidence and motivation to act, 

learning to think critically and independently, and in particular, acquiring the will and ability to learn autonomously. You can acquire the 

desire for creativity and personal initiative, as well as be prepared to take risks when carrying out your own ideas. Also, you can promote the 

specific qualities of the entrepreneur. 

An entrepreneur is a person capable of identifying a need, of gathering the necessary resources and takes actions to meet the identified need. 

To successfully undertake a business activity, we must start from three basic requirements: 

• A valid idea 
 

• An initial capital 
 

• Professional and managerial knowledge 
 

In addition, the entrepreneur must gather a series of personal qualities or attitudes that are necessary, or at least very convenient, to start a 

business activity. Among others, we can highlight the following: 

• Ability to take risks 
 

• Ease and quality of decision making 
 

• Ability to assume responsibilities 
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• Creative and innovative ability 
 

• Organisational and management capacity 
 

• Ability to adapt to new situations 
 

• Ability to observe and forecast 
 

• Social skills 
 

• Self confidence 
 

• Perseverance 
 

As for the skills of the entrepreneur, it is worth highlighting the need to start from a professional knowledge of the activity to be developed 

and the sector in which she/he intends to compete. In addition to this, the exercise of the business activity requires organisational knowledge 

and business management. Unlike the attitudes of the entrepreneur – which are necessarily linked to the entrepreneur – the lack of skills or 

knowledge can be supplied or complemented by hiring specialised people, the search for partners or the hiring of external services. 

 

Being an entrepreneur means taking risks, so you must work under pressure to assume them and understand that the possibility of failure 

always exists. There is a risk when there are two or more possibilities among which you can choose from, without knowing in advance the 

results of each decision. Every risk involves the possibility of winning or losing, the greater the possible loss, the greater the risk. 

The employer or manager must take firm decisions when uncertainty is present, assessing the chances of profit in relation to the chances of 

loss. However, the willingness to accept this, both influences the psychological capacity to assume risks and the heritage capacity to face 

them. For example, it is not the same losing 20,000 euros for those who have a wealth of one million euros, than losing the same amount for 

those who own 50,000 euros. Nor is it the same to fail in a business when several companies are owned, than to lose the business in which we 

have invested all our assets and dedication. 

In short, being an entrepreneur involves a series of advantages and disadvantages that need to be analysed before starting the task of starting 

a business, since at the beginning you will need all your strength to successfully face challenges. You will have to sacrifice, above all,  
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time and get used to an almost absolute dedication. There will be moments of tension because you risk a lot. In addition, an entrepreneur 

must keep in mind that the business world is variable and difficult to predict. 

However, it can be a rewarding experience that will always be enriching. Fighting for something of your own is a feeling that is rarely 

experienced as an employee. If things go well you will get more benefits than by working in someone else's company. In addition, the good 

entrepreneur is encouraged by his/her motivation to work for himself/herself and by developing a project in which he/she believes it can 

generate wealth and jobs and provide a good quality of life and social welfare. 

1.1) The idea: creativity and innovation 
 

We can define creativity as the generation of new ideas and innovation, and as the implantation of novel and useful ideas to create 

a new business, or to establish new systems for the production of goods and/or services. Creativity can contribute to the generation of ideas 

that originate new products or innovative processes. However, being creative does not necessarily mean being innovative; rather it is about 

differentiating processes. To a certain extent we could say that innovation is "applied creativity." 

The starting point for a business project is the business idea that an entrepreneur may be able to generate. The sources of business 

opportunities can be of a very diverse origin. We can group them under the following criteria: 

• Repeat experiences of others. Most of the ideas that generate new businesses are based on careful observation of the market, what 

those who are already installed in it have done. 

• Take advantage of your own experience as a worker or training in a specific field. The knowledge of a sector can provide business ideas 

and give the necessary security to create your own business. 

• Innovate in products, services or processes. The vast majority of innovative ideas do not arise from great technological discoveries, but 

rather from something that already exists and to which a differentiating factor is added, such as giving a new use to an existing product in 

the market. 

• Perceive an unmet need in the market. If we take a look at the social changes that have occurred in recent times, it will not be easy to obtain 

a long list of possible business opportunities, based on these new needs that such changes generate. 
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In addition to classic sources of business opportunities and thanks to new technologies, it is possible to find countless references for business 

ideas on the internet, some referring to projects that have already been launched and others that propose totally novel ideas. Economic, 

social and cultural changes that are taking place in the last decade are changing the way we understand business management and 

entrepreneurial initiatives. At the centre of all these changes, new technologies and their ability to enable or facilitate economic and social 

development are key for success. 

Innovation is a key factor for economic development. An entrepreneurial or innovative culture along with an appropriate social organisation 

is the basis from which the pyramid of wealth of a nation develops. Other key points of development include population and infrastructure 

in relation to telecommunication and transport. This development must not only be understood in purely economic terms, but also from a 

perspective that considers the quality of life of those living in the territory where companies are located, that is, from the concept of 

integrated development or, what is the same, making compatible economic competitiveness (economic development), social welfare (social 

development) and environmental sustainability (sustainable development). 

Innovation can be achieved by creating new products or improving existing ones; it can be linked to the production process or to the 

application of scientific knowledge to the activity of the company. According to the kind of innovation, we distinguish the following types: 

A) Product innovation: It can be understood as the creation of a new product, or add to an existing one a feature that makes 

consumers perceive it as novel. Product innovations can be grouped under three sections: 

• Total innovation. When a unique product is created and there is nothing on the market similar to it. This type of innovation is the scarcest. 

• Innovations that bring something new to the product. It occurs in those cases where an existing product is improved. 

• Innovations that bring nothing new. It occurs when a company wants to enter an existing market and manufactures a product that exists 

in the market. It is really an innovation for the company, not for the product. 

B) Process innovation: This type of innovation introduces a different way of doing things. It can be produced at any level of the 

company: production, marketing, management. 

 



 

44 UNIT 5 – The basics of entrepreneurship and how to discover and research a business idea 

 

C) Technological innovation: It consists in the application of scientific knowledge, research and experimentation to the activity of the 

company. Technological innovation can be applied at different levels, for example in the creation of a new product or as an improvement in 

production systems, in the introduction of more effective or lower cost management systems or in the application of new forms of 

marketing. 

Thus, certain scientific discoveries will allow the development of new previously unknown products. The incorporation of new machines 

will allow to improve production systems in a more effective or cheaper way, just as new technologies applied to management or marketing 

will allow greater effectiveness and fewer costs. 

Technological innovation offers benefits for companies, but, on the other hand, it implies costs that managers must consider. For that 

reason, the introduction of technological innovation requires the acquisition of patents, licenses, registered trademarks, scientific and 

technical services related to the implementation of innovation, as well as purchasing software packages, machinery and equipment. 

In summary, to know how and when it is possible to innovate, it is necessary to know the sector per se and what customers need, what the 

competition offers, and identify how to introduce new ideas. Innovation can be achieved by: 

• Creating totally new things 
 

• Inventing new uses for old and familiar things 
 

• Conceiving new ways of doing things 
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1.2) Researching and evaluating a business idea locally: where the business plan had come from and how it supports 

his/her entrepreneurial spirit 

The success of a company will depend on the originality of the idea, the creative and innovative capacity of the entrepreneur, the needs it can 

meet and the market gaps that it can cover. It is necessary to make an initial study showing which possibilities are offered by the market, the 

existing gaps, the sources where you can obtain information about possible business opportunities and to make a great display of imagination 

so that the company can have great chances of success, but without neglecting the importance of planning any business project. Because of 

this, an initial assessment of the idea must be done, taking into account that it must  satisfy some future customers need and / or 

add some differentiating factor to any existing product or service in the market. This assessment will help us to decide how to start a business. 

The first step to create a company is to specify what type of business you want to set up. A business project can have its origin in the 

professional experience of the entrepreneurial individual: experience and knowledge always makes things easier and it makes us feel 

competent. 

But we must ask ourselves other issues before taking any final decision. We must assess – as a company – whether what is best for us is to 

continue with the activity that is known or if it’s convenient to take risks with other unknown tasks, but that can offer great possibilities. 

However, professional experience is not the only skill one can be competent. Leisure time skills and certain professional knowledge may have 

been acquired by practicing a specific sport or hobby, which can be a tool for a company too. Another possibility to obtain business ideas is to 

observe our surroundings and discover what is unsatisfied or insufficiently covered needs. During this process – while the idea is brewing – 

is when we must seek for support, training or advice from trusted experts in the given field. 

      We will need to solve technical problems and make sure that the technical characteristics of the product are under the established norms 

and that their technical possibilities are real and economically viable. Once the decision is made concerning the idea of the business, it is 

convenient to expose it to our friends, family and trusted experts to see their proposal reception. 
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Fig. 1: Valorisation of an idea process 
 
 

 

It is advisable to listen to expert’s advice and assess it objectively. Sometimes those who are closest to us can have a negative reaction 

conditioned by fear or worry. It should be made clear that any opinion is welcomed and not feared by the company. Once advice has been 

given and the company has taken the necessary actions, it’s time to look for potential suppliers and customers, official agencies and support 

services, information and official advice. These are professional actors and they will help us to know in which market to act, how and when 

and so on. 

According to their feedback, a decision will be taken: 
 

 If the idea has a general positive reception, the viability is great, although we must not forget that we must act with caution, deepen 

our understanding of the project and define it carefully to address the company. 

 If the idea has a moderate reception, we will take into account the reactions provoked by taking good note of those that are 

favourable to us and those that give us ideas for improvement. We will have to redefine the project and, once this is done, we will 

consult it again with experts in the field. 

 If the idea has a negative reception, the project must be substantially improved or completely changed. 

 

 

 

idea 
 

decision 

Consultation to official services 

Consult potential customers and suppliers 

Consult family and friends 
 

 

Expert advice  
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1.3) Case study: A supervisor, managing a reduced number of staff, comes up with an idea to create a dish using local 

cuisine. 

The success of a business plan design depends on writing down – a business document – the main ideas of a business project. This document 

is of fundamental importance for two reasons: 

 It will allow you clarify those aspects that need to be planned before the start of the activity, so that nothing is left to chance, thus 

ensuring greater chances of success. 

 Moreover, a well-developed business plan helps you get financing, attract new partners, check affected grants, etc. 

 
The first thing you have to do is to create teams and give clear instructions to the class. This team will remain stable throughout the course 

and its members will have the rank of "colleagues". Once the team is formed, think of an idea to start a restaurant business. Then make a 

first assessment of the project: think whether it is valid or not, if you must go ahead or consider looking for alternatives, if different factors 

need to be considered, etc. 

Consider the following for your initial assessment: 

 
a) Does your product respond to an existing need in the market? 

 To what need is your proposal accurate? 

 How is demand being satisfied now? 

 Why are you original? 

 Is there a company in the same sector that makes a similar offer? 

 
b) Does your product or service respond to a new need? 

 What is the origin of that need? 

 Is there already a demand for such a product or service? 
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c) Is it a product, process or technological innovation? 

 How does the present situation improves? 

 How is it different from the way competitors do it? 

 Your product or service is the result of some new invention or the incorporation of new technologies to the process? 

Based on these questions, prepare the following activities (related to the presentation of the project). 

a) Basic data of the project. 
 

1. Identification of the company. 
 

2. Location: municipality where it will be installed. 
 

3. Scheduled start date of the activity. 
 

4. Initial legal form chosen. 
 

b) Information project promoters: 
 

1. Personal data: names and surnames of the promoters, NIF, age, address, telephone-fax, etc. 
 

2. Professional data: profile of the promoters, academic training, professional experience, other knowledge or experiences related to the 

business activity or development. 

c) Product description 
 

1. Describe in a broad way which products you offer, by determining in what they consist of and what they are for: their characteristics, the 

advantages they provide, the technological supports they rely on, etc. 

2. Innovative elements and characteristics that it incorporates and what differentiates them from those already existing in the market. 
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1.5) Activities 
 

Organise your class into groups of 3 members each, as each group will need to elaborate a new business idea. Each group will use the 

established guidelines from the previous page and create a real restaurant from scratch. Then they will present their new business ideas and 

planning to the class and the teacher will facilitate assessing material like questionnaires, evaluating templates, rating scales and any other 

necessary material. 
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UNIT 6 – Strategies for growth 
Operations, risk and financial management for experimental 

cuisine 
 

Introduction 

This unit is about identifying different strategies for growth. All elements involved will be analysed to plan a commercial activity relying on different 
kind of factors, such as need, demand, offer and exchange together with market and marketing. The market needs to be considered at the time 
the product is being offered, so we could talk about a potential market, which includes, in addition to real buyers, potential buyers. For instance, 
if we want to build a business in a neighbourhood of new construction, we will have to consider possible clients who will live there when new 
floors are occupied (potential market), since we have no valid reference of the current market. 
The market structure is determined, in addition to the environment, by the agents acting in the goods manufacturers and service providers, 
intermediaries, prescribers, buyers. The company has to orient their commercial actions towards possible buyers. For these actions to be as 
effective as possible, it will be necessary to meet the potential buyers and address them as quickly as possible. The target market is made up of 
the group of potential buyers that are trying to become customers. To determine the target market, it is important to research and divide the 
market into groups of buyers with similar characteristics according to different criteria, such as geography, demographics, personal lifestyle, 
psychology, behaviour, etc. 
 
Data collected will be used to draw appropriate conclusions and create a marketing plan which can be divided into strategic marketing and     
marketing mix. Strategic marketing tries to know the current and future needs of our customers and orients the company in search of those 
opportunities, and the design of an action plan. Companies should consider marketing strategies that allow them to adapt to their environment 
and gain advantages over competitors. Thus, strategic marketing is essential not only for a company’s survival, but in order to position itself in a 
prominent place in the future. The so-called ‘marketing mix’ – the combination or mixture of four of the marketing variables to achieve set goals 
– is one of the tools that most marketing specialists use for business management. These marketing variables include product, price, place and 
promotion. 

             The method of assessment will be observation, witness testimony and oral questioning. Discussion within group work will be used as evidence. 
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             Learning Outcomes 

This unit focuses on 1 learning outcome, which is divided into knowledge, skills and competences that the learners need to achieve at the end 

of the sessions, according to LO2. Please read the chart as follows: 

 
Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO2 Be able to identify 
different 
strategies for 
growth. Analyse 
operations, risk 
and financial 
management 

He/she knows how to 

 Compare 
strategies 

 Calculate 
benefits and 
risks 

 Use different 
marketing 
strategies 

 He/she is able to 
compare marketing 
strategies 

 He/she knows how 
to treat with risks 
involved 

 He/she applies the 
basics of financial 
management 

 He/she is 
responsible for 
the creation of 
selling points 

 He/she 
supervises costs 
and benefits 

He/she is expected to 
master the following 
knowledge and skills 

 Compare 
business 
strategies 

 Calculate 
benefits and 
risks 

How and when can 
he/she apply it 

 To focus on the 
product before, 
during and after 
selling it 

To what extent can 
he/she apply it 

 To foster the 
basics of 
financial 
management 
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  Development of generic skills 

Generic skills required for the development of the unit are based on collaboration and team work, important for each learning outcome; 

communication, essential during group work when dealing with team members with different ideas; critical thinking and problem-solving, for 

the analysis of case studies in local networks; information and technology, one of the main topics in this unit and which creates innovation in 

experimental cuisine; creativity and innovation, essential when presenting an idea to a supervisor and when starting a new business. Finally, 

enterprising skills, important when it comes to start a new business from scratch. In this unit important emphasis is given to group work. For 

example, students can share their own ideas on local case studies or even create their own case studies. The effects of learning are observed 

by the teacher who takes notes about behaviour and attitude during each group work intervention. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration and team work Students learn to collaborate in a team through group work 
and/or competitions. They are part of a team and discuss case 
studies introduced by the teacher. Then, they 
have to explain their ideas to the class as part of group activity. 

-Cooperate with students during group work 
- Share own ideas, learning to listen and express 
ideas with a positive behaviour 
- Help partner in difficulties 

Communication Students learn communication skills through expressing their 
own ideas to colleagues and teachers before, during and after 
class discussions. As part of a group activity, students will learn to 
convince others and find finance for their business. 

-Good understanding of instructions 
-Express using good vocabulary 
-Express with positive behaviour 
-Be able to interact with others and manage projects 
and teams 
- Explain your ideas in a clear way and highlight the 
important aspects 

Critical thinking and problem-
solving 

Formulate vital questions and problems during group and class 
discussions. During group work students need to find solutions 
quickly while doing tasks, both spoken and written. 

-When raising a problem, show ability to find a 
solution in a very short lapse of time 
- Analyse the causes and assess effectiveness 
-Find alternatives by using a different system of 
thoughts 
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Creativity and innovation Group work is basically based on expressing ideas and respecting 
others. Students need to show their will to innovate and create 
“experimental” businesses. 

-Show interest in innovation and find innovative 
solutions for tomorrow 
-Master analytical intelligence 
-Show creativity when arguing about 
a new business 

Enterprising skills Group work based on creating an experimental cuisine
 enterprising. Entrepreneurial basic knowledge 
is extremely important in this step. Researching on local 
networks and knowing how to analyse financial matters is 
essential. 

- Actively communicate when arguing with other 
members of the team 
-Be organised and straightforward 
-Research on local networks and financial aspects 
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Unit Content 

This unit focuses on the strategies related to entrepreneurial growth and is based on the idea of a supervisor who wants to sell his/her new 

product, a new dish. Moreover, it describes the business strategy relating it to the objectives of the company and it defines a business idea as 

the starting point for the elaboration of a successful business plan. 

Development of the unit 

2) Strategies for growth. Operations, risk and financial management for experimental cuisine 

2.1) Growth: comparing strategies 
 

Once we have studied the market we need to find out the market’s response to a product, in order to propose the most appropriate 

commercial strategy. The market can be understood as a place where exchanges are made, but in this case, from a commercial perspective, 

we will use this term as the set of buyers and sellers of a product or service. In the market we will see that a large number of similar products 

are produced by different companies. First, we will define the product, then the price and finally to whom and how it will be offered. We must 

also know which similar products already exist in the market, their price, their characteristics, etc. 

The conclusions we obtain from the analysis of these elements will allow us to know the possibilities of our product and to plan the commercial 

activity. To begin with, it is necessary to clarify some important terms or concepts in market research: 

 Need. Dissatisfaction caused by not having something. 

 Demand. Quantity of product that buyers are willing to buy at a certain price. 

 Offer. Quantity of product that sellers are willing to offer at a certain price. 

 Exchange. Obtaining something desired, which belongs to another person, in exchange for something he/she wants. 

 Market. It can be understood as the place where exchanges are made, but in our case, we will use this term as the set of buyers and 

sellers of a product. 

 Marketing. It is the human activity aimed at satisfying the needs and desires of people through exchange processes. Within the 
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company, marketing is the set of techniques aimed at knowing the company's environment and identifying the opportunities it offers. 

 

2.2) Financing the business: risk and financial management 
 

The market is the set of real and potential buyers of a product. The real buyers are the ones who buy a certain product, and the potential 

ones, the ones who can get it. The market size of a product is the quantity sold during a given period in a specific geographical area, measured 

in physical or economic units. This is also known as the current market. 

But when a commercial management is done, the market must be considered at the same time as the product is being offered and we must 

also think about the potential market, which includes, in addition to real buyers, potential buyers. For instance, if we want to build a business 

in a neighbourhood of new construction, we will have to consider possible clients who will live there when new floors are occupied (potential 

market), since we have no valid reference of the current market. 

 
Another important concept is the participation in the market or market share. This quota is obtained when comparing the current market of 

a company with the total current market of the product. The following figure is a way of measuring the commercial success of a company. 

To calculate the market share, the following operation must be carried out: 

- market share = current market of a company x 100 / Total current market 
 

The market structure is determined, in addition to its surroundings, by the agents acting in: 
 

Goods manufacturers and service providers. These can influence the market structure if their number is small or if they are leading 

companies in market shares. 

Intermediaries. Since they are in charge of bringing companies' products closer to consumers, they can have a great influence on the market. 

Prescribers: They do not buy or sell, but they have an important influence on the purchase. 
 

Buyers. They will influence the market structure due to their characteristics and by the way they make purchases. The company has to orient 

commercial actions towards possible buyers. For these actions to be as effective as possible, it will be necessary to meet the  
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potential buyers and address them as directly as possible. The target market is made up of the group of potential buyers that are trying to 

become customers. 

To determine the target market of a company, it is necessary to carry out a market breakdown, which consists in dividing the market into 

groups of buyers with similar characteristics. Each of these groups is called the market segment. Segmentation can be done according to 

different criteria: 

Geography: neighbourhood, town, province, hot or cold areas, etc. 

Demographics: age, sex, etc. 

Personal: lifestyle, profession, income, culture, etc. 

Family: size and structure of families, economic or social situation, etc. 

Psychological: purchase motivations, attitude towards the product, etc. 

Behavioural: fidelity to a product or brand, regularity of purchase, etc. 

 

For example, segmentation by use gives rise to segments such as: large users, occasional users and non-users. This segmentation focusses our 

attention towards segments that concentrate highest sales and set aside occasional and non-users. Once segmentation is done, the company 

will have to decide which segment offers the highest sales volume, growth expectations, less competition and greater benefits. But, logically, 

no segment is perfect, so you will have to choose the most attractive one and the one with greater chances of success according to its 

characteristics. This will be your target market. Once segments are defined, we can apply three different types of segmentation strategies: 

Differentiated. We try to adapt the product to the needs of each segment. This type of policy requires significant disbursements and is more 

typical in large companies. 

Undifferentiated. We give the same product to all segments, that means we do not differentiate. 
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Concentrated. We are left with a segment and we match the product to the needs. This policy is the most frequently used by companies when 

few resources are available. 

It is important to know some of the characteristics of our potential customers: how they are, where they live, how much they earn, what are 

their tastes and preferences, etc. We obtain part of this information when we have selected the desired market segments, but this is not 

enough. We must analyse how they feel about our product and what are their inner thoughts before buying the product, even after they have 

made their purchase decision. 

An important aspect about consumers is that they always demand and try to acquire – with the resources they own – the products they believe 

best meet their needs. We are interested in consumers behaviour, the factors that influence them and their decision-making processes. By 

doing so, the company will know to what extent consumers will respond to different commercial stimuli. The main aspects to be assessed are 

the following: 

 Who decides, who buys, who pays and who consumes. Who does what within the business is crucial as we must consider the different 

people involved: who and how they are, who decides, etc. 

 What is bought and why. You can choose a product based on its characteristics, quality, brand image, etc. 

 When you buy and how often. It is necessary to know the frequency of a product being bought. Daily, during holidays, on special occasions, 

etc. 

 Where to buy. Location is paramount for customers and they don’t want to travel long distances. A company should know if a product is 

bought in specialized stores, in department stores, in supermarkets, in pharmacies, etc. 

 How much is bought. If the preferences are small or large containers, if they are acquired one by one or several at the same time, etc. 

 

Competition can be defined as the concurrence –in the same market –of different suppliers of goods or services. To get an idea of the possibilities 

of success for our product, we must know very well who are our closest competitors and how they develop their activity, such as the products 

they offer, their pricing, what acceptance they have in the market, etc. With this information it will be easier for us to take decisions concerning 

our own products and their position in the market. To find a gap in the market for our product, we need to know what advantages are we 
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offering over competitors. This competitive advantage may lie in the price, quality, advantages in the expanded product (after-sales service, 

individualised treatment, financial services) or any other characteristic. After valuing our product in relation to those  

 

offered by competitors, we will decide which strategy to follow: 

 Offer a product very different from those of the competition. This will be feasible if you can really make that product different and new, if it 

can be offered at a reasonable price and if there are potential customers for that product. 

 Offer a product or service very similar to that of the competition and attract customers. This can be achieved if we create a better version 

of a product to that of the competition, if the supply of the product is lower than the demand or if the company that wants to introduce the 

new product has more resources than the competition. 

In order to carry out a market study it is necessary to collect all sources of information to undertake the task of launching a new product. For 

instance, monographic reports, statistical data, studies of public organisations and associations is available for everybody, and on the internet 

many useful information can be obtained too. Once the possible data sources have been chosen, we must assess them considering the following 

aspects: 

 Degree of reliability 

 Source / origin 

 Degree of obsolesce 

 Proven validity 

We can classify data sources in two ways: 
 

a) Depending on its availability in internal and external: 
 

Internal. Are those whose information obtained originates from the company itself. 
 

External. They are those that come from different organisations outside the company, official publications, the internet, etc. 
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b) Depending on the degree of preparation primaries and secondaries. 
 

Primary. When the data is obtained directly by the researcher himself. For example, a survey of the inhabitants of an area to know their 

preferences regarding a certain product / brand. 

Secondary. When the information is obtained from existing or already proven work. 
 

Primary data sources require specialised personnel and techniques. It's more expensive to obtain, so we must resort to them only after having 

verified that in the secondary sources there is no precise data. Surveys, interviews and hard observation are the most known techniques for the 

collection of primary data. 

Secondary data sources are statistical sources, which provide us quantitative data, and bibliographic and documentary sources, from which we 

obtain qualitative data. These can include reports and studies carried out by institutions and companies, economic yearbooks of banks, 

statistical reposts, sector studies and so on. Once primary and secondary data is collected, we must analyse them and draw appropriate 

conclusions from our results. 

2.3) Strategic marketing and marketing mix 
 

Strategic marketing tries to know the current and future needs of our customers, the location of new market niches and identifying (potential) 

market segments. It also assesses the potential and interest of those markets and designs a successful action plan. Companies, depending on 

their resources and capabilities, should consider marketing strategies that allow them to adapt to their environment and gain advantages over 

competitors. Thus, strategic marketing is essential for a company’s survival and for finding its gap. 

The basic management tool that every competitive market-oriented company should use is the marketing plan. The marketing plan provides 

a clear vision of initial and final objectives, what the company wants to achieve, what are their goals and how to obtain them, while finding 

the correct positioning for the company and marking the stages to be developed. In addition, it provides us with useful information concerning 

a company’s decisions, what economic resources are needed, how to cover each stage correctly and what personnel should we hire to achieve 

the desired outcomes. 

Marketing specialists use for their business management the so-called marketing mix which is a frequently used tool. The marketing mix uses 
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the combination or mixture of four of the marketing variables to achieve set goals. These variables are product, price, place and promotion, 

whose initials have given name to the theory of the four P’s. Some authors spin the entire marketing strategy within the company on the 

combination and classification of these four variables for the commercial decision. 

But there are other variables that are also of great importance for the marketing activity within a company. For example, in order to fix the 

price of a product it is – in many cases – essential to analyse how competition acts or to know the market’s structure in which the company 

operates. According to this, we can consider that the success of a company is based on a detailed knowledge and analysis of the different 

marketing elements that affect its activity, and that through the implementation of the marketing plan, set objectives will be met. 

 

2.4) Focusing on the product 
 

We can define a product as everything that can be offered in a market for use or consumption, and that is designed to satisfy a desire or a need. 

They can be both physical objects (goods) and services, people, places, organisations and ideas. To have the maximum chance of success, we 

must follow a series of steps prior to marketing the product: analyse the market, determine the unmet needs and, finally, consider what 

resources and limitations we have. 

The product is the first thing that has to be designed within a company’s commercial policy and the product is also the starting point of 

commercial management. Generally, the commercial success of companies is firmly linked to the supply of good products. This does not mean 

that a good product is a total guarantee for success, but offering a bad product is the worst-case scenario for good business management. All 

decisions –concerning the product – should have a target audience and set market on mind. In every product three different levels can be set: 

Basic product. It is the essence of the product, the need that the consumer expects to meet. 
 

Formal product. It is the basic product when it becomes something tangible. When it has qualities that the consumer will notice. 

Expanded product. It is the formal product to which other advantages associated with its purchase are added. 

When a consumer purchases a product, it considers all the benefits of it, it does not only focus on physical characteristics, but takes into 

account the expanded product. When we design a product, the first thing to do is to identify what consumer needs will it satisfy. We can have 
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different categories for characteristics: 

Depending on its tangibility. Goods: physical objects, which can be touched. We can subdivide them into durable ones that allow prolonged and 

non-durable use, which are depleted when used. 

Depending on its purpose. For consumption, personal and industrial use, and productive or commercial activities. It may happen that the 

same product can have different purposes – fruit can be acquired by an individual or by a company dedicated to the manufacture of jams – 

but that will depend on a consumer’s decision to choose the purpose of the product he/she is buying. 

Once the product is defined and the different levels and types are established, we will check the factors that differentiate it from competition. 

Main factors include the brand, the packaging and the expanded product: 

Brand. It allows to identify the products and differentiate them from similar ones. A brand consists of the name, which is the pronounceable 

part, and the logo, that is, a graphic design that distinguishes it from the rest. The name must contain all possible information about the 

product and its characteristics. In addition, it should be easy to memorise and pronounce. A brand choice is an important decision – and before 

doing so – it will be necessary to assess the impact of it on the market and the cost of developing and registering the brand. 

Container. Its purpose is to facilitate the transport, storage and preservation of products, but it also allows to differentiate some products from 

others. Decisions must be made about the size, colour, shape, materials and cost of packaging. Most importantly, this is a decisive characteristic 

for the client. Each packaging should include the following characteristics: recyclable, returnable and reduced cost. 

Expanded product. It makes the product more competitive. Within the expanded product there are two main aspects: additional services 

(parking, home delivery, financing, etc.) and the manner and level at which they will be provided (installation, technical assistance, 

maintenance, etc). 

Product life cycle. All products have a life cycle: they appear on the market, they develop in different ways and they end up disappearing at the 

moment when a new product appears that best meets the needs of consumers, or consumers simply change their needs. 

The product life cycle goes through the following stages: 
 

Introduction. Product launch period. It is a difficult stage – slow growth of sales – and requires a great commercial effort. 
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Increase. At this stage, sales begin to rise considerably. More and more consumers know the product and it longer requires so much promotion 

and publicity. 

Maturity. Sales are high, without variations in volume. At this stage, the majority of products in the market, establish great competition among 

companies. 

Slope. It is the last stage of the product. It will end when the product is no longer sold and is characterised by a decrease in sales, which can 

be slow or very fast. 

Companies that are going to settle in a market have to determine the prices for their products or services. Price is one of the marketing 

variables that produces an immediate effect on the plaintiffs of the product or service offered. Many factors influence a company's pricing 

policy: competition prices, production and marketing costs and customers. There are different pricing methods, depending on the criteria 

applied by a company: 

Based on costs. It consists of adding to the cost of the product the profit that in principle you want to obtain for its sale. The profit will be a 

percentage of the cost or the price of the product, and it will vary according to a company’s conditions. Demand and competition must also 

be considered. This method requires a good cost analysis, but not all companies know what costs they have and how they change as production 

increases. 

Buyer based. The idea that buyers have the value of the product and this is taken as reference. If the company charges more for its products 

buyers are not willing to pay for it, it will sell less; and if you charge below the reference value, you will sell more, but you will get less income 

per unit. 

Based on competition. It consists in studying competition prices. The company has three possibilities: set a price equal to that of competitors, 

lower or higher. Normally, companies with more market share tend to have similar prices and small ones usually follow the leader, varying their 

prices accordingly. This method can be very useful for small businesses. 

Make the product known (promotion). An important task, once the product and market are defined, is to make our product known for future 

customers: that they know who we are and what we offer them, at what price, where they can acquire it, etc. In short, we must communicate 

and promote our product. 
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For effective communication companies must take a series of decisions: 
 

Identify the target audience. The company must identify its target audience / possible consumers. 
 

Choose the message and determine the response you want to achieve. We must think of what we want to pomote, it is the brand, the novelty, 

the product, a specific aspect of the expanded product, etc. 

Choose a means of communication. Through which channels is the company going to promote its products or services. 

Establish a feedback method. In order to know the impact of a product and to make the necessary corrections. 

Communication channels are how companies promote or make known their products. The company will select the communication channel that 

it deems most efficient to deliver its message to the market segment that interests them. Main communication channels include: advertising, 

sales promotion, direct sales and public relations. Each of them have to be considered separately before making a decision. 

a) Advertising. A company advertises their products or services through media. The purpose is to modify audience’s behaviour and get the 

product purchased. Advertising reaches many consumers at the same time, but the buyer also receives information from other companies and 

can compare prices easily. The choice of the means of communication is paramount: its effectiveness and cost must be assessed. The aim of 

advertising is to inform, compare, persuade and reinforce action on current clients. 

b) Sales promotion. It consists of carrying out a series of activities to stimulate the purchase of a product, offering some added advantages, 

either for final consumers or for intermediaries. These activities are not channelled through media and try to stimulate short-term sales. 

c) Direct sale. It is a form of interpersonal communication. It is comprised of sellers, sales representatives, sales agents and commission 

agents. It fulfils different functions: to inform potential buyers about the product, to persuade buyers, to find new customers, to develop 

favourable consumers attitudes towards the product or the company and to gather information about customers for the company. Personal 

sales is the most effective instrument during the purchase decision since they allow to know consumers reactions and adjust the performance 

according to its needs, although it is the most expensive method. 

d) Public relations. Its objective is to create an image of the company, both abroad (customers, suppliers, etc) and within the company 

(workers, shareholders, etc). As examples of public relations, we can cite from corporate gifts to the sponsorship of cultural, scientific or sporting 
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events. The cost in these cases is also very variable. 

The distribution of a product includes all necessary tasks to make it reach consumers. It is important to evaluate this aspect before deciding a 

business project. When a company takes into account its distribution system, it must consider the following: 

 Product characteristics. Perishable, fragile, bulky, etc. 

 Characteristics of the company. Ability to face investment, human resources, etc. 

Based on these criteria, the most appropriate distribution channel will be chosen and we understand by distribution channel the path that a 

product follows from manufacturing until it reaches the consumer. When a company cannot or does not want to take care of its own 

distribution system, it delegates that task to other external agents such as specialised organisations, known as intermediaries. 

2.5) Activities 

Make a market study using the sources of information that are within your reach. Specify the customer to whom the product is directed and 

its characteristics. Define the characteristics of the product you are going to offer. Set the price you are going to apply to your product. Also, 

expose the marketing plan that you are going to use to reach the set goals, marking the stages that must be followed. Communicate your 

choices to the rest of the class and submit them to the opinion of other classmates. You should also seek for assessment and evaluation on 

behalf of the teacher. 

Remember to keep in mind who influences the purchase decision and who supplies raw materials. You need to focus on the responsibility’s 

companies are willing to assume, what are the costs and the losses (if any) for the company and which aspects could be made more profitable. 
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 UNIT 7 – ICT use in marketing and as an advanced success 
factor in experimental cuisine 

 

Introduction 

This unit deals with digital marketing to develop personal and interactive communications with a net of customers. We have witnessed the creation 
of an authentic sales channel through the digital world. For example, smartphones and especially social networks. Digital marketing is mainly used 
to create and expand interest or demand. With the birth of web 2.0, relationships with consumers have adopted a new sense since their opinions, 
judgements and suggestions are published online, conditioning a businesses’ image and contributing to improve or destroy the reputation of a 
business. Before going to a restaurant, customers can access all sources of information to check which restaurant is better rated online. 

 

Nowadays digital marketing is extremely important for a business and it is significantly related to technology. The systematic change of the 
entrepreneurial system, through ICT, has created new business models. ICT has changed and continues shaping how communication and 
cooperation relationships between product and customer interact. Moreover, ICT’s in restaurants has improved businesses organisation and 
customer satisfaction thanks to the POS (points of sale) terminals that have substituted old cash registers. Digital marketing is only a part of the new 
ICT environment which is currently invading entrepreneurship. A positive example of this, is how now there is a new way of ordering and organising 
a job: the ePOS system. 

 
Restaurants, owners and managers have two main objectives and one of them is to improve guests experiences and increase growth and revenues. 
Efficiencies have been gained in table service restaurants when servers can place orders directly from a tablet to the kitchen printer or display 
monitor, orders are faster and pay-at-table processing can remove some of the most common barriers to customer satisfaction. Teachers will be 
able to recognise the use of ICT as an advanced success factor and be aware of the ePOS sytem as an innovative solution for the restaurant industry. 

 

The method of assessment used for this unit will be observation, witness testimony and oral questioning. Discussion within group work will be used 
as evidence. 
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Learning Outcomes 

This unit focuses on 1 learning outcome divided into knowledge, skills and competences that the learners need to achieve at the end of the 

sessions according to LO3. Please read the chart as follows: 

 
Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO3 Be able to create 
and maintain 
local networks to 
exploit the idea 
and guarantee 
the uninterrupted 
supply using ICT 
as an advanced 
success factor. 

He/she knows how to 

 Approach digital 
marketing 

 Maintain local 
networks and 
exploit the idea 
and guarantee 
uninterrupted 
supply 

 He/she chooses 
organising innovative 
ways and optimising 
work quantity and 
quality 

 He/she is able to use 
social networks and 
for marketing 
purposes 

 He/she selects local 
networks and works 
on new ideas 

 He/she is 
responsible for 
maintaining 
local networks 

 He/she 
supervises 
different ways 
of optimising 
work quality 
and quantity 

He/she is expected to 
master the following 
knowledge and skills: 

 To maintain 
and exploit 
local 
networks 

 To optimise 
the use of 
social 
networks 

How and when can 
he/she apply it 

 To 
guarantee 
an advanced 
success 
factor in 
experimenta 
l cuisine 

To what extent can 
he/she apply it 

 To 

optimise 

work both 

in quality 

and 

quantity 
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  Development of generic skills 

Generic skills required for the development of the unit are based on collaboration and team work, present in each learning outcome of Unit 4; 

communication, important during group work since not all team members have similar ideas; critical thinking and problem-solving, when 

analysing case studies in local networks; information and technology, essential for innovation in experimental cuisine; creativity and 

innovation, paramount to present an idea to a supervisor or any other entity and finally enterprising skills, important when it comes to start a 

new business from scratch. In this unit important emphasis is given to group work. Students can share their own ideas on local case studies. 

The effects of learning are observed by the teacher who takes notes about behaviour and attitude during each group work intervention or 

discussion. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration and team 
work 

Students learn to collaborate in a team through group work 
and/or competitions. They are part of a team and discuss 
case studies introduced by the teacher. Then, they have to 
explain their ideas to the class as part of group activities. 

-Cooperate with students during group work 
- Share own ideas, learning to listen and express 
ideas with a positive behaviour 
- Help partner in difficulties 

Communication Students learn communication skills through expressing their 
own ideas to colleagues and teachers before, during and 
after class discussions or presentations. As part of a group 
activity, they need to convince others and manage language 
effectively. 

-Good understanding of instructions 
-Express using good vocabulary 
-Express with a positive behaviour 
-Be able to interact with others and manage 
projects and teams 
- Explain your ideas in a clear and organised way 
to convince others 

Critical thinking and problem-
solving 

Formulate vital questions and problems during group and 
class discussions. During group work students need to find 
solutions quickly while doing other tasks, both spoken and 
written. 

-When raising a problem, show ability to find a 
solution in a very short lapse of time 
- Analyse the causes and assess effectiveness 
-Find alternatives using a different system of 
thoughts 
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Information and 
technology 

Learn thorough group work how to use ICT in the new 
entrepreneurship environment. Highlight real examples of 
local networks. 

-Good understanding of ICT tools in experimental 
cuisine 
-Show interest in innovate and create new 
kind of businesses 
-Know how to put in practice different case 
studies and asses 
economic and social surroundings 

Creativity and innovation Group work is based on expressing their own ideas and 
respecting others. Students need to show their will to 
innovate and create “experimental” businesses. 

-Show interest in innovation and find innovative 
solutions for tomorrow 
-Master analytical intelligence 
-Show creativity when arguing about a new 
business 

Enterprising skills Group work based on creating an experimentalcuisine
 enterprising. Entrepreneurial basic 
knowledge is extremely important in this step. Researching 
on local networks and knowing how to analyse 
financial matters is essential. 

-Communicate actively and in a respectful way 
-Be organised and clear 
-Research on local networks and financial matters 
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 Unit Content 

This unit focuses on digital marketing and ICT tools. Nowadays, the Internet and social networks have an influence on, especially, new 

businesses. Technology has improved the quality and quantity of work through, POS (Points of Sales) terminals, which took the place of old 

cash registers. One of these improvements was the introduction of tablets, that allows mobility and enables ordering and payment processing 

together with the purchase decisions in table service environments. 

 

Development of the unit 

3) ICT use in marketing and as an advanced success factor in experimental cuisine 

3.1) A new approach to digital marketing 
 

Digital marketing is a form of media-based marketing. The digital environment is used to develop direct, personal and interactive 

communications that cause a response of interest or demand in customers. In recent years restaurants – from the perspective of digital 

marketing – have witnessed the creation of an authentic sales channel through the digital world. Mobile digital marketing has increased due 

to the exponential growth of smartphones and tablets all over the world. 

3.2) Social networks: how do they work in marketing? 
 

Social networks are complex relational structures formed by users (people or companies) and the interrelations that they create with each 

other. These relationships can be collaborative, based on social relations (Facebook), labour related (LinkedIn) and so on. Social networks act 

as online communication platforms that allow communication between people and act as spaces where people upload resources, such as 

photos and videos, and can be managed by themselves. The user, when creating an account, creates a personal or corporate profile – 

depending on the person or company – so that other users can identify him/her. The user has the possibility of connecting with other users to 

create a network and it easily creates new contacts. 
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What is a sales channel or commercial? It is an organised circuit, formed by companies and staff, through which a company offers and sells its  

services or products to its customers. The sales channel can be of two types: direct and indirect. Direct sales channels are those which are made 

up of staff and an organisation that belong or work exclusively for the company itself, as sellers or the restaurant's own website. Indirect sales 

channels are those which are made up of organisations, companies and staff outside the company itself and that provide a marketing service. 

Is digital marketing profitable? Social networks allow SMEs to get at the height of large companies. The use of social networks generate image 

brand, increases reputation, favours loyalty, improves communication with its consumers and is way of monitoring the economic activity. 

 

3.3) How to maintain local networks and exploit the idea and guarantee uninterrupted supply 

Restaurants and the Internet, and new commercialisation channels with the birth of the web 2.0, have changed their relationships with 

customers since the latter have a direct impact on any business model. Opinions, criticism and suggestions through online platforms and social 

networks, conditions a company’s name and image. For example, customers can post any type of comment on Facebook or TripAdvisor, whether 

positive or negative for the company. The customer is now more powerful than before. Any company must react to this fact considering the 

following aspects: customers need to be protagonists, and therefore you have to place them in the centre of the model, since they have a voice 

through social networks and a greater capacity to influence decisions of other potential customers. The answer, whatever the type of 

interaction with the restaurant (reservation, promotion, complaint,) must be immediate. 

Internet has become the first source of information and knowledge for new generations. The majority of customers, especially the youngest, 

use social networks to verify their decisions through comments and opinions from friends and other customers. Before going to a restaurant, 

users have a lot of information: they know how to get there, they have checked online photos, videos, facilities and opinions from other 

customers, they know which is the most recommended dish, or even the best cocktail. Therefore, businesses must consider ICT tools as key 

agents in the development of their company. It is valued that restaurant should have a good web presence on social networks and on mobile 

apps. Customers prefer those businesses with which they can perform online orders or reservations. 

3.4) ePOS system as an innovative way of organising and optimising work quality and quantity 

Nowadays, when setting up a new business it is very important to recognise the power of the Internet and social networks not only in the 

marking sector but also in each decision of the business plan. Technology has also improved the quality and quantity of work through, for 
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example, points of sale (POS) systems. In the past few years, restaurants have experienced a drastic change since the shift from cash registers 

to POS terminals – which involves the software and hardware that restaurants are currently applying – has reduced costs and increased 

incomes. All these advances touch also marketing and customer loyalty programmes, inventory control and labour management capabilities 

can be found within the ePOS system. 

When it comes to technology investment, restaurant owners and managers have two main objectives. The first is to streamline their business 

operations with the goal of increasing employee productivity and overall efficiency, resulting in greater cost savings. The second is to improve 

guests experience and increased growth and revenues. Efficiencies have been gained in table service restaurants when servers can place orders 

directly from a tablet to the kitchen printer or display monitor, orders are faster and pay-at-table processing can remove some of the most 

common barriers to customer satisfaction. All these advantages enable restaurants to become more efficient thanks to the use of the ePOS 

system that allows managing and optimising to be more effective. For example, this can make a big difference in the amount of money earned 

during the busiest times of the day. Similarly, more and more chefs and gastronomic entrepreneurs see new technologies as tools to improve 

the management and promotion of businesses. Thanks to different communication channels of the digital world, chefs reach customers more 

easily and in a more accessible way. 

 

3.5) Local case studies 
 

Research and gather information on restaurants with ICT systems and restaurants with old cash registers. Create a comparison chart, focusing 

on all the important aspects of this unit and those learned during the course. Then, create a case study including how this new system can be 

used as an innovation system for “experimental cuisine”. 
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UNIT 8 – Gastronomy and Sustainability 
 

          Introduction 

This module aims to provide students with theoretical and practical knowledge to facilitate the understanding that the economy of the coast region 

is based on a strong tourism industry, especially in the gastronomy with quality. Before he / she does this needs to investigate locally the food and 

menus that are already used in the coast restaurants. As well as recognize the cooking methods used in these menus. 

It is also important that they can discuss with the chefs of these restaurants to understand what their customers menu preferences will be in the 

future to introduce new menus with new seafood products to their customers' taste. The learning outcome contained in this unit projects a student 

who will be able to analyse menus and recognize the most commonly used foods in restaurant menus and the appropriate cooking methods. In 

addition, he / she must know new products existing in the dunes, puddles and sea to use in the new menus. The evaluation method used for this 

unit will be observation, chef testimony, word work and oral questioning. Use a food checklist. 
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         Learning Outcomes 

This unit focuses on 2 Learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the end of 

the sessions according to each LO1 and LO2. Please read the chart as follows: 
 

Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 Be able to 
know the 
already used 
and new food 
products from 
the coast 

He/she knows to 
• Present new sea 
products 
• Research locally 
• Create and innovate 
new sea food 

• He/she conducts a 
research 

• He/she is able to analyse 
• He/she is able to innovate 
• He/she is able to 
communicate with chefs 

• He / she is responsible 
for finding new seafood 
in local coast 
• He / she is responsible 

for developing the idea. 

He/she is expected to 
master the following 
knowledge and skills 
• Present new 
seafood products 
• Research locally 

How and when 
can he/she 
apply it 
• To create a 
new menu 
starting from an 
“experimental 
idea” 

To what extent 
can he/she 
apply it 
• To innovate 
and create new 
menus in local 
restaurants 

LO2 Use this for 
knowledge 

He/she knows to 
• Compare the foods 
used 
• Analyse the 
organoleptic 
characteristics 
• Recognize the cooking 
methods 

• He/she is able to compare 
the foods used in local 
restaurants 
• He/she is able to analyse 
the organoleptic 
characteristics of new 
seafood 
• He/she is able to 
recognize the cooking 
methods used in local 
restaurants 

• He/she is responsible 
to choose new seafood 
• He/she supervises 
costs and benefits 

He/she is expected to 
master the following 
knowledge and skills 
• Compare 
organoleptic 
characteristics 
• Calculate benefits 
and risks 

How and when 
can he/she 
apply it 
• To guarantee 
an advanced 
success in new 
seafood 

To what extent 
can he/she 
apply it 
• To optimise 
restaurant, 
work with new 
seafood menus 



 

76 UNIT 8 – Gastronomy and Sustainability 

  Development of generic skills 

Generic skills required for the development of the unit are based on collaboration and teamwork, which is basically present in each learning 

outcome; communication, important during the work of each group, when dealing with team members with different ideas; critical thinking and 

problem solving when analysing case studies at local offshore restaurants; analyse the organoleptic characteristics of already used products and 

new seafood, which is one of the main topics of this unit and creates innovation in experimental cooking; Creativity and innovation are essential 

when presenting an idea to a new seafood supervisor and ultimately important entrepreneurial skills when it comes to creating new menus from 

scratch. In this unit, important emphasis is given to group work. Students can share their own ideas in local case studies chosen by the tutor. The 

effects of learning are observed by the teacher who takes notes about behaviour and attitude during each group work. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration and Team 
work 

Students learn to collaborate in a team through group 
work and/or competitions. They are part of a team and 
discuss about case studies (analyse local menus) 
introduced by the teacher. 
Then, they have to explain their ideas in 
write work and share with the class students. 

- Cooperate with students during group work 
- Share own ideas, learning to listen and express 
ideas with positive behaviour 
- Help partner in difficulties 

Communication Students learn communication skills through expressing 
own ideas to colleagues and teachers before, during and 
after class discussions. Discussion in a brainstorming with 
professional cooks about the new seafood organoleptic 
characteristics. 

- Good understanding of instructions 
- Express using good vocabulary 
- Express with positive behaviour 
- Be able to interact with others students, 
teacher and professional 
cooks 
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Critical thinking and problem-
solving 

Formulate vital questions and problems clearly and 
precisely during group and class discussion. During group 
work students find solutions while tasks both spoken and 
written. 

-When raising a problem, show ability to find a 
solution in a very short lapse of time 
- Analyse the causes and assess 
effectiveness 
-Find alternatives using a different 
system of thoughts 

Information and 
technology 

Learn through group work about how to use ICT in the new 
entrepreneurship. 

-Good understanding of ICT basics in 
experimental cuisine 

Creativity and 
innovation 

Group work are basically based on expressing own ideas and 
respecting others’. Students need to show during these works 
their will to innovate using new seafood. 

-Show interest in innovation and find 
innovative solutions for tomorrow 
-Master analytical intelligence 
-Show creativity when arguing 
about a new seafood product 

Enterprising skills Brainstorming about the organoleptic characteristics 
with professional cooks 

Communicate actively when arguing with group 
work 
-Being organized and clear both orally and 
writing 
-Research on local networks and 
local restaurants 
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Unit Content 

This unit focuses on entrepreneurship and entrepreneurial character who, in this case study, is a supervisor who manages a small team who will 

research to find new seafood products. In this unit, students learn how to value the local culinary culture and value the importance of individual 

initiative, creativity, training and collaboration as essential requirements for successful entrepreneurial activity. In addition, this unit describes 

the importance of knowing the local seafaring culinary culture as a starting point for drawing up a checklist of new seafood products. 

 

Development of the unit 

1) Entrepreneurship and the entrepreneurial character to discover new seafood products 

1.1) Entrepreneurship and the entrepreneurial character 

Considering gastronomy as a cultural heritage and a key factor in motivating tourists to choose their holiday destination, it is important that 

restaurants on the sea coast can innovate in their menus and sea products. 

In 2014, Isabel Marques stated “Portuguese culture has in its gastronomic traditions an invaluable value, which has greatly contributed to the 

appreciation of the country's tourism offer. Portugal is considered one of the best destinations in Europe for business trips. gastronomy and 

wines and Portuguese gastronomy reveals high levels of satisfaction with tourists seeking authenticity factors linked to the culture and tradition 

of the destinations. The catering offer includes a set of variables associated with a material dimension, such as price or food security. But it also 

has a immaterial dimension, with components linked to Portuguese culture and history.” 

On the other hand, we know the importance of using sustainable local products in order to improve the circular economy and the local 

environment. 

In the late eighteenth century, Brillat-Savarin stated that “it is the gastronomy that transports from one country to another what deserves to be 

known and that makes a feast be as a synthesis of the world, where each country is properly represented” (BrillatSavarin, 2010, p. 58). 

Gastronomy has become increasingly important as a cultural tourism product, playing a relevant role in promoting a tourist destination and, 
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despite the threats arising from the globalization process, constitutes a regional and national identity mark (Hjalager & Richards, 2002). Even 

gastronomy is not the primary motivation of travel, there is always a need to take advantage of local food services, with the vast majority of 

tourists can understand local culture through its cuisine (Schluter, 2006). As it is a heritage transmitted from generation to generation, based on 

especially in oral traditions and based on social practices that instil in the communities a sense of identity and continuity, gastronomy fits into the 

concept of Intangible Cultural Heritage, enshrined in the Convention for the Safeguarding of Heritage Intangible Cultural History (UNESCO, 2003). 

The unique atmosphere lived around the art of aromas and flavours constitutes an experience of local culture and a better way of understanding, 

being one of the activities that most attracts and entertains tourists. The kitchen is a language for storytelling, but also, and above all, an art of 

seduction. 

The catering offering involves a set of variables associated with a material dimension, such as price, or food security. But it also has a immaterial 

dimension, with components linked to local culture and history, such as hospitality or the connection to the sea. 

1.2) The idea: creativity and innovation 

The idea of creating new restaurant menus requires chefs to be creative and innovative, but it is very important that they understand the 

importance of respecting the preferences of tourists. 

It is intended to analyse the products already used in local restaurants and to analyse those that are produced by local companies and that can be 

included in the menus, such as spirulina bread or salicornia bread. Another example might be replacing the potato with locally produced sweet 

potato. Or the use of fish, shellfish or seaweed in the local sea and not yet appearing in the menus of local restaurants. 

Innovative ideas do not have to be new, they can only be copied from other regions and applied in our restaurants, as long as these products 

exist in them. Or they may be innovative due to a modernization of cooking processes or restaurant service. 

1.3) Case Study: Analyse the menus of the coast restaurants to identify their seafood 

The first thing you have to do is to form a team with your classmates, following the instructions of the teachers. This team will remain stable 

throughout the course and its members will have the rank of colleagues. 

  After this team is formed members should choose a local coastal restaurant to review the menus. 
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The coast is a border zone between the terrestrial and aquatic domains, characterized by an area under strong tidal influence, where there are 

impressive geological structures, shaped over the years by the daily action of the tidal cycle and associated temporal conditions, which condition 

the type of habitats and the installation of organisms. 

• The identification of seafood in the menus of the coastal restaurants is crucial for later presenting innovative proposals in the 

creation of new dishes. For this, a checklist will be used with seafood, vegetables, fruits produced with maritime influences and 

others, such as wine, flour, seaweed, among others. 

It is important that there is a study of the dunes, puddles and the sea of the region. This will make it easier to understand potential new products 

to use. City hall environmental services can facilitate this learning by presenting these sea species. 

On the other hand, it is important to monitor this knowledge by biologists who analyse the possibility of these new products being consumed by 

humans. 

 

• Identify the organoleptic characteristics of the new and already used foods of coastal gastronomy. The strategy to be used will be a 

presentation by an expert on fauna and flora on the coast of the sea. Another strategy will be a technical visit to the coast to observe 

the species. 

After defining the new and used products for the new menus, it is important to define the most appropriate cooking methods to use.  

For this it is necessary to remember the cooking methods such as baking, stewing, frying, broiling, sautéing, steaming, cooking at low 

temperatures, among others. 

• Filling out a checklist of the cooking methods that restaurants already use will also be a good strategy. 

Selecting healthy eating options should be a point to consider and present their organoleptic characteristics. 

• Filling out a checklist of the healthy eating options used in local restaurants. 
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Based on the analysis performed, the teams should prepare the following activities, presented in the written work to be published and shared 

with the members of the other teams. 

a) Basic data of the project. 
 

1. Identification of the local restaurant 
 

2. Location 
 

3. Scheduled start date of the activity 
 

 
 

b) Members team: 
 

1. Personal data: names and surnames of the promoters, class, student number, subject and subject matter 

 

c) Product description 
 

1. Describe the foods used in the restaurant menus, their organoleptic characteristics and the cooking methods used. Justify your information 

by presenting the checklists. 

2. Describe the animals and plants in dunes, puddles and the sea. It bases the information with decoding texts of the presentations made by 

local environmental technicians. 

3. Describes new foods you want to introduce into innovative menus. 
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1.4) Activities 

Organize your class into groups of 4 people. Each group will review the menus of a local restaurant, describe their organoleptic characteristics 

and the cooking methods used, then describe the animals and plants in the coast, at least describe new foods and the best cooking methods to 

use. Then you write a work to be published and shared with the members of the other teams. 
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UNIT 9 – Work Project: Author’s cuisine from the local 
coast 

 

          Introduction 

This unit should be done after the completion of unit 7 and after analysing the menus of local restaurants, the foods in them and the cooking 

methods most used by chefs. Students must also have the knowledge gained in unit 7 about the new seafood that can be used in the new menus, 

which was gained by completing the checklist of their group and the work of the other groups in the class. These checklists were also analysed by 

environmental technicians of local bodies to verify the possibility of being used in the kitchen. 

The learning outcome contained in this unit projects a student who will be able to practice excellence, creativity, sustainability and the ability to 

create new dishes with regional products, whether of agricultural or maritime origin or that exist in the dunes and puddles, these new dishes can 

be created taking into account the ingredients and quantities per person, cooking methods, the balance, its basic flavours and the sale price. In a 

second phase students have to cook both innovative dishes correctly in the categories appetizer, main course and dessert. You must respect the 

recipe and respect the food safety rules. The evaluation method used for this unit will be observation, questioning or witness testimony. 



 

84 UNIT 9 – Work Project: Author’s cuisine from the local coast 

         Learning Outcomes 

This unit focuses on 2 Learning outcomes, each one divided into knowledge, skills, competences, context, complexity and result that the learners 

need achieve at the end of the sessions according to LO1 and LO2. Please read the chart as follows: 
 

Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 Be able to 
incorporate 
new sea coast 
products in 
dishes 

He/she knows to 
• Create 2 new dishes 
and innovate new sea 
food 
• Calculate quantities 
per person 
• Define cooking 
methods 
• Balance its basic 
flavours 
• Calculate the sale price 

• He/she is able to create 
• He/she is able to innovate 
• He/she is able apply 
acquired knowledge 
• He/she conducts a 
research 
• He/she is able to analyse 

• He / she is responsible 
for create new seafood 
• He / she is responsible 

for developing your idea. 

He/she is expected to 
master the following 
knowledge and skills 
• Present new 
seafood 
• Calculate quantities 
correctly 
• Apply cooking 
methods correctly 

How and when 
can he/she 
apply it 
• To create 2 
new seafood 
starting from an 
“experimental 
idea” 

To what extent 
can he/she 
apply it 
• To innovate 
and create new 
menus in local 
restaurants 

LO2 Cook the new 
dishes correctly 

He/she knows to 
• Cook correctly using 
the correct amounts of 
ingredients 
• Cook using the correct 
methods 
• Know the basic 
flavours 
• Cook using the rules of 
food safety 

• He/she is able to cook 
used the cooking methods 
correctly 
• He/she is able to analyse 
the flavours 
• He/she is able to respect 
the food safety rules 
• He/she is able to used 
creativity in all process of 
cooking and served the new 
seafood 

• He/she is responsible 
to cook 

He/she is expected 
to master the 
following knowledge 
and skills 

• Cook respecting 
the recipe 

• Cook respecting 
the food safety 
rules 

How and when 
can he/she 
apply it 

• To guarantee 
an advanced 
success in new 
seafood 

• Ensure 

creativity in 

new seafood 

To what extent 
can he/she 
apply it 

• To optimize 
restaurant work 
with new 
seafood menus 
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 Development of generic skills 

Generic skills required for the development of the unit are based on collaboration and teamwork, which is basically present in each learning 

outcome; communication, important during the work of each group when cooking the 2 new seafood; Critical thinking and problem solving 

while making the dishes and analysing quantities, cooking methods to change recipes if necessary. Analyse Taste, Food Textures, and Change 

Recipes If Needed Creativity and innovation are essential when presenting an idea to a new seafood supervisor and ultimately, important 

business skills when it comes to creating new menus from within. zero. In this unit, important emphasis is given to the group's work in the 

kitchen. The effects of learning are observed by the teacher who takes notes about behaviour and attitude during each group work. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration and team work Students learn to collaborate in a team through group 
work and/or competitions. 
They are part of a team to cook and discuss the findings of 
the review of the 2 new seafood dishes. 

- Cooperate with students during the cook 
- Share own ideas, learning to listen and 
express ideas with positive behaviour 
- Help partner in difficulties 

Communication Students learn communication skills through expressing 
own ideas to colleagues and teachers before, during and 
after class cooking. 

- Good understanding of instructions 
- Express using good vocabular 
- Express with positive behaviour 
- Be able to interact with others students and 
teacher 

Critical thinking and problem-
solving 

Formulate vital questions and problems clearly and 
precisely during group and class discussion. During the 
cooking students find solutions for the found problems. 

-When raising a problem, show ability to find a 
solution in a very short lapse of time 
- Analyse the causes and assess effectiveness 
-Find alternatives using a different system of 
thoughts 

Information and 
technology 

Use the correct cooking methods and use all appropriate 
equipment. 

-When facing a different method of cooking find 
specific 
equipment. 
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Creativity and innovation Students need to show during these works their will to 
innovate using new seafood. 

-Show interest in innovation and find innovative 
solutions for tomorrow 
-Master analytical intelligence 
-Show creativity when arguing about a new 
seafood product 
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  Unit Content 

This unit focuses on entrepreneurship and entrepreneurial character, which in this case study is a supervisor who manages a small team that cooks 

new seafood dishes. In this unit, students learn to value the local culinary culture and the importance of individual initiative, creativity, training and 

collaboration as essential requirements for the success of the entrepreneurial activity. In addition, this unit will test, analyse and improve new 

delicacies created by their own to be implemented in local restaurants in the future. 

 

Development of the unit 

1) Entrepreneurship and entrepreneurial character to create and cook new seafood dishes 

1.1) Entrepreneurship and the entrepreneurial character 

The history of restaurant sales is the systematic treatment of sales information over a given period. 
 

It is generally common and consensual to state that for knowledge of the future there must always be a deep mastery of the past and catering and 

drink establishments are no exception. 

Therefore, it is convenient for the cook to have a profound mastery of the evolution of the business, both in periods of higher and lower revenue, and 

in sales volume. It is essential to know which days of the week, month and year the establishment is sold out. This information can be invaluable in 

predicting potential failures or quality losses that are more frequent when innovating and presenting new dishes in restaurant menus. 

1.2) The idea: creativity and innovation 

The idea of creating new restaurant menus requires chefs to be creative and innovative, but it is very important that they understand the importance 

of respecting the preferences of tourists. 

Innovation and design of menus / dishes must respect the various stages, with the participation of the restaurant chef, managers and / or owners 

as well as environmental experts and biologists to ensure that the development of the delicacies meets the requirements production, food safety 
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and profitability. There are several sources to consult from which ideas for dish recipes can be drawn. Specialty books, magazines, other competitive 

establishments, training courses, competitions and gastronomic festivals, as well as the Internet, are endless sources of ideas and news. However, 

attention should be paid to the study that was done at unit 7 to create the new dishes with credibility. 

 

Concept 
 

Innovation and development must take into account the concept of the intended or existing restaurant. Thus, there should be change and renewal 

of menus and delicacies respecting whenever possible the concept of the established restaurant. 

Exploration 
 

The assessment of the availability of utensils, equipment and available labor should be taken into consideration so that the dishes that may be 

selected can be prepared and served in the intended manner, without placing difficulties on existing production. 

Viability 
 

It is necessary to carry out an analysis of the costs and the definition of the intended sales prices, in order to know the unit contribution margin that 

each sold delicacy presents, checking if they are in accordance with the minimum and maximum price limits established for the restaurant. 

Validation 
 

It is necessary to validate the delicacies / menus with the kitchen and management of the establishment. It is recommended that at this stage of 

testing of the new delicacies be invited at least one of the specialists (veterinarian, nutritionist, food producer in catering) who may be providing 

regular or sporadic support or advice to the establishment in order to hear their criticism. and recommendations regarding the food risk that the new 

delicacy may present. In this way, the expert can detect that there is a high risk in the production of a particular dish, suggesting alternatives that 

can eliminate or reduce this risk significantly. If necessary, do not hesitate to use laboratories to perform analysis on the dish under study, in order 

to have more assurance about the risk that it may present. Still at this stage, all employees (waiters and cooks) should prove and give their opinion 

/ criticism regarding the delicacies under test. 
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Market Test 
 

In the penultimate phase, it is important to know the opinion of regular and non-habitual customers about the delicacies in development, gathering 

criticism and suggestions from people of both sexes, of different age groups, in order to measure and evaluate whether there was acceptance or not 

and if there are any recommendations that can be adapted to improve the delicacy. 

Launch 
 

At this stage the delicacy has already been tested by the responsible, collaborators, restaurant specialists and the market, being able to launch it. 

 

1.3) Case study: Create 2 new seafood dishes 

The first thing you have to do is to form a team with your classmates, following the instructions of the teachers. This team will remain stable 

throughout the course and its members will have the rank of colleagues. 

After this team is formed members should choose a local coastal restaurant to review the menus. 
 
 

SUPPLIER POLICY 
 

We can refer to three fundamental levels of intervention throughout the process concerning Supplier evaluation and selection: 

1. Listing, for each product, of possible suppliers; 
 

2. Analysis and comparative assessment of the actual capabilities of each of them; 
 

3. Performance assessment, qualitative level of service provided, which can lead both to deepening relationships if it proves to be positive, such as 

looking for sources supply alternatives if negative. 

This analysis and study of the supplier market requires significant costs for the company, therefore a selective analysis of the products which, due 

to their importance, the justify it. The initial choice of suppliers must be very complete and we can draw on various sources of It should look to local 
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suppliers for a circular economy. 

It doesn't just matter to have an extensive list of potential suppliers. It is necessary to evaluate them to select the ones that offer us guarantees of 

a desired and satisfactory level overall service. 

Knowing this several points already mentioned and doing a good analysis we can select one or more suppliers who, given the company's strategic 

options at the moment, guarantee us the best services. 

 
 

Dosage Specification Standard - Capitations 
 

Capitalization table 
 

The capitations (quantities) of the food serve to give an idea of the weight of the goods to be purchased and to facilitate their storage 

conditions. 

In food production, the capitations to be used for the preparation of each dish must be correctly defined, thus allowing a better profitability and 

valorisation of the products. 

 

Recipe 
 

The best document to highlight the cost and recipe of a dish is the fact sheet. 
 

It records the whole process of elaboration of the dishes, as well as of the used commodities, their quantities and total value of production. 

The technical data sheet has as basic functions: 
 

• Register quantities of goods in preparations; 
 

• Standardize quantities, assembly and presentation of the plates; 
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• Identify production costs 
 

• Register production processes; 
 

• Keep track of preparations; 
 

• Allow comparison of consumption information; 
 

• Facilitate procurement projections and commodity specifications; 
 

• Control the request volumes; 
 

• Compare consumption information with sales information. 
 

Creating datasheets is a time-consuming job and requires a lot of rigor in its preparation.  

Reasons for maintaining and updating datasheets 

• The fact sheets are made only once. Just upgrade or adapt; 
 

• It is the only way for all employees to be aware and aware of the real cost of raw materials; 
 

• Key instrument for placing orders in the quantities strictly necessary;  
 

• Know the costs per dose; 
 

• Indispensable to calculate potential sales prices and analysis of sales performance of food and beverages; 

• Fundamental to the maintenance of a computer system that makes it possible to have knowledge of business developments in real 

time; 

• Provides nutritional information (calories, % lipids, carbohydrates, etc.) that may be of interest to customers; 

• Be able to send fact sheets for competitions or gastronomic shows;  
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• Any recipe can be standardized. 

  

 It is basically divided into two parts: 
 

• The first, more from a management point of view, which identifies all unit costs of goods, the cost of the dish and, possibly, the contribution 

margin and the respective selling price; 

• The second operational part identifies all ingredients, the description of the production stages of the dish and presents a photo of the dish. 

 
 

Components 
 

1. Name or designation of dish 2 Application 
 

3. Number of doses 
 

4. Net sales price per dose 
 

5. Description of the products that make up the plate and their capitulations 
 

6. Unit valuation of the product 
 

7. Total cost of cooked meals and cost per serving 
 

8. % of food cost 
 

9. How to prepare and cook the dish 
 

10. How to serve the dish and directions for its mise-en-place 
 

11. Photograph of the dish 
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Waste Analysis 
 

Waste analysis is mostly used to evaluate whole, expensive and wasteful products such as for example meat, fish and shellfish. Should be applied 

when using new products and when switching suppliers. Must be done to analyse % waste per product, and to calculate the net unit price, or that 

is, to value the product (how much does it cost after clean). 

 

Food Income Standard 

  Sales price calculation is a phase that must be done with great care, as errors in sales price fixing can be fatal to the success of any ERB. 

It is by setting sales prices that we can ensure that customers receive a product that justifies the amount they pay. 

Net price and selling price to the public 
 

Net price - Price of a product calculated without including external or internal taxes to the value. Multiplying all quantities sold at their net prices 

leads to the company's net revenue value. 

Selling price to the public - Price of a product calculated by including external or internal taxes to the value. (ex. VAT) 

The sales prices for F&B products, simple or compound, should be set on the basis of in-depth analyses and studies in two strands: 

• Market analysis: direct competition from similar units; 
 

• Analysis of cost variables inherent in the production and service of the final product. 
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1.4) Activities 

Organize your class in groups of 4 people. Each group will create recipes for products already used in the region and new products detected in unit 

7. Then each group will cook the 2 new dishes they have created for the menus of a local restaurant. It will describe their organoleptic characteristics 

and the cooking methods used, then describe the seafood of the coast and the other products they used, the cooking methods used. 

Students will describe the creative points of their new seafood, from choosing ingredients to cooking methods and placing the food on the plate for 

the customer. Teachers should note whether this description is creative and innovative for what is already done in local restaurants. 

Then the teacher will eat the delicacies with the students of the class to present a gastronomic critique, taking into account the taste, the texture 

and the innovation. If necessary students will make the necessary changes to the recipes. 
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UNIT 10 – Health and special diets in modern cooking 
          Introduction 

This unit is about health and special diets in modern cooking. The learner acquires the basics of healthy diets, food allergies and food intolerance 

and is able to prepare healthy food, considering the calories of dishes, special diets and various food intolerances. The aim of the unit is to prepare 

cooks for modern working environment and to understand customer needs of 21st century. 

The unit is based on EQF, specifically on Estonian occupational qualification standard Cook, level 4 and covers 10 hours, including both theoretical 

and practical studies. The suggested number of students for training is around 8 to 12 students. 

Achievement of the learning outcomes will be assessed during the process of the unit using the formulas added to the training units’ official 

curricula. Both professional and general key competences will be assessed. 
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      Learning Outcomes 

This unit focuses on 2 learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the end of 

the training sessions according to LO1 and LO2. 
 

Learning outcomes Knowledge Skills involved Competences Context Complexity Result 

LO1 The learner He/she knows how to - He/she is able to - He/she is He/he is expected to How and when To what extent 
 prepares - Apply the principles of express clearly. responsible for master the following can he/she can he/she 
 food by the food - He/she plans the choosing the knowledge and skills: apply it: apply it: 
 following the pyramid. menu of the dishes following - the food - working in a - Prepares the 
 proportions of - Apply principles of dishes. the principles of Pyramid. local catering dish according 
 the food balanced diet. - He/she selects the balanced - balanced company. to the healthy 
 pyramid for  the right diet. Diet.  and balanced 
 balanced diet.  components for - He/she - healthy  menu. 
   the dishes. supervises recipes and   

   - He/she his/her group preparing   

   negotiates with mates food.   

   fellow workers.  - finding   

   - He/she prepares healthy  Information.   

   Food.  - teamwork.   

LO2 The learner He/she knows - He/she is able to - He/she is He/she is How and when To what extent 
 prepares - most common describe the responsible for expected to can he/she can he/she 
 food by food allergies difference choosing the master the apply apply it 
 following - most common between food dishes for following it - Prepares 
 recipes food allergies and food people with knowledge - working in a allergens-, 
 for food intolerances intolerances allergies or food and skills: local catering gluten-, and 
 allergies and (gluten, casein-free - He/she plans the intolerances - distinguish company casein-free dish 
 the diet). menu of the dishes suitable - He/she supervises the food allergy and  following the 
 most common  for his/her group food  given recipe 
 food  people with mates intolerance  and the 
 intolerances  allergies or food  - plan and  reference. 
 (gluten,  intolerances  prepare the   
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 casein-free 
diet). 

 - He/she selects 
the right 
components for 
the dishes 
- He/she 
negotiates with 
fellow workers 

 food 
according to 
the recipes 
- finding 
information 
- teamwork 
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 Development of generic skills 
 

Generic skills required for the development of the unit are based on key competences for lifelong learning13 

1. Communication in the mother tongue; 

2. Communication in foreign languages; 

3. Mathematical competence and basic competences in science and technology; 

4. Digital competence; 

5. Learning to learn; 

6. Social and civic competences; 

7. Sense of initiative and entrepreneurship; 

8. Cultural awareness and expression. 

 

These competences are adapted in European vocational education and occupational standards, including cooks. 

During the Cooking@Sea project professional teams from 5 European countries formulated 5 skills essential for the modern cooks: 

1. Sustainability + Connect to region 

2. Self-improvement 

3. Hospitality + Presentation 

4. Food Quality (mandatory) 

5. ICT literacy 
  

                                                           

3 http://www.europarl.europa.eu/sides/getDoc.do?pubRef=-//EP//TEXT+TA+P6-TA-2006-0365+0+DOC+XML+V0//EN 
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This unit focuses on generic skills that cover both European key competences and Cooking@Sea skills. 
In this unit important emphasis is given to learning and teaching activities such as teamwork, doing research, group discussions, and solving the problems 

in order to support the development of the generic skills. The effects of learning are observed and assessed according to the table shown below: 

 

 

General Skills Learning and Teaching activities Assessment criteria 

Communication Students learn communication skills through: 
- completing the exercises given 
- finding information about unit topics 
- choosing the ingredients for recipes 
- share the tasks in group 

Learners cooperate with each other to: 
- help partner in difficulties 
- solve problems 
- give ideas 
- take responsibility 
- communicate actively 

Digital competence/ICT 
literacy 

Students learn digital competence by: 
- finding information from different websites 
- completing learning tasks using e- platforms (Moodle) 

Learners have completed the tasks given using 
different websites and e- platforms. 

Mathematical competence Calculates the calories of the dishes prepared and 
completed 

The students have added the nutritional information 
to recipes and descriptions of the dishes. 
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Unit Content 

This unit focuses on health and special diets in modern cooking. The learner acquires the basics of healthy diets, food allergies and food 

intolerance and is able to prepare healthy food, considering the calories of dishes, special diets and various food intolerances.  

Themes: 
● Food Pyramid and main nutrients for a balanced diet. Practical cooking. Recipes for a balanced diet. 

● Food allergies and food intolerance. Practical cooking. Recipes for gluten and casein free diet. 

 
 
Learning Methods: 

 To learn theory a reversed classroom method will be used. The teacher sends the material to the learners before the class using 
the digital learning environment (Moodle or other). 

 To learn how to make new dishes practical cooking in working environment is used. 
 
 

Development of the unit 
 
1. Food Pyramid and main nutrients for a balanced diet. 

1. Harmful eating habits and overweight 
2. Nutrition influence on behaviour 
3. Activities - Practical cooking. Recipes for balanced diet. (questions, analysing recipes, calculations, role plays etc) 

2. Food allergies and food intolerance. 

1. Most common food allergies 
2. Most common food intolerances, i.e gluten or/and casein-free diet 
3. Activities - Practical cooking. Recipes for gluten and casein free diet. 
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UNIT 11 – Creative Cooking 
(Psychology behind eating, colours and sounds) 

 

          Introduction 

The aims of this module are to enable students: 

Create dishes according to their feelings using local produce and following several criteria such as respect of the food, respect of seasonality and 

sustainability (waste and packaging). Also, to develop their skills and apply their knowledge in the preparation of dishes through the 5 senses linked 

to the basic savours (sweet, salty, bitter, acid), the sounds, the colours, the smells, the textures and also through their personal influences. At the end 

of this module, the learner should be able to identify the main flavours and perfumes during cooking and tasting, identify the main textures and 

sounds during cooking and tasting, describe the plating using good vocabulary as well as explain his/ her creativity and imagination.  

The module focuses on innovation in the culinary arts and through inspiration, intuition, imagination, imitation, customisation, boldness and risk- 

taking, it introduces new products, recipes and techniques for the future chefs. 

This unit covers 10 hours. It includes both theoretical and practical studies. It is based on level 4 of the EQF. Two pilots will be carried out by 2 groups 

of 10-12 students and a third pilot will be carried out by the 2 former groups. 

The students will be assessed during the program and will follow professional and general key competences. 
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Learning Outcomes 

This unit focuses on 2 Learning outcomes, each one divided into knowledge, skills and competences that the learners need to achieve at the end 

of the sessions according to LO1 and LO2. 
 

Learning outcomes Knowledge Skills involved Competences Context Complexity 

LO1 The learner 
produces dishes 
according to 
his/her 
psychology and 
creativity 

He/she knows how to: 

 Identify 
ingredients 
needed for the 
dish. 

 Respect 
seasonality, 
sea produce, 
sustainability, 
vegetables, 
fruit, meat, 
poultry, etc. 

He/she is able to: 

 Ensure the 
produce is 
-local and 
-season’s. 

 Plan a menu. 

 Experience the different 
textures by scientific 
reasoning. 

 Formulate the steps of 
the different cooking 
applied to the produce 
in his own words. 

He/she is responsible for: 

 The experimental 
workshop. 

 Performing new 
recipes using 
new ingredients. 

 Supervising 
his/her group 
mates. 

He/she is expected to 
master the following 
knowledge and skills: 

 Make a dish and 
highlight with 
balance its basic 
flavours. 

 Make a dish using 
different textures. 

 Decorate a dish 
with harmony for 
visual balance 
(graphic 
presentation 
, colours and 
for sounds). 

 
In a restaurant 
or at school 

 
With « shellfish and 
crustaceans » 
(Cf pilot A) 

 
With « Local produce 
/ terroir produce» (Cf 
Pilot B) 

How and when can he/ 
She apply it 

 Prepares 
creative 
cooking in a 
restaurant or 
at school with 

 

The experimental 
workshop 

 
Cf Menus in Pilot A p.2 

Cf menus in Pilot B p.2 
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Learning outcomes Knowledge Skills involved Competences Context Complexity 

LO2 The learner He/she knows how to: 

 Cook new 
recipes 
applying new 
procedures. 

He/she is able to: 

 Cook with a minimum 
waste and packaging. 

 

 Integrate aspects 
concerning the 
environment and 
sustainable 
development into 
professional practice. 

He/she is responsible for: 
The experimental 
workshop  
 

 Performing new 
recipes using new 
ingredients. 

 

 Supervising 
his/her group 
mates. 

He/ she is expected to 
master the following 
knowledge and skills: 

 Assess the taste 
and taste 
balance of a dish. 

 Identify the main 
textures and 
sounds during 
tasting and 
cooking. 

 Describe the 
plating colours 
and graphism. 

 Explain his/ her 
creativity and 
imagination (risk-
taking/ 
boldness). 

With « A minimum 
waste meal » 

(Cf pilot C)  
With « Between land 
and Sea » 
(Cf Pilot D) 

How and when can 
 produces He/ she apply it 
 creative  

 cooking dishes  Prepares 
  creative 
  cooking in a 
  restaurant or 

  at school with 

  
The experimental 
workshop 

Cf Menus in Pilot C p.4 

Cf Menus in Pilot D p.4 
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 Development of generic skills 

Generic skills required for the development of the unit are based on collaboration and team work, and communication or ICT literacy. In this unit 

important emphasis is given to transversal competences. Learners must consider hygiene requirement and safety. They must respect each other 

and use appropriate behaviours for developing productive working relationships by using general knowledge. The effects of learning are observed 

and learners should be able to work on computers and use ICT literacy, in order to research, such as knowing employer and employee rights and 

responsibilities and organisational procedures, solving problems and using resources practically. 
 

General Skills Learning and Teaching activities Assessment criteria 

Collaboration Students learn to collaborate in a team through group work. Cooperate with students to: 
-Collect information. 
-Inform or develop production related documents. 
-Help partners in difficulties. 
-Plan his/ her work and his/her team’s work in 
time and space. 
-Set up the job posts for the production. 

Communication/ ICT Literacy Students learn communication skills through… 
- Concrete activities (Cfs pilot A, B, C, D). 
- Students learn digital competence. 

-Good understanding of instructions. 
-Express using good vocabulary. 
-Communicate within a team, a structure. 
-Make research. 
-Solve problems. 
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 Unit Content 

This unit focuses on how to make creative cooking and the psychology behind eating. 
 

In order to help students identifying the 5 senses and their role in tasting, a few documents have been included (workshops and creative cooking) 

on tastes, sounds, textures, savours, smells, flavours, influences are given to them and experienced. As well as experimental C@S workshops that 

are carried out by students and supervised by cooking teachers. (Practice) 

 

Development of the unit 

It is structured in 2 parts: 
 

Learning outcome 1 is entitled “Producing dishes according to your psychology and your creativity”.  

The emphasis of this part is placed on: 

- Making a dish highlighting with balance its basic flavours and using different textures, as well as decorating a dish with harmony for visual balance 

(graphic presentation, colours) and for sounds. 

Leaning outcome 2 is entitled “Your 5 senses and inspiration in making dishes”. 

The emphasis here is placed on the capability of the student to: 

-Assess the taste and taste balance of a dish, identify the main flavours, the main textures, the main sounds during cooking and tasting. Describe 

the plating and explain in his/her own words its display, explain what inspired him/her in the creation of the dish, describe the cooking techniques 

used in the creation of the dish and as sustainable development is taken into account: 

 

-Respect the quantities, the rationing and the recycling. 
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1) Workshops 

1. Experimental C@S workshops for pilots. Cf Menus in Pilots A, B, C, D 

In these practical activities, the students will learn how to use different types of fish and shellfish dishes utilising different cooking techniques. 

Also, to test their level of knowledge and understanding, a few questions could be asked during the assessment, for example, 

A/ Shellfish quality identifications: 
a) Explain when mussels should be bought and in what conditions. 
b) Explain the difference between crustaceans, molluscs and cephalopods. 

 
Shellfish preparation 

a) Describe the method for preparing squids. 
b) Explain how crayfish (langoustines) should be prepared before cooking. 
c) Identify which parts of crabs should be discarded and why? 

 
Materials and storage 

a) Describe how shellfish should be transported. 
 
Cooking 

a) Describe the cooking of crayfish. 
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DESSERTS 

The learners should be able to develop the necessary advanced techniques and knowledge in the preparation and baking of pastries. To test their 

level of knowledge and understanding, a few questions could be asked during the assessment, for example: 

 

a) Explain the importance of pre-heating an oven before baking. 

b) Describe the effect that the development of gluten has on sweet paste. 

c) Explain the quality points to look for when producing puff paste. 

d) Explain two causes of lack of volume in puff pastry products. 
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WORKSHOP ON TASTE (1) 
 

1. VOCABULARY GAME 
 

Aim: Enrich your vocabulary on « Taste » 

Audience: For all 

Preparation time: 5’ 

Workshop time: 15’ 

 
EQUIPMENT: A sheet and a pen for each player. 

 

METHOD: Instruction: Alone or pair-work and it can be an oral exercise (brainstorming) for a group that has difficulties in reading or writing. 
 

- 5’ to find out as many verbs as possible related to taste. 

- When time has elapsed, put the answers all together; 

- Then, do the same exercise but with expressions, adjectives and classify them. 

OUTCOME: 
This game helps highlight vocabulary linked to taste compared to vocabulary related to the other senses. 

Verbs: Taste, enjoy, savour, eat, drink. 
 

Adjectives: Salty, sweet, acid, bitter, spicy, hot. 
 

Sweet food: sugar, caramel, candy, ice-cream, honey, white chocolate or milk chocolate, fig, grapes, carrot pure, dates. 

  Salty food: Salt, sea water, or some sparkling water (Vichy), peanuts, smoked meat, cheese, bread, 

  salty butter, delicatessen.  

Acid food: Lemon, plain yoghurt, vinegar, some fruit (redcurrant, rhubarb). 
 

Bitter food: White skin of the grapefruit, raw chicory, coffee. 
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FOOD WITH COMBINED FLAVOURS. 

 

Acid/ Sweet: Tomato, kiwi fruit, orange, fruit juice. 
 

Acid/ Bitter: Grapefruit. 
 

Bitter/ Sweet: dark chocolate, sweet coffee. 
EXPRESSIONS 

 

To be mouth-watering/ mouths to be fed/ To be put in the mouth/ To be tasty/ Steal or Take the food out of the people’s hands/ To have dry 

mouth/ To have a pleasant taste. 
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WORKSHOP ON TASTE (2) “FLAVOURS IN BOTTLES” 
 

Aim: Recognise the 4 flavours Audience: All levels Preparation time: 10’ 

Operation time: 15’ 

 
EQUIPMENT 

- 4 bottles of water, 

- Salt, lemon, quinine or aloe vera, sugar, 

- 1 cup, 

- A document to fill in: « Flavours in Bottles » 

 
METHOD 

- Have a bottle of water, add some salt. Write N°1 on the bottle. 

- Have a bottle of water, add some lemon juice. Write N°2 on the bottle. 

- Have a bottle of water, add some aloe vera or quinine. Write N° 3 on the bottle. 

- Have a bottle of water, add some sugar. Write N° 4 on the bottle.    

 

Give a cup to the players and a document « Flavours in bottles » 

   Read the document together to make sure everyone understands the instructions.  

   Tell the players « find out the flavour in each bottle and the food associated to it » 

   
   (It will help if you have given the 4 flavours before, but it is optional) 

 
Then, have the players drink a small quantity of each bottle. 
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Give the contestants enough time to fill in the document between each drinking. When the 4 liquids have been tasted, you can leave 

time to talk about the flavours. 

OUTCOME 

    Salty food: peanuts, delicatessen, salty butter, cheese, bread… 

    Acid food: lemon, yoghurt, vinegar, some fruit, … 

    Bitter food: White skin of the grapefruit, raw chicory, coffee, … 
Sweet food: caramel, sweet, ice-cream, honey, fig, carrot purée, … 

 
SEE DOCUMENT BELOW  

 
What flavours do these bottles have? 

Give some examples of food associated to these flavours. 

 

N°1: ………………………………………………………… such as ………………………………………………………… 

 

N°2: ……………………………………………………….. such as ……………………………………………………….. 

 

N°3: ……………………………………………………….. such as …………………………………………………………. 

 

N°4 ………………………………………………….. such as …………………………………………………………… 
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WORKSHOP ON TASTE (3) “HOT AND COLD FLAVOURS” 

Aim: Identify the differences in perception of flavours according to the temperature of the food. 
 

Audience: For all 
 

Preparation time: 10’ 
 

Operation time: 20’ 
 

EQUIPMENT 
 

-Compote (sweet) 

-Soup (salty) 

-Lemon water (acid) 

-Strong tea (bitter) 

1 plate per person 1 cup per person 

  1 spoon per person 
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                                                 1 Document to fill in « Hot and cold flavours» 

 

  PREPARATION 
 

Halve each food. Keep on half in a cold place. Heat the second half to serve it hot. 
 

METHOD 
 

Give a cup, a plate, a spoon to each player and a sheet of paper Serve the food cold and hot. 

Ask each player to taste each food (cold and hot) and to fill in the document. At the end of the game, talk with the players 

about what they have perceived. 

« What is the best temperature to best perceive the flavour? » 
 

CONCLUSION 
Salty and sweet are perceived much at high temperature whereas bitter and acid at low temperature. Therefore, we can talk about a common belief 

such as « you can cool a dish by salting it ». It is one element to take into account when people are cooking and want to adjust the seasoning of a 

dish. 
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WORKSHOP ON TASTE (3) “HOT AND COLD FLAVOURS” 

 
 
How do I perceive the flavour most? When it is hot or cold? 
 
 
 

 

a) The compote tastes sweeter when it is: ………………………... 

b) The soup tastes saltier when it is: …………………………………. 

c) The lemon water tastes more acid when it is: …………………….. 

d) The tea tastes more bitter when it is: ……………………………... 
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  WORKSHOP ON TASTE (4) “YOUR OWN THRESHOLD OF PERCEPTION” 
 

Aim: - Identify your own threshold to perceive a sweet flavour. 
 

-Understand that each one has his own threshold of perception. 
 

Audience: For all 
 

Preparation time: 10’ 
 

Operation time: 20’ 
 

EQUIPMENT 
 

- 5 small bottles of water, 

- Sugar in lumps, 

- 1 teaspoon, 

- 1 pen, 

- A document to fill in « Your own threshold of perception » 

 
PREPARATION 

 

-Number each bottle of water. 
 

-In Bottle N°1, put 1/2 a lump of sugar; In Bottle N°2 one lump of sugar; In bottle N°3, One and a half piece of sugar; In Bottle N°4, 2 pieces of 

sugar; In Bottle N°5, two and a half pieces of sugar. 

-Leave sugar to dissolve before starting the game. 
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METHOD 

 

- Explain the instructions. 

- Give each player one cup, and the document to fill in. 

- The player will gradually fill in the document after you have served the liquids they will taste. 

- At the end of the game, talk with the players about what they have perceived. « How did you perceive the sweetest flavour? When was it 
pleasant? when wasn’t it pleasant? 

- Last question: « how important is sugar for you? Do you usually need to eat a lot of sugar? » 

  CONCLUSION 
 

Thanks to this workshop, you will be able to identify your own threshold of perception for sweet food. This threshold varies from one person to 

another. This means that you can learn to enjoy eating bitter food and that you can rise your threshold of perception for salty or sweet food if you 

increase the consumption because everyone has its own threshold of perception. 
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WORKSHOP ON TASTE (4) “YOUR OWN THRESHOLD OF PERCEPTION” 
 

 
What is my personal threshold of perception? 

 

(Unsweetened, a little sweet, sweet, moderately sweet, very sweet, too sweet). 
 
 
Bottle N°1 tastes: …………………………………………………………………………………… 

Bottle N°2 tastes: …………………………………………………………………………………….. 

Bottle N°3 tastes:……………………………………………………………………………………… 

Bottle N°4 tastes:……………………………………………………………………………………… 

Bottle N°5 tastes:………………………………………………………………………………………. 
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 WORKSHOP ON TASTE (5) “THE CANDY TEST” 
 

Aim: Identify aromas and flavours. 
 

Audience: for all 
 

Preparation time: 5’ 
 

Operation time: 15’ 
 

EQUIPMENT: 
 

-Hard sweets of the same colour. 

-Document to fill in « The Candy test » 
 

METHOD 
 

-Give the instructions and make sure the players understand the chronology. 
 

-Give a sweet to each player. 

-Everyone pinches his nostrils and put a sweet in his mouth. 
 

-The players try to identify the taste. 
 

-Then, they « unpinch » their nostrils. 
 

After let players talk about what they perceive. Discuss taste (flavours and aromas). 
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CONCLUSION 
 

When tasting a sweet (with pinched nostrils) you only identify its sweet flavour thanks to your tongue. When you « unpinch » the nostrils during 

the tasting, you can identify its aroma thanks to the retro- nasal way (apple-lemon). This test enables us to identify the taste composed of flavours 

perceived with the tongue and the aroma perceived with the retro-nasal way. 

 

FOLLOWING TEST 
 

Have the players find the aromas and the flavours of 4 different foods: 
 

- Fruit pasta (sweet flavour/ strawberry or orange aroma) 
 

- Powder cocoa (bitter flavour/ cocoa aroma) 
 
- Chips (salty flavour/ bacon aroma) 

 

- Lemon water (acid flavour/ lemon aroma) 
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WORKSHOP ON TASTE (5) “THE CANDY TEST” 
 

- How does this candy taste? 
 

-Name the organ that enables to perceive it 
 

 
a) When I taste it with pinched nostrils: 

 
a. The candy tastes like:……………………………………………………. 

 
b. That is what we call:………………………………………………………. 

 
 

b) When I taste it with « unpinched » nostrils:  

a. The candy tastes like: ………………………………………………………. 

b. That is what we call:……………………………………………………….. 
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WORKSHOP ON TASTE (6) “CHEMICAL STIMULATIONS” 
 

Aim: - Define the sensations in the mouth » linked to chemical stimulations. 
 

- Enrich your vocabulary Audience: Teenagers/ Adults/ Seniors Preparation 

Time: 10’ 

Operation Time: 20’ 
 

EQUIPMENT 
 

- Pepper (not ground) 

- Strong tea 

- Spice (harissa) 

- 1 plate per player 

- 1 cup per player 

- 1 document to fill in « Chemical stimulations » 

- 1 bottle of water (for the end of the tasting) 

 

METHOD 
 

- Present the 3 chemical stimulations. 

- Give each player   - A cup with strong tea 

- A plate with one pepper grain and one drop of Harissa 

 
Have the players taste (you can taste at the same time to give the players the tempo) The players fill in the document after each tasting. 

Talk with them about their perceptions. 
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CONCLUSIONS 

 

-Tea is « astringent »; our tongue seems to dry. 
 

-Pepper is « piquant »; strong sensation that quickly fades. 
 

-Spice is hot; a sensation that lasts after the tasting. 
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WORKSHOP ON TASTE (6) CHEMICAL STIMULATIONS 
 

What do we perceive when it is in our mouth?  
Match the chemical stimulations with the food 
 

- Hot like - Strong tea 
- Piquant like - Spice 
- Astringent like - Pepper 

 

Describe the « hot » sensation: 

………………………………………………………………………………………………………………………………… 

…………………………………………………………………………………………………. Describe the « piquant » sensation: 

………………………………………………………………………………………………………………………………… 

…………………………………………………………………………………………………… Describe the « astringent » sensation: 

………………………………………………………………………………………………………………………………… 
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2) Activities 

(1) Practical activities/Menus in Pilots 
 

September 
2019 

 
Part A 

Shellfish and crustaceans 
 

Scampi fritters and stuffed 
mussels 

 

Snacked scallops and gambas, 
anise and fennel 

 

Crab in mashed potatoes with 
carapaces coulis. 

 
 

Apple tart 

 
Crustaceans and 
Molluscs 

 
 
 
 
 
 
 
 
 
 

 

Basic pastries 

(Shortcrust pastry) 

 
-Preparation of the 
squids. 

-Shelling of scampi. 
-Shelling of crayfish. 
-Checking and 
formulating the 
freshness criteria of 
the produce. 
-Formulating the steps 
of the different 
techniques. 
- Making of 
preparations. 
-Formulating the 
different cookings 
applied to the 
produce. 

 

-Making of an apple 
tart. 
-Respect the protocol 
in the making of a 
shortcrust pastry. 
-Follow the traditional 
way of the making and 
the sablé making 
- Stewing apples 
- Baking a pastry 
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……………..  

Part B 

Local produce/ Terroir produce 
 

Endive velouté, « Arlette » from 
Mimolette local cheese. 

 
Celeriac Ravioli with mussels and 
sea shell « Coques » in a 
celeripistou sauce. 

 
« Licques » Poultry Land and sea 
combination 

 

« Religieuse » cake with a new 

twist 

 
 
 
 

Basic pastries  
(Puff pastry and Brioche) 

 

-Formulating the steps 
and proportions of the 
different techniques 
-Formulating the 
different culinary 
applications 
-Developing a 
summary table of the 
proportions 

 
 
 
 

 

………………….. 
 
Part C 

A minimum waste Meal 
 

Caramelized Endive flan 
 
Bacon cream soup 

 
Seafood Pie with a Bechamel sauce 

 
Stuffed poultry with parsnip purée. 

 
Rum flamed mango Pie served 
with passion fruit sorbet 

      Basic sauces  
          Tomato 
Bechamel or white 

sauce  
         Poultry soup 

        Fish soup 

-Formulating the 
steps and proportions 
of the different 
techniques. 
-Making sauces and 
derived sauces. 
-Making veloutéed 
sauces. 

-Formulating the 

different culinary 

applications. 
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………………………… 

Part D 

Between land and sea 

Iodized Beef tartar 

Duo of Scallops and Breast of duck 
 

Rack of pork with chorizo and 
vegetables in a wok 

 
Cheese platter 

Fresh fruit salad 

 
 
 

       Poultry  
     and  

     Shellfish 

-Raw carving of 
poultry 

 
-Formulating the 
freshness criteria of 
the products. 

 
-Formulating the steps 
of the different 
techniques. 

 
-Preparing duck 
drumsticks. 

 
-Formulating the 
different ways of 

cooking applied to 

the products. 
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CREATIVE COOKING Vocabulary 
 

Taste, sound, colours, smells, odours, flavours, influences, textures. 
 

-Inspiration 
 

-Intuition 
 

-Imagination 
 

-Presentation 
 

-Personalisation 
 
 

Tastes and textures are key characteristics (Goût et textures sont des paramètres phares)  

A few words: 

Creamy texture: Texture onctueuse    Soft texture:  Texture moelleuse 

Rough texture: Texture rugueuse       Light texture:  Texture légère 

Supple texture:   Texture souple 
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TASTING (1) 
 

TASTE: taste is the sense through which you perceive flavours. 
 

SMELL: Aromas are often described as part of the taste; 

We call « Flavour » the combination of taste and aromas: taste + aromas= FLAVOUR TOUCH: With the hands or by the mouth, this 

sense analyses the textures. 

HEARING: Hearing intervenes to hear crunchy sounds while eating as well as the surrounding noises such as cooking’s, boiling’s, frying’s, 

crunchiness, crispiness etc. 

 
SEEING: This sense gives us the desire to taste but can also mislead us as we think a food is tasty whereas after tasting it, we realise it is not. 

 
Taste: (mouth)= taste, savour, enjoy Smell: (nose) = smell, sniff, scent Hearing 

:(ears) = hear, listen 

Touch: (skin) = touch, palpate, feel Sight: (eyes) = see, look, contemplate 
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EXPERIENCE OF TASTE AND FLAVOURS (2) 
 

The experience of taste is the temporal sequencing of taste perceptions. 
 

This unit will put our five senses into action. It will enable us to have all information about: 
 

-the scientific discourse: textures 
 

-the dimension of sensations: flavours and tastes 
 

-the physical aspects: sight and textures 
 

-the emotional aspects: creativity, memories, sensibility, personal taste 
 

-the situation: what we have to cook 
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CREATIVE COOKING (3) 
 

The study is about creating your own dishes according to your feelings. Using local produce and respecting sustainability, waste and seasons. 

You must respect and apply some basic rules, such as: 
 

- Taste 

- Sound or hearing 

- Colours 

- Smells 

- Flavours 

- Textures 

- Personal influences 

 
 

And also, on a psychological level: 
 

-Inspiration 
 

-Intuition 
 

-Imagination 
 

-Presentation 
 

-Personalisation 
 

-Imitation 
 

-Boldness/ risk-taking 
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FLAVOURS AND TEXTURES (4) 
 

The study is based on the leading tastes of some dishes.  

 

1st part: Flavours 

Sweet: from birth and through childhood, we are all keen on sweet food. Sweet brings energy and pleasure. 

Salty: this flavour enhances the taste of food. It is called the « taste enhancer » 
 

Acid or Tart: this flavour makes us wince even if we like it. 
 

Bitter: this flavour is rarely appreciated. 
 

  Umami: this « new » flavour comes from Japan and means a meaty or savoury taste sensation.  

 

 

  We can also add these flavours: 
 

- Astringent (feeling of drought or rascan conveyed by a raw fruit). 

- Hot or Spicy (spices or hard liquors). 

- Tangy or Pungent (spices, pepper and sparkling waters). 

- Metallic (an « electric » sensation brought by some canned food or a high- iron meat). 

 
2nd part: Textures 

 

  The study is about preparing a dish with a leading texture or different ones by using several components, such as: 
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- Melting gel: a more or less liquid state. 

-Breaking gel: crunchy and jellied. 

-Spherification: crunchy gel. 
-Reversed spherification: crunchy gel with a melting centre. 
-Emulsion and foam: a light and creamy mousse. 
-Caramelisation: flexible and sticky. 
-Crispiness. 
-Crunchiness. 
-Meltingness. 
-Smoothness. 

 

 
 
3rd part: Knowing and using some components: 

 

- Albumin 

- Agar-agar 

- Soya lecithin 

- « Crumiel »: A chemical component used in Molecular Cuisine. 

- Sugar 

- Natural gellings 

- Liquid nitrogen 
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TEXTURES AND SAVOURS (5) 
 

-Melting gel:           A more or less liquid state 
 

-Breaking gel:           Crunchy and jellied 
 

-Spherification:                     Crunchy gel 

-Reversed spherification:    Gel and melting centre 

-Emulsion:                              A light and creamy mousse 

- Caramelisation:                   Flexible and sticky 

-Crispiness:                             Smoothness 

-Crunchiness:                         Crustiness 

 

SAVOURS 
 

They are classified into 4 groups: 
 

SWEET: Found in sugar, and in some fruit, bread, egg yolks, peas, milk. SALTY: Brought by salt, oysters, mussels, 

delicatessen. 

ACID: Many foods are acid such as lemon, vinegar, sorrel, rhubarb, wine and yoghurt. 
 

BITTER: Bitterness is strong in some food such as Chicory (endive) or cocoa. It can be perceived as 

« unpleasant » but is positive in coffee, tea or chocolate. 
 

The taste quality of a food is often linked not to a dominant flavour but to a balance between several ones. 



 

135 UNIT 11 – Creative Cooking 

THE FIVE SENSES AND THEIR ROLE IN TASTING (6) 

TASTING 
 

The papillae contain 10,000 taste buds or taste receptors we have on the tongue are responsible for recognising the 4 sensations of tastes: saltiness, 

sourness, sweetness, bitterness and UMAMI (a word coming from Japan meaning a meaty or savoury taste sensation= goût délicieux). 

When we eat, chemical substances are dissolved by our saliva, which stimulates our sense of taste. More generally, it is a multi-sensory impression 

including several senses at the same time. 

Unlike vision or hearing, there are great differences in taste perception between 2 persons: For example, a grapefruit will taste « bitter » for one 

person whereas it will taste « tart » for another one. 

On only one point, all human beings are similar: from birth and through childhood, we are all keen on sweet food. Sweet remains, for most of us, 

a source of comfort and pleasure throughout life even if we appreciate it at different intensities. 

 

 

SMELLING 
 

The smells we perceive by the nasal cavity before and during tasting, are often described as part of the taste (aromas). 

Smell is the sense most strongly linked to memory. 
 

We call « flavours » the combination of taste and aromas. 
 

Flavour fades after 4 or 5 bites, therefore, the first bites are to be eaten with special attention. 
 

We can realise the difference which is perceived by our mouth or by our nose by pinching it and then releasing during tasting. 

Aromas are odours that emerge in the mouth and rise into the nose by the retro-nasal way as far as the olfactory bulb. It is the same organ that 

perceives aromas and smells. 
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Unlike flavours, we can define an aroma only if we have already smelled it. For example, we shouldn’t find it strange to taste aromas reminding 

us of produce we have never eaten before such as hay, leather or dirt. 

When you breathe in through your nose, olfactory receptors are stimulated by chemical molecules, and messages are sent to the olfactory bulb at 

the base of the brain. The olfactory lobe in our brain is intimately linked to emotional centres. Aromas always remind us back to our personal story. 

Some aromas might make us sad or happy because the memories attached to them are sad or pleasant. 

For example, smelling apple-pie can trigger a happy memory from childhood. Smelling an odour helps recent memories get recorded into 

permanent storage in the brain. 

The world of odours is very diverse. Thousands of natural substances have been identified. Moreover, the mixture of several smells can give new 

ones. 

 

 

TOUCHING 
 

Touching participates to a large extent in the perception we can have of some food. Thanks to our hands and our skin, we can have many 

information on what we touch; temperature, firmness, elasticity, weight. 

 
Thanks to our teeth, food can also be perceived as: hard, chewy, rough, smooth, spicy, creamy. This sense in our mouth is particularly developed 

and plays an important role as we need it to estimate the temperature, the elasticity, the firmness, the smoothness and the microstructure of some 

food. Each tooth is connected to 2,000 mechano-receptors located in the gum. Thanks to them, we can appreciate the hardness of the food we 

chew. 

Furthermore, if you keep food in your mouth, its texture changes. 

For example: Chocolate: Hard at the beginning melts and becomes smooth and liquid. 

To perceive these subtleties, you need to use your tongue and your teeth and keep the food in your mouth for a few minutes. 

Try to describe with details a food you really like and you will realize how important the texture is in your acceptance of this food. 
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HEARING 

 

Our ear guides the vibrations of the air to our tympanum which conveys an auditory message to our brain through the auditory nerve. It intervenes 

to hear crunchy sounds while eating and at the same time surrounding noises. 

How pleasant it is to hear a “crunchy” baguette! 
 

Likewise, when we drink a fizzy beverage, we can hear it sparkling in the mouth. When we eat an apple, we can hear it screeching under our teeth. 

Hearing depends heavily on vision. 
 
 
 
 

SEEING 
 

The sight intervenes especially before eating and gives us more or less desire to eat. Sight gives us information on the shape, the colour, and the 

aspect of the food. 

For example:   

                    Milk is white(colour) and liquid (aspect). 
 

                      Caramel is shiny (colour) and can be liquid or hard. 
 

Sight prevents us from getting intoxicated with spoiled food, but can also mislead us, as we think a food is tasty whereas after tasting it, we realise 

it is not; 

A well decorated dish stimulates our senses and contributes to the pleasure of eating and therefore, to the satisfaction of our senses. 

It is important not to “imagine” taste some food can have according to its aspect. 
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TRIGEMINAL SENSATIONS 
 

They are transmitted to the brain through the trigeminal nerve. They are sometimes called “common chemical sensations” 

Unlike flavours, these sensations are perceived in the whole mouth. There are different types of “common 

chemical sensations”: 

-Hot: feeling of heat conveyed by spices or alcohol. 
 

-Refreshing: feeling of freshness conveyed by mint, aniseed… 

-Spicy: feeling of “tingling” that one can find when cranking a radish. 

-Astringent: Feeling of “drought” or “rascan” conveyed by fruit such as prunelle, or tannins of red wines. 

-Metallic: An “electric” sensation brought by some “canned” juices. 
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