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The food and beverage services (F&B) sector comprises 

such businesses as restaurants, cafes, bars, clubs and 

street food stalls.

In tourism, the F&B sector is an integral part of the 

product mix of destinations and frequently a critical 

component  of  government socio-economic 

development strategies due to the sector's high labour 

intensity and low start-up costs relative to other sectors, 

making it an accessible livelihood option for a large 

number of people.

Moreover, the F&B services sector employs a significant 

proportion of women and youth making it important in 

the creation of a national workforce that is more fully 

inclusive and representative of both men and women.
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and bars are often family owned and operated, with 

family members often taking on multiple job roles. 

Situation in Vietnam
In Vietnam, cuisine plays a central role in the highly 

social culture of the people, making the F&B services 

sector all the more significant. Noted for its diversity 

and unique blend of fresh and tasty ingredients, 

Vietnam's cuisine is internationally famous and a 

significant motivation for international travellers to visit 

the country.  Fittingly, cuisine holds a central 

component of Vietnam's international tourism 

marketing strategy.

Sector challenges to sustainability

 

CATEGORY  2005 2009 2010 2015 

100% home delivery / takeaway    1.2 34.5 

Cafés / bars 965.4 1,909.0 2,079.5 3,053.3 

Full-service restaurants 8,953.7 12,597.5 13,638.7 20,307.6 

Fast food 179.4 338.4 383 670.6 

Self-service cafeterias     

Street stalls / kiosks  6,249.5 10,144.5 10,753.7 13,184.7 

Pizza consumer food service* 7.6 33.4 42.3 155.7 

In terms of value, the F&B services 

sector in Vietnam was estimated to 

be worth more than US$ 26 million 

in 2010, with growth expectations 

of almost 40% by 2015 (to US$ 37 

million).  The sector is dominated 

by independent street vendors and 

full service restaurants which 

account for more than 90% of food 

service sector's value. 

Remaining highly informal, the 

sector's small restaurants, cafes 

The continued successful and sustainable growth of the 

F&B services sector in Vietnam is however, not without a 

range of challenges:

Poor practices in food hygiene are placing the 

health of customers at risk and risk damaging the 

reputation of the sector, particularly within the 

international marketplace

Limited provision of good standards in employment 

across the F&B supply chain such as not providing 

adequate leave entitlements, requiring long work 

hours, and not paying salaries at least equivalent to 

the minimum wage are putting the health and well-

being of workforce at risk

Sale of endangered species is contributing to 

biodiversity loss and adverse impacts on important 

ecological processes

Due to the informal nature of the sector and the 

predominance of family owned and operated 

(2)

(1) Euromonitor Internatonal 2012, Consumer Food service in Vietnam, 
Euromonitor International, USA 
(2) ESRT 2013, Vietnam Tourism Marketing Strategy to 2020 & Action Plan:  
2013-2015 (Draft), [unpublished]

*Pizza consumer foodservice also counted in 100% home delivery / takeaway and fast food segments 

(3)

(4)

(3) Euromonitor Internatonal 2012, Consumer Foodservice in Vietnam, 
Euromonitor International, USA
(4) Findings from High Impact Tourism Training (HITT) 2011, Vietnam Country 
Report

Table 1. Vietnam F&B services sector value (US$ million) 
(1)

The food & beverage services sector
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of transportation of imported products over long 

distances, and challenging working conditions for 

producers characterised by often low purchase pricing 

of products, long working days and limited to no job 

security (e.g. health and safety provisions).

Despite these challenges, the F&B services sector has 

the opportunity to be a leader in the movement towards 

a sustainable society. F&B operations, and the food 

producers that they rely on, can be model employers, 

and create jobs with good living wages and career 

development opportunities. And the F&B services 

sector can also do its bit to protect the environment, and 

purchase food that respects the land and water.

Responsible Tourism offers F&B operators business 

oriented benefits that can not only help improve their 

“bottom line” net income but also contribute to the 

development of a more sustainable sector that is 

making a positive contribution to society and the 

environment.  

Within the F&B services sector responsibility means 

providing value to customers while at the same time 

abiding by ethical standards in the process of making 

and supplying F&B products, and being sustainable in 

the day-to-day operation of the business itself.

Adopting a Responsible Tourism approach to F&B 

services asks all workers in the sector to consider and be 

accountable for the impacts of the decisions and 

actions they make on a day-to-day basis, and look for 

ways to improve how things are done for the benefit of 

people as well as the environment.

The core elements of sustainable F&B services include 

the following three elements:

 

Manage resources more efficiently: Practice low 

energy use, be water wise, and minimise waste

 

Source food responsibly: Purchase food products 

based on the principles of fair trade, that are not 

unethically farmed, and are grown locally 

 

Look after customers and the community: 

Provide a safe and secure environment for 

customers and positively engage and contribute to 

the local community

Adopting a Responsible Tourism approach 

to food & beverage services

enterprises who tend to employ unskilled family 

members instead of more qualified staff 

professional standards in customer service are 

generally limited affecting customer satisfaction, 

repeat visitation and positive referrals (although 

this is more specific to international visitors) 

Other challenges facing the F&B sector abroad which 

may become increasingly a problem in Vietnam as it 

rapidly develops and the population continues to grow 

include issues of excessive food waste (when food 

security is becoming an even greater threat to many 

people and nations), significant creation of greenhouse 

gas emissions contributing to climate change as a result 

The business case for adopting a Responsible 

Tourism approach to F&B services

Consumers today not only base their food and 

beverage purchases on taste and price, but are 

increasingly concerned about where their food 

comes from, how its production has impacted the 

environment, how close the final product is to its raw 

ingredients, and how a purchase will affect the 

income of the producers down the supply chain. 

Adopting a responsible approach to F&B operation 

therefore makes business sense.  Some of the other 

benefits of being more responsible in F&B services 

include:

 

Reduced operating costs through savings in 

water, energy and waste

 

Improved staff productivity and morale

 

Creation of a point of difference from 

competitors and the attraction of new 

markets

 

Improved customer satisfaction

 

Contribution to the protection of the local 

environment and community
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Manage resources more efficiently
Reducing waste, practicing low energy use, and being 

water wise are not only good for the environment but 

can also save businesses money off their utility bills.  

The basic principles of reducing energy, water and 

waste involve monitoring current use, establishing 

targets and benchmarks for desired use, and the 

implementation of actions to meet those goals.  Below 

are some specific measures that can be taken in 

restaurants, cafes, bars and clubs.

Practice low energy use 

According to The Carbon Trust energy used in catering 

accounts for 4-6% of operating costs. Savings of over 

15% have been identified in such areas as air-

conditioning, ovens and appliances, refrigeration, 

lighting and commercial dishwashers.  Some tips for 

reducing energy usage include:

Refrigeration:  Invest in energy-eff ic ient 

refrigerators, ensure the refrigerator is not larger 

than is necessary for the storage of food and 

beverages, minimise opening of refrigerator doors, 

do not set at an overly low temperature

Cooking equipment and appliances: Use energy-

efficient fryers instead of inefficient frying pans to 

achieve faster cooking times, match oven capacity 

with food output requirements, shut down 

equipment in off-peak and after hours, refrain from 

opening the oven door too often to reduce heat loss

Lighting: Upgrade to energy efficient lights – not 

only saves costs but the use of natural colours of 

light have been shown to decrease levels of irritation 

and stress

Food preparation: When possible cook in large 

batches, use appropriately sized pots and pans for 

food portions, keep lids on pots and pans while 

cooking to reduce heat loss 

Electric dishwashers: Only run dishwashers when 

full, use short cycles when items are not significantly 

dirty

Maintenance: Clean and service all equipment 

regularly to ensure efficiency including door seals on 

refrigerators and ovens

Awareness: Train staff in energy saving practices, 

place a sign on the walls of the kitchen where it can 

be easily seen to remind staff about proper energy 

saving actions 

Be water wise

As with lowering energy consumption, reducing water

(5) Sustainable Restaurant Association (SRA) [undated], The Sustainable 
Restaurant Association Guide to  Sustainable Kitchens, SRA, London, UK

usage can also lower water bills. In destinations that are 

already facing water shortfalls, changing water 

management behaviour can also be good for the 

broader community and environment. Some tips for 

reducing water usage include:

Food preparation: Only boil the minimum amount 

of water required to save energy and water, use a lid 

when boiling water in a pot or pan to reduce water 

loss, wash vegetables and fruit in a bowl rather than 

under a running tap

Sinks and taps: Consider installing water saving taps 

Electric dishwashers: Avoid using dishwashers until 

they are full, set to the “economy” / water efficiency 

setting

Maintenance: Fix dripping taps and replace worn 

washers, sweep or mop floors instead of using a 

hose

Bathrooms: Consider installing dual-flush toilets, 

reduce the water level of high volume toilets, install 

water saving taps

Awareness: Train staff in water saving practices, let 

staff and customers know about water saving efforts 

being made by placing a sign on the walls of 

bathrooms and / or kitchens

Minimise kitchen waste

Minimising waste means identifying how waste can be 

avoided, reduced, reused or recycled in order to limit 

impacts on the environment through pollution, land fill 

related carbon emissions, as well as impacts on human 

health.  Waste minimisation can also save businesses 

money through making simple changes at the point of 

consumption. Some simple tips to minimise waste 

include:

Recycling: Provide bins to enable easy segregation 

and sorting of organic waste, recyclable waste, and 

other forms of waste

Products and packaging: Purchase products in bulk 

or concentrated form and opt for products with less 

packaging, avoid disposable items, ask customers if 

they need a plastic bag instead of providing one 

automatically, purchase recycled content and 

recyclable takeaway containers, cups, utensils and 

serviettes, avoid individually wrapped items 

Food waste: Monitor food waste and adjust 

purchasing habits to minimise unnecessary waste 

and spoilage, monitor food deliveries and reject any 

items that are spoilt or close to being spoilt, compost 

food waste (except meat, seafood, oil and bones), 

reduce meal portion sizes where there is consistently 

excess leftover food on returned plates

(5)
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Sourcing food responsibly is concerned with the type of 

food and beverages that are purchased, ensuring good 

practices in production, supporting local food 

producers, buying according to the season, supporting 

the principles of fair trade, and selecting nutritious food 

ingredients for meals.

Sustainable food supply chain

Sourcing sustainable food means prioritising the 

purchase of organic food and sourcing producers who 

use farming practices that do not involve the inhumane 

treatment of animals. It also means avoiding the 

purchase and sale of endangered or protected 

species.LOCAL & SEASONAL PRODUCE

Go organic: Organic food is grown in a way that 

cares for the environment without the use of 

chemicals. Providing organic food also helps 

promote good health (fewer cancer-related 

pesticides, herbicides and insecticides, fewer 

allergies from food additives) and helps protect the 

environment (less chemical runoff into waterways 

diminishing marine life, less greenhouse 

emissions from nitrogen fertilisers). For F&B 

businesses, benefits include tastier food and 

therefore happier customers and more repeat 

visitation and positive referrals. Moreover, 

consuming organic food is a growing consumer 

trend, so getting in early can mean gaining access 

to a new and growing consumer market.

Protect animal welfare: It is commonly argued 

that practices such as battery hen farming (raising 

chickens in high density confinement) and 

intensive pig farming inflicts intense suffering on 

animals and can lead to physical and behavioural 

problems. Moreover, due to the confined  

conditions additional antibiotics and pesticides are 

often required to mitigate the spread of disease in 

the crowded conditions. Purchasing free range 

products where animals can roam freely respects 

the welfare of animals and can be better for you.

Avoid purchase and sale of protected species: 

Plants and animals hold medicinal, agricultural, 

ecological, commercial and aesthetic/recreational 

value. Endangered species must be protected and 

saved so that future generations can experience 

their presence and value.  Moreover, the sale of 

state protected species is illegal and can result in 

significant fines.

Identify and select local and seasonal produce

Purchasing local and seasonal produce not only helps 

support local farmers and the local economy, but also 

helps reduce transport related carbon emissions that 

contribute to climate change.  Local food also typically 

costs less and is tastier – making it a good business 

decision as well.

Local produce: The distance food travels from the 

farm to the store is costly to the environment and 

contributes to greenhouse gas emissions from the 

fossil fuels consumed in transportation.  Buying 

fresh local foods uses less fuel, is fresher, and 

usually tastes better.  Buying local produce also 

supports local farmers and communities and can 

be cheaper to buy.

Seasonal produce: As with local produce, 

seasonal produce generally tastes better (flavours 

are stronger and more developed than foods 

produced out of season), is more affordable (more 

likely to be produced locally meaning less cost in 

delivery), and creates a diverse menu (seasonal 

menus change regularly and keep customers 

interested and motivated to come back).

Source food responsibly

Benefits of using seasonal produce:{
• It tastes better: Flavours are stronger and more developed than 

foods produced out of season

• It’s more affordable: Seasonal produce is more likely to be  

 produced locally so there’s lower cost of delivery marked into the 

 retail price

• It creates a diverse menu: Seasonal menus change regularly and 

 keep customers interested and motivated to come back

Implement principles of fair-trade

Fairly-traded food products aim to help secure the 

rights of workers and producers and improve 

livelihoods through fair and consistent purchase pricing 

and promoting good working conditions for producers 

(e.g. working reasonable hours, receiving at least 

minimum wage or higher, having fewer health 

problems from the use of hazardous farm chemicals 

such as pesticides).

While certified fair trade products are available, global 

distribution can be limited so the best way for F&B 

operators in Vietnam to practice fair trade is by 

developing their own responsible supply chain policy 

and plan, and gaining the support of suppliers to help 

make a positive difference in the lives of producers.

Apply principles of good nutrition and health to 

food preparation

Society is becoming increasingly aware about the 

importance of eating a healthy diet and has increasing 

expectations that restaurants will follow general

FACT SHEET 5: RESPONSIBLE TOURISM FOR THE FOOD & BEVERAGE SERVICES SECTOR IN VIETNAM
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principles of good nutrition in their selection and use of 

ingredients.

Moreover, the World Health Organisation (WHO) notes 

that obesity has reached epidemic proportions globally, 

contributing to some 2.8 million deaths per year and is 

increasingly becoming prevalent in low- and middle-

income countries.

Tips for preparation of nutritious meals include:

Use cuts of red meat and pork labelled “loin” and 

“round” as they usually have the least fat 

Trim the fat off the edges of meat before cooking

With poultry, use the leaner light meat (breasts) 

instead of the fattier dark meat (legs and thighs) and 

remove the skin

Make recipes or egg dishes with egg whites instead 

of egg yolks.  Two egg whites can be substituted for 

each egg yolk

Use low-fat or fat-free milk, yogurt and cheese

Use and prepare foods that contain little or no salt

Use plant-based cooking oils rather than butter, 

lard and animal fats 

Vietnamese consumer perceptions about 

nutrition and healthy food

94% perceive healthy food as being safe / 

hygienic

91% perceive healthy food as being fresh

73% consider low cholesterol oil as being 

healthy

63% consider organic food as healthy

34% are not confident with their current health 

situation

48% believe they are not at their right weight

36% consider nutritional ingredients when 

purchasing healthy / nutritional food

25% consider reduced risk of disease when 

purchasing healthy / nutritional food

Ensure meals have a good balance between meat, 

vegetables or fruit, and carbohydrates (e.g. rice, 

noodles, bread)

Look after customers and the community
Looking after customers and the community helps 

meet social development objectives of Responsible 

Tourism.  Key to this are ensuring the health and safety 

of customers by practicing good food hygiene, providing 

positive engagement with the community, creating a 

safe and secure environment, and communicating 

responsible tourism actions to extend the effects.

Practice good food hygiene

F&B operators have a duty of care to serve their 

customers food that will not cause sickness to their 

health.  Practicing good food hygiene helps ensure food 

is prepared using techniques that will minimise the 

likelihood of food borne diseases being passed on to 

customers.  Practicing good food hygiene also protects 

businesses from losing the trust of their customers and 

incurring potential court cases and the possibility of 

being shut down.

To reduce the potential of food poisoning and other 

health related illnesses resulting from poor practices in 

food preparation:

Ensure kitchen staff are clean (both body and 

clothes), long hair is tied back, nails cut, and sick 

staff are relieved from work

Keep hands washed (using soap) before food 

preparation and after working with raw ingredients 

such as fresh meat or vegetables

Ensure kitchen benches, cooking utensils and 

bowls, containers etc., are kept clean using cleaning 

fluid at the end of each food service period and at 

the end of the day

Wash the soil off vegetables to prevent the spread 

of soil borne diseases

Store raw food such as meat and fish and fresh 

organic food such vegetables in the fridge

Use separate cutting boards and plates for the 

preparation of raw and cooked food, wash food 

preparation utensils after each use, and keep the 

food separate in the fridge in order to avoid cross-

contamination

Illness-causing bacteria can grow in perishable 

foods within 2 hours so refrigerate immediately 

after use and avoid thawing or marinating foods on 

the bench – use the fridge

Follow food storage principles to better safeguard 

customer health (see Table 2)

Engage with the community 

In Vietnam restaurants, cafes and bars are often at the 

heart of the community and become central meeting 

places for families, friends and business colleagues to 

come together and talk over a meal or drink.  F&B 

businesses that show further engagement with the 

community are not only helping members of their 

community, but are also responding to consumer 

demand for organisations to be more socially 

responsible.  It can also set businesses apart from their 

competition and generate good positive publicity – all of 

which is good for business.  Tips for good engagement 

with the community include:

Offer internships: Give an opportunity for 

community members to gain some much needed 

(6) World Health Organisation, 10 Facts About Obesity, Available [online]: 
www.who.int/features/factfiles/obesity/facts/en/index.html, Downloaded 
25/07/2013
(7) Nielsen survey results presented at Health and Nutrition Forum on May 
15, 2013, available [online]: www.nielsen.com/intl/vn/news-
insights/press/english/2013/health-and-nutrition-forum.print.html

(6)

(7)



 
Table 2. Guide to food storage times

FOOD TYPE

Bacon

Raw sausage (chicken, turkey, pork, beef)

Ground meat (beef, turkey, veal, pork, lamb)

Fresh beef, veal, lamb and pork

Fresh poultry (chicken, turkey)

Soups & stews with vegetables or meat added

Leftovers (cooked meat or poultry)

APPROXIMATE SAFE STORAGE TIME

REFRIGERATOR*
#FREEZER

7 days

1 - 2 days

1 - 2 days

3 - 5 days

1 - 2 days

3 - 4 days

3 - 4 days

1 month

1 - 2 months

3 - 4 months

6 - 12 months

12 months

2 - 3 months

2 - 6 months

# o* Refrigerator temperature set to 4 °C or below. Freezer temperature set to -18 C or below
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experience by offering internship opportunities in 

your business.

Volunteer: Allow employees opportunities to take 

time off to undertake relevant volunteer work.  Not 

only can it help improve job performance and 

satisfaction, but it can also enhance a business' 

reputation.

Support a community project: Show deeper 

commitment to the community by investing time 

and /or money in a relevant cause over the long 

term.  It also helps to differentiate from your 

competitors.

Support a charity: Make charitable contributions 

to a charity and enlist customers as partners in the 

cause.  Can be formalised through the 

establishment of a company foundation.

Provide donations: Provide food or assistance to 

humanitarian causes for example by offering food 

and beverages to disaster relief efforts or to 

centres for homeless children or elderly people.

Provide a safe and secure environment

Responsible F&B operators also ensure customer 

health and safety.  Some simple tips include:

Keep a tidy dining environment: Keep floors 

clean, tidy, dry and free of debris and clutter. 

Ensure tables and seating are in good repair and 

free from splinters and rough edges that could 

pose a safety problem.

Serve alcohol responsibly: In Vietnam it is illegal 

to sell alcohol for consumption off premises to 

anyone under the age of 18 years.  While there is 

no minimum age for the sale of alcohol on 

premises, it is sensible to not sell alcohol to minors 

who are not accompanied by an adult.  

Manage security: Customers and staff have the 

right to feel secure and safe at the F&B 

establishment and management has a duty of care 

to see that everything possible is done to reduce 

the risks arising from the actions or activities of 

thieves and dishonest people and other potential 

security threats such as fire.  Control measures 

include providing security personnel, providing fire 

exits, installing and training staff in the use or 

operation of fire fighting equipment and fire 

prevention devices, keeping car parks well lit, and 

training staff how to identify and report suspicious 

behaviour.

Communicate responsible activities

To extend the message of responsibility beyond the 

walls of the business and its suppliers businesses 

should communicate the message about the issues and 

what they are doing to others in order to generate 

further awareness and action in sustainable tourism 

practices.  Such actions can also generate consumer 

interest in the business, enhance the reputation of the 

business within the community, and help differentiate 

the business from its competition.

Methods of delivery of information can include:

Via a section on the business' website

In brochures or flyers that are distributed via the 

front desk, at special events, or displayed in the 

front window or wall

By service staff providing guests with brief 

explanations about business practices and its 

supply chain during table service 

Through press releases on particularly news worthy 

activities that might be of broad interest to the local 

community

General tips for delivering messages about responsible 

tourism practices include:

Emphasise local and seasonal sourcing in the 

description of dishes in the menu. Celebrating local 

produce will delight regulars and tourists alike who 

often like to seek out the dishes and ingredients of 

the region.

Develop strong links with local suppliers and weave 

them into the “business story” – particularly when 

local producers are being supported through fair 

trade practices.  This can help customers develop an 

affinity for the business / brand.

Bring to life the sensuality of the hand-selected, 

wholesome ingredients in the menu, and inform 

customers about where and how the ingredients 

were grown and the business' relationship with the 

grower. This will heighten expectations and 

anticipation of the dishes and make the experience 

more memorable, thereby increasing loyalty. 

Responsible service of alcohol

Assess. Keep a clean and tidy environment and social / friendly 

atmosphere

Interact sociably. Combine monitoring of changes in customer 

behaviour with sociability

Intervene. Break up customer alcohol consumption by offering water 

or food

Remove. Sensitively request intoxicated customers who are verbally or 

physically disturbing other customers to leave

Deny. Refuse already intoxicated people from entering or re-entering 

the premises

(9)

(9) Sustainable Restaurant Association (SRA) [undated], The Sustainable 
Restaurant Association Guide to  Sustainable Kitchens, SRA, London, UK

(8) Alcohol Advisory Council of New Zealand (ALAC) 2009, Where's the line? 
Understanding your role and responsibility in drinker intervention, ALAC, 
New Zealand

(8)
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