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Abstract 
 

This thesis explores how language is negotiated in the present-day English written 

menus. The analysis deals with various strategies of using language in menus of 

different price range establishments and examines how these strategies are applied. In 

conducting the research, I draw on the study reported in Jurafsky (2014) but have 

developed a set of analytical descriptors to explore and evaluate different perspectives 

from which the menus and their lexis may be analysed. The analysis is data driven; it 

employs a Czech National Corpus tool KWords to provide a complex insight into the 

nature of menus. The resulting data are quantified and interpreted. The discussion part 

of the thesis reviews the implication of the findings, identifies newly observed trends by 

comparing the findings to Jurafsky’s (2014) original study, and proposes how the 

learning can be of use to both customers and up and coming start-ups.  
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Anotace 
 

Tato bakalářská práce analyzuje a interpretuje užití jazyka v současných anglicky 

psaných menu. Analýza se zabývá obecnými způsoby využití jazyka v menu restaurací 

různých cenových kategorií. Analýza rovněž zkoumá, jak se tyto způsoby užití jazyka 

uplatňují v praxi. Pro účely práce byl vytvořen soubor analytických deskriptorů, které 

reprezentují rozličné úhly pohledu, jimiž lze na lexikum a jazykový styl jednotlivých 

menu nahlížet. Následná analýza vzorku 90 restauračních menu staví na využití 

korpusového nástroje KWords k poskytnutí komplexního vhledu do podstaty menu. 

Práce dále pojednává o tom, co zjištění nalezená v průběhu analýzy menu znamenají 

pro zákazníky a jak je lze využít v případě začínajících podniků. Při provádění výzkumu 

čerpám z výzkumu zmíněného v Jurafsky (2014), který doplňuji o nově vypozorované 

trendy. Výsledná data kvantifikuji a interpretuji.  

 

Klíčová slova: aplikovaná lingvistika, jazyková analýza, menu, použití jazyka, KWords 
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1. Introduction  
 

Food has always played a vitally important role in our lives; however, the 

perception of food has shifted together with the development of humankind over the 

centuries. While in the very beginning food was no more than a common means of 

survival, nowadays, it is clearly “far from unusual to eat a meal in a commercial 

establishment” (Lyon 2020) since food, as well as the enjoyment of preparing and 

savouring some, became part of our modern-day reality. According to Dickerman, 

“menus are the Pavlov’s bell of eating out”. They are “a literature of control” and 

their language oftentimes serves “less to describe food than to manage our 

expectations” (Dickerman 2003).  

This thesis reports on the linguistic analysis of the use of language in the menus 

of the present-day food establishments in the UK based on price. Another topic 

covered in the thesis is a comparative analysis of the findings against those of 

Daniel Jurafsky’s1 book (2014). The practical use of language is examined in order 

to detect the language particularities and/or major trends being used in the present-

day restaurant industry in the United Kingdom. The analysis focuses on the dataset 

of menus of three major types of restaurants, which were collected online. 

Jurafsky’s book, The Language of Food, served as an important source of 

information and it also helped to understand how to think about language in 

connection with food. Yet, the analysis covered in the thesis is not a replication of 

Jurafsky’s study. The exact research Jurafsky conducted was not replicable as in his 

book it is described in general terms, without stating explicitly the exact 

methodology applied. This is discussed in more detail in Chapter 2. 

Since language enables communication at all levels, people should be well 

aware of in which manner the language of menus speaks to them when having a 

dining experience. In restaurateurs’ culture, menus are vital linguistic devices in the 

mediation of culinary experience of any kind.  The name of the dish not only aims at 

“informing the guest about the food offering, but also creates feelings, images and 

expectations” (Angelopoulos et al., 2019). This implies that menus can have a great 

share in the choice of a particular dish as they often work with one’s subconscious 

                                                           
1
 a professor of Linguistics at Stanford University 
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mind and imagery. Moreover, understanding how menus and their specific language 

function can bring new perspectives on dining; i.e., comprehending the specifics of 

the language of menus, we can perceive the strategies employed by marketers 

making us engage with a particular food establishment. This might also be 

beneficial for start-ups seeking to use language to effectively communicate with 

their customers via menus. 

The thesis consists of seven chapters. The Introduction establishes the thesis’ 

focus and introduces the language of restaurant menus. Chapter Two sets out the 

methodology applied while carrying out the linguistic analysis. It specifies both the 

process of data collection and data sampling. Chapter Three is dedicated to the 

analysis. Food (respectively menus) is a source by which groups “stratify 

themselves” (Wright and Ransom, 2005). Therefore, the analysis stratifies 

individual food establishments based on price. Their menus are divided into one of 

the three categories: low-cost, mid-range, and expensive. This division is further 

developed in Section 2.2.2. The analysis also worked with the Czech National 

Corpus, which is referred to as CNC in the thesis, namely its application KWords. It 

has been chosen as an important engine for carrying out the textual analysis, mainly 

because of its high-quality database and because it also enables researchers to work 

with the referential corpus of British English known as British National Corpus, 

which will be referred to as BNC in the thesis. The KWords application is discussed 

in more detail in Section 2.3.1., and the KWords analysis and its findings are the 

subject of Chapter Four. Chapter Five undertakes a comparative analysis of the 

menus offered in each type of restaurant or dining establishment to determine both 

the nature and the distinctive features of the given menus. Chapter Six presents the 

discussion of the findings, focusing on specific aspects of the menus’ lexis, and 

interpreting the positioning and targeting of the respective food establishments as 

inferred through the lens of a linguistic analysis. The second part of this chapter 

compares the analysis’ findings with those of Jurafsky. Conclusions and final 

comments follow. 

 A range of linguistic publications and articles dealing with the complex matter 

of menus and/or their language were also made use of while carrying out the 

research. Their review follows in Chapter 2. 
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2. Methodology  
 

2.1. Literature review  
 

Numerous linguistic and sociological articles, newspapers, and magazines deal 

with the relationship between menus and language. Such secondary literature 

discusses the importance of food in one’s life, the history of a country’s culinary 

culture, the use of language in domestic environments (i.e., in cookbooks, or family 

recipes), often in wide, general contexts. Some authors (Teller, Dudek) are 

interested in specific phenomena, for instance, the use of foreign terms in Chicago 

restaurant menus, or the use and function of metaphors in food. However, most of 

the secondary literature encountered does not provide information that could be 

further developed in this thesis. 

The present thesis draws primarily on Jurafsky’s study undertaken and reported 

in The Language of Food (2014). Jurafsky proceeds from his linguistic study 

conducted in collaboration with Victor Chahuneau, Noah Smith, and Bryan 

Routledge from Carnegie Mellon University, PA. Their study was based on a 

substantial dataset of 6500 modern-day American menus that had been collected 

from restaurants and dining establishments located in New York, Boston, Chicago, 

Philadelphia, Washington DC, and San Francisco, using the means of the Internet.  

While carrying out their study, Jurafsky and his team controlled numerous 

factors such as the city, neighbourhood, being situated on a main street, or the type 

of cuisine particular menus offer to customers. Those and other factors subsequently 

helped them to gain a more in-depth insight into the nature and linguistic properties 

of American menus. Jurafsky and his colleagues also wrote a computer software 

programme enabling them to control the emphasis put on branding and provenance.2  

Jurafsky’s conception of the menus is different from the conception introduced 

in this thesis. Although Jurafsky also divided his menus on the basis of price, he did 

not strictly distinguish the low-cost menus from the mid-range menus; in the study, 

he simply calls all the menus whose prices are low or reasonable (i.e., not 

                                                           
2
 In practice, it means that the software counted the number of individual farms, pastures, woodlands, 

ranches, gardens, farmer’s markets, heritage pork, or heirloom tomatoes occurring in the menus of 

different price classes. 
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overwhelmingly high) as cheap menus. Thus, the perspectives on the low-cost and 

the mid-range menus tend to overlap one another in his book.  

A number of different findings are presented in The Language of Food, some of 

which were used for comparison with the findings obtained through the analysis of 

British menus undertaken in this study. A summary of Jurafsky’s key findings is 

presented in the following figures. 
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Expensive menus 

Jurafsky’s 

claim: 

 

1.  “Expensive restaurants mention the origins of the food more than 15 

times as often as inexpensive restaurants.” 

2.  “Obsession with provenance is a strong indicator that you are in an 

expensive, fancy restaurant.” 

3.  “Expensive restaurants have half as many dishes as cheap restaurants, 

are three times less likely to talk about the diner’s choice, and are seven 

times more likely to talk about chef’s choice.” 

4.  “A lot of foreign words are used on fancy menus.” 

5.  “[American] modern fancy menus are light and terse, with no cheap 

filler adjectives or endless protestations about what’s ‘real’.” 

Figure 1: Jurafsky’s findings touching the expensive menus  

 

Cheap menus 

Jurafsky’s 

claim: 

 

1.  “Inexpensive restaurants just have far more dishes. On average twice as 

many.” 

2.  “Cheap restaurants are likely to give a choice of sizes, or a choice of 

proteins.” 

3.  “[…] on menus of cheap restaurants the word you appears much more 

often, in phrases like ‘your choice’ or ‘your way’.” 

4.  “[…] long, wordy menus with lots of filler words occur in the middle-

priced restaurants.” 

5.  “You’ll find the word [real] on lots of menus, but exactly which foods 

the restaurants claim are ‘real’ depends sharply on the price. Cheap 

restaurants promise you a real whipped cream, real mashed potatoes, 

and real bacon.” 

Figure 2: Jurafsky’s findings touching the cheap menus  
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Although considerably general, Jurafsky’s findings provide a useful frame 

within which it was possible to examine the lexis of restaurant menus in a non-

American environment. The analysis design has therefore – mainly conceptually – 

drawn on some of the analytical categories introduced by Jurafsky and his team. The 

analytical procedure adopted, however, developed a closer textual focus as that was 

deemed appropriate for the analysis of the menus register and lexis. A comparative 

review of Jurafsky’s findings with the findings obtained in the present study is 

revisited in Section 6.5. 

2.2. Data 
 

Since the key focus of the thesis is directed towards the English language used in 

menus, a dataset of individual menus was assembled. The dataset subjected to the 

linguistic research and analysis in the thesis comprises 90 samples of English-written 

menus that were collected within the period from June to September of 2020 via the 

means of the Internet. A representative sample of menus for each price category is 

introduced in Appendices. 

2.2.1. Data collection 
 

The assembling of the dataset was based on the collection of individual samples 

of English-written menus, using the browser engine of the web called TripAdvisor3 (that 

will be further referred to as TA in the thesis). TA builds its database of establishments 

on reviews and ratings of people who have visited the restaurants, and whose 

assessments are based on their first-hand experience. Therefore, TA has been useful in 

identifying particular restaurants and other dining establishments whose menus were 

subjected to the analysis.  

Furthermore, the 90 menus dataset was differentiated regionally. In practice, the 

default dataset of the thesis comprises menu samples that were collected in three 

different regions of the United Kingdom. Namely, the following regions were chosen as 

representative areas of the country: Greater London, West Midlands, and Northwest 

England. From each of the aforementioned United Kingdom’s regions, the cities with 

                                                           
3
 TripAdvisor = the world’s largest travel guidance platform helping people to organise their trips and 

vacation. It recommends where to stay, what to do and where to eat based on guidance from others 

who have already visited a particular destination or establishment. As a travel guidance company, TA is 

available in 43 markets and 22 languages.  
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the highest inhabitation rate were subsequently chosen as the sources for the menu 

collection process; these include the capital, London, Birmingham, Manchester, and, as 

the case may be, their suburban areas. The choice of the particular cities and their 

suburban areas was also governed by the fact that some of the great names of the 

culinary world, such as Gordon Ramsay, James Martin, Adam Stokes, or Clare Smyth4, 

have decided to run their own dining establishments in the areas mentioned.  

2.2.2. Data processing 
 

The process of data sampling has been governed by several criteria. Firstly, the 

individual restaurants, fast-foods, and other dining establishments, whose menus 

constitute the overall dataset, have been divided into three major categories based on the 

price they charge their customers for the culinary, sometimes even sensual experience 

provided. The categories were also distinguished based on the price differentiation of 

the particular establishments which were to be found on the TA website. In concord 

with the TA’s conception, the following categories have been defined for the dataset of 

the thesis: Expensive restaurants ($$$), Mid-range restaurants ($$), and finally, Low-

                                                           
4
 Gordon Ramsay = Internationally renowned, multi-Michelin starred chef Gordon Ramsay has opened a 

string of successful restaurants across the globe, from the UK and France to Singapore and the United 

States. Gordon has also become a star of the small screen both in the UK and internationally, with shows 

such as Kitchen Nightmares, Hell’s Kitchen, Hotel Hell and MasterChef US. 

James Martin = a British chef and television presenter, best known for his television work with 

the BBC and ITV. Martin presented the BBC cookery series Saturday Kitchen from 2006 until 2016. More 

recently, Martin has presented James Martin's French Adventure (2017), Saturday Morning with James 

Martin (2017–present) and James Martin's American Adventure (2018) for ITV. In September 2013 

Martin opened his restaurant James Martin Manchester, specialising in modern British cuisine. 

Adam Stokes = a British chef. After two years at college, studying hotel and catering management, 

Adam began his professional career, spending seven years learning his trade at Hambleton Hall in 

Leicestershire under Aaron Patterson. Leaving this role as sous chef, in 2008 he became head chef at 

Glenapp Castle in the lowlands of southwest Scotland. In the four years he stayed in Scotland, he 

secured a fourth AA rosette and his first Michelin star. In January 2016, he opened his new restaurant 

Adam's, which offers Michelin-starred food full of strong flavours. 

Clare Smyth = the first and only female chef to run a restaurant with three Michelin-stars in the UK. 

Clare grew up on a farm in County Antrim, Northern Ireland. Since moving to England at the age of 16, 

she has worked with an uncompromising devotion to her craft, training in some of the most celebrated 

kitchens in the world. In her time as Chef Patron at Restaurant Gordon Ramsay in Hospital Road, her 

many awards included 10/10 in the Good Food Guide, five AA rosettes and an MBE for services to the 

hospitality industry. Clare also won the Cateys Chef of the Year Award 2016 and Michelin Female Chef 

2017. 
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cost restaurants ($). To obtain the most diverse data, fast-foods and other dining 

establishments were also integrated into one of the three categories given, even though 

they would not be considered as a restaurant in practice.  

2.2.3. Data format 
 

Secondly, the 90 menus found on the Internet had been downloaded in PDF 

format. When there was no PDF menu available for the download, the online menus 

were print screened and the individual print screens were then converted to PDF format. 

Next, the print screens converted to the PDF format were combined into one coherent 

menu. Once downloaded, the menus were subsequently converted into UTF -8 

(Unicode) format, which is a format required for the insertion of texts in the KWords 

tool. The KWords analysis is further discussed in Chapter 4. 

2.2.4. Descriptors 
 

To be able to further carry out both the analysis and the actual interpretation of 

the socio-economic aspects and discourse, as well as the comparison with Jurafsky’s 

findings, a set of ten different descriptors had subsequently been established.  

The set of descriptors was, for clarity as well as coherence and accessibility of 

the data collected, organised within a searchable spreadsheet using Microsoft Excel that 

served to facilitate both the quantitate and qualitative data analysis. In the spreadsheet, 

individual items (menus) could be filtered according to the location of a particular 

dining establishment, price category, and the descriptors. 

In the analysis, ten specific descriptors were employed (Figure 3). These 

included Of your choice / your way, Chef’s selection / chef’s choice, Use of foreign 

language(s), Emphasis on branding and provenance, Excessive use of descriptive 

adjectives / filler words, Offering upgrade, Artistic menu design / Distinctive visual 

features, Alternatives (e.g., vegan, vegetarian, gluten-free), Limited register and Region. 

In part, the descriptors draw on Jurafsky’s (2014) original study (i.e., descriptors 1, 2, 3, 

4, 5, and 8), and some (i.e., descriptors 6, 7, 9, and 10) also reflect the themes that were 

repeatedly emerging in the register of the menus reviewed and analysed. 5 Overall, the 

                                                           
5
 Note: The tenth descriptor, region, serves as a rather supportive descriptor – i.e., in the thesis, there is 

no separate subchapter dealing with the use of this descriptor. Contrary to that, other descriptors are 
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descriptors created the pragmatic link between the motivations of restaurant 

entrepreneurs to promote their business and the linguistic realisation of articulating the 

specific food offer and service.  In the context of the linguistic analysis undertaken, the 

descriptors assisted in refining the focus on lexis used in the menus to articulate the 

nature of the individual types of menus and their respective food establishments.  

 

Number Descriptor 

1. Of your choice / your way 

2. Chef’s selection / chef’s choice 

3. Use of foreign language(s) 

4. Emphasis on branding and provenance 

5. Excessive use of descriptive adjectives / filler words 

6. Offering upgrade 

7. Artistic menu design / Distinctive visual features 

8. Alternatives (e.g., vegan, vegetarian, gluten-free) 

9. Limited register 

10. Region 

 

Figure 3: List of descriptors 

 

In the analysis, each menu was assigned a number (1-90)6, as that assisted in the 

systematic processing and presentation of the data. The complete dataset comprising 

90 samples of menus in total was subsequently analysed based on individual 

descriptors, i.e., each menu was analysed nine times in total, from the point of view 

of each of the descriptors.7 When the analysis found out that a particular descriptor 

is employed repeatedly in a given menu, the menu was coded for “yes” in the Excel 

table. For example, when a given menu repeatedly employed a foreign language, it 

was coded for “yes”, meaning it fulfilled the descriptor number 3. In the opposite 

                                                                                                                                                                          

each discussed within respective subchapters. The findings resulting from the research of the 

employment of the tenth descriptor are presented at the end of each subchapter. 
6
 See the Appendices for a full overview of the menu data. 

7
 For example: Menu 1 was analysed to find out whether it employs phrases “of your choice / your 

way”. Then it was analysed to find out whether it works with phrases such as “chef’s selection / chef’s 

choice”. Subsequently, the menu was analysed to discover whether it employs any foreign language or 

languages and so on. The same applies to the rest of the menus as well. 
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case (i.e., when a given descriptor was not employed at all or to a negligible degree 

given the extent of a menu), the menu was coded for “no”, meaning it did not fulfil 

the particular descriptor.   

Next, the coded dataset of 90 menus was filtered out to show only adequate 

results for a specific price category at a time, e.g., while examining the character of 

the low-cost menus, the Excel table set the price category filter to “low-cost” to 

obtain results for the low-cost menus only. Within each price category, the analysis 

then examined the character of a particular type of menu, the individual language 

particularities and tendencies. The findings of this analysis are presented in 

Chapter 3. 

In addition, using the results of the filtration, a percentage of both complying 

and non-complying items was calculated using the mathematical principle of the 

rule of three. The overall percentage results also supported the concretisation of 

linguistic and other phenomena employed in the menus. The percentage graphs for 

each of the three price categories are presented in Chapter 3 as well.  

To illustrate the nature of menus belonging to different categories, Figures 4 – 6 

present three menu excerpts.  
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Figure 4: Menu 28 – low-cost category  
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Figure 5: Menu 74 – mid-range category  
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Figure 6: Menu 62 – expensive category 
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The markedly different nature of the menus presented is evident. The most 

notable differences are connected with the visual conception where each of the 

menus presented employs different means of artistic expression ranging in the use of 

photographs, specific symbols, to illustrations. Regarding the lexicon, Menu 26 

introduces the instances of phrases imitating the “your choice/way” phrases. 

Contrary to that, the use of the word “fresh” is considerably high in Menu 74, and 

Menu 62 employs French as a primary language when listing individual dishes. 

Those and other language particularities and phenomena are further discussed in 

Chapter 3.  

2.3. Methodology used  
 

The analytical approach used in the research employed mixed methods, i.e., the 

findings presented in this thesis were based on the employment of both the 

qualitative and quantitative approaches8. The quantitative approach responsible for 

trawling systematically through the data is represented by assembling the overall 

dataset of menus, retrieving collocational sets, sorting out the individual 

perspectives on the language of the menus into one of the three price categories. 

This was achieved mainly, by employing the filter function in the Microsoft Excel 

software application and the use of KWords corpus tools. On the other hand, the 

qualitative, micro-analytical approach was indispensable to interpret the data in their 

local context and to understand the different stylisation of menus analysed. The 

analytical procedure was divided into several steps. 

Firstly, the analysis examined the collected dataset of menus using a set of 

descriptors designed for the research to specify and comment on the characteristic 

features and tendencies present in contemporary British menus. Secondly, the 

analysis compared individual types of menus to determine what the menus have in 

common as well as the aspects in which they differ. Thirdly, the findings were 

summarised and interpreted in the Discussion chapter. A part of the Discussion 

constitutes the comparison of the findings with those of Jurafsky, aiming to 

determine the distinctiveness of the restaurant menus in the British restaurant 

                                                           
8
 For further information about the methods, see Dörnyei, Research Methods 

in Applied Linguistics (2007). 
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context. It is the comparative analysis that has the potential to indicate current 

stylistic trends in the English-written menus.  

2.3.1. KWords 
 

The tool employed for the qualitative research is the CNC and its application 

KWords. The primary role of the KWords application is to identify so-called 

keywords in an input text. The input text is analysed and compared with a particular 

corpus, such as BNC used for the purpose of this thesis. The words identified as 

keywords are those, whose frequency is markedly higher in the input text than in the 

corpus to which it is compared. This enables both uncovering and assessing the 

discourse of the language of the representative corpus and highlighting the words 

some native speakers might not be familiar with. This linguistic tool enables one to 

uncover the tendencies present in the menus. It also illustrates what words are not 

yet common parts of the lexicon.  

Another reason for employing the KWords application is that it allows 

subjecting a considerably large amount of data to the analysis. This proved 

beneficial as the analysis was working with nearly 100 menus. Such qualities make 

KWords a highly efficient engine suitable for the analysis.  
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3. Analysis  
 

This chapter analyses the findings discovered while carrying out the analytical 

research. Using the set of ten descriptors, each of the 90 menus collected had been 

examined concerning the specific instances introduced by the individual descriptors. 

The findings for the low-cost menus are always introduced first, followed by 

findings for the mid-range menus. The findings relevant to the expensive menus are 

consistently presented last. To represent the findings visually, the chapter includes 

different graphs and other graphical material. 

3.1. Sections of the menus  
 

As a whole, menus act as a marketing tool through which the restaurant owners 

communicate the offer of a given establishment and how much they charge for 

individual dishes. The price is a result of several factors, e.g., the origin of the 

ingredients, the target group of customers, or the type of cuisine. From a linguistic 

point of view, menus can be regarded as texts creating in the customers’ mind a 

scheme of what to expect – the customers expect to be presented a list of dishes to 

choose from. Therefore, the principal function of menus is to list the offer of a given 

dining establishment. Since this function is present in all types of different menus, 

menus can be regarded as texts creating a group of texts with the same function. 

This means that, in terms of linguistics, menus create a specific genre. The term 

genre is used to “classify types of spoken or written discourse. These are normally 

classified by content, language, purpose and form” (“Genre”). Menus also have their 

specific form, respectively, structure; however; the compositional structure of 

menus varies.  

As linguists Arnold M. Zwicky and Anne D. Zwicky mention in their article 

America's National Dish: The Style of Restaurant Menus, it is “the nature of a menu 

to be a catalog […] usually subdivided according to the traditional parts of the 

meal” (Zwicky and Zwicky 1980). The traditional distinction subdivides particular 

menus into parts such as appetizers, main dishes, and desserts. This division applies 

to the majority of menus, regardless of the type of cuisine, social status, or the 

dining establishment. The individual parts of menus can sometimes be labelled in 
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French (ibid.), for example, hors d’oeuvres (appetizers), entrées (main dishes), etc. 

The use of foreign languages in menus is discussed in greater detail in Section 3.5. 

3.1.2. Low-cost menus 
 

The traditional division is commonly employed in the low-cost menus. Also, 

they usually do not rely on labelling the individual parts of the meal by French 

terms. On the other hand, some low-cost menus use more “whimsical, thematic 

terms” (Zwicky and Zwicky 1980) instead, for instance, “Sweet Finisher” is used 

for desserts at Amma’s Canteen in Manchester (menu 81).  

Nowadays, it is rather common that menus are subdivided even more, not just 

according to the traditional parts of the meal. Other sections appearing on the low-

cost menus are, e.g., small plates, big plates, add ons, deals, vegetarian and vegan, 

selections and shares, savoury, sweet, or others. Some low-cost menus (i.e., 

13, 33%) are subdivided even according to the type of proteins. This means that 

those menus comprise sections divided like chicken, beef, fish/oysters/shrimp.  

A group of low-cost menus contain a section offering the customers authentic 

street food popular in particular foreign cultures, such sections are called, e.g., From 

the street car or Sicilian streetfood. However, this section occurs only in 6, 66% of 

the low-cost menus analysed. Other low-cost menus (i.e., 20%) divide the whole of 

the menu into small individual menus valid for a special occasion only, for example, 

All Day Menu, Lunch Menu, Takeaway Menu, Brunch.  

3.1.3. Mid-range menus  
 

The mid-range menus analysed also employ the sections discussed in the case of 

low-cost menus, these are small plates, big plates, large plates, (appearing in 

16, 66% of menus), add ons (appearing in 26, 66% of menus), vegetarian 

(appearing in 66, 66% of menus) and vegan (in 56, 66% of menus), selections and 

shares (in 30% of menus). Individual menus valid during national holidays and 

other special occasions,e.g., Sunday roast / Sunday lunch, Party and Christmas 

Menu, Christmas Day Menu, New Year’s Menu, Afternoon tea can be found in 53, 

33% of mid-range menus.  
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Yet, a number of mid-range menus (i.e., 20%) comprise sections that have not 

been discussed so far. These sections are a la carte (i.e., that each dish is ordered as 

well as paid for individually since it is not a part of a larger meal), and set menu 

(i.e., a menu of limited options for each course, having a fixed price). Such sections 

are not to be found in the low-class menus. 

3.1.4. Expensive menus 
 

The most traditional division of menus based on the parts of the meal (i.e., 

starters / appetizers / hors d'oeuvres, mains / main dishes / entrée, and desserts) is 

also employed in the expensive menus analysed. 

What is more, several expensive restaurants (i.e., 16, 66%) rely on a subtler 

division, similar to the one used by some of the low-cost menus. They distinguish 

their menus into different sections such as meat, vegetarian, and oysters/seafood. 

The expensive menus also include a specific subsection that has not been discussed 

so far as it does not appear on the low-cost menus at all and only to a negligible 

degree in a few mid-range menus. This subsection is usually introduced either as 

Theatre Menu or Pre & Post Theatre Menu. It commonly appears on menus of 

expensive restaurants that can be found at a relatively close distance from various 

theatres (i.e., these are 6, 66% of restaurants). The Theatre Menu usually consists of 

three courses (starter, main, dessert) that are offered at a fixed price. In addition, 

such menus are usually on offer between five and six in the afternoon to ensure that 

people visiting the nearby theatres (that normally start playing around seven in the 

evening) are able to enjoy their meal and arrive on time to see the play.  

Apart from that, the expensive menus also use another subsection that has not 

been discussed so far. This subsection is called Tasting Menu. As the title suggests, 

such a menu serves primarily for tasting, since it comprises a different number of 

courses, for example, five, six, eight, nine, or even ten courses, usually offered for a 

fixed price. The courses are of exquisite quality and carefully chosen to show the 

skill of the chef and may be accompanied by a selection of complimenting wines. 

The Tasting Menu section was found in 20% of expensive menus. Another 

subdivision employed in the expensive menus is represented by the aforementioned 

a la carte (employed by 33, 33% menus) as well as set menus (employed by 16, 66% 
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of menus). Apart from that, the expensive menus also divide their menus into the 

sections found in both the low-cost and the mid-range menus: vegetarian (26, 66%) 

and vegan (13, 33%) dishes, selections and shares (10%), Sunday roast / Sunday 

lunch, Party and Christmas Menu, Christmas Day Menu, New Year’s Menu, 

Afternoon tea (26, 66%).  

3.2. Analytical descriptors 
 

The set of individual descriptors can be regarded as a set of different 

perspectives, from which the menus were assessed. For example, the first (i.e., the 

“of your choice / your way”) descriptor was applied in the analysis to discover how 

many menus of each price category use such phrases or similar phrases. The other 

descriptors were used in an analogical way. The findings are depicted in the graphs 

and commented in Subchapters 3.3 – 3.11.  

3.3. Of your choice / your way 
 

The first phenomenon examined by the analysis is the employment of the “of 

your choice / your way” descriptor by individual restaurants and dining 

establishments. The analysis investigated the dataset of 90 menus focusing on 

finding out to what degree the British samples (menus) tend to employ the “of your 

choice / your way” and analogous phrases. The findings of the analysis regarding 

this descriptor are illustrated in the following graph. The question of choice is 

further discussed in Chapter 6. 
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Figure 7: Graph illustrating the findings for the Of your choice / your way 
descriptor 

 

3.3.1. Low-cost menus 
 

The “of your choice / your way” descriptor is generally used by one-third of the 

low-cost menus. The communicative function of these phrases is quite simple as 

they are related to the amount of choice individual establishments (and their menus) 

provide to the customers.  

These phrases essentially suggest that the establishment is prepared to expand 

the choice of the customers by adjusting a particular meal to their liking, for 

example, as in Chocolate Fudge Cake served with your choice of freshly whipped 

cream, dairy ice cream or custard; Flour tortilla with your choice of filling, or in 

phrases such as Select your base of either: steamed jasmine rice, egg fried rice, or 

CHOOSE YOUR MAIN, CHOOSE YOUR SIDE, CHOOSE YOUR DRINK, reasons 

why it might be so are discussed in more detail in Chapter 6. 

3.3.2. Mid-range menus 
 

The mid-range restaurants also tend to employ the “of your choice / your way” 

phrases in their menus. Although, as the graph shows (Section 3.3), they do so 

moderately with less frequency in comparison with the low-cost menus – less than a 

quarter of mid-range restaurants do employ such phrases on their menus. The use of 
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the “of your choice / your way” phrases in the mid-range menus is demonstrated in 

the following examples: choose your choice of meat or seafood; home cut chips, 

salad and a filling of your choice; Fillet of steak. Cooked to your choice. Since the 

overall number of mid-range menus employing those phrases in their menus is 

relatively small, it points out a certain inclination in the nature of the mid-range 

menus. In other words, the majority of the mid-range restaurants of the overall 

dataset provide the customers with a fixed offer of meals that are not meant to be 

customised according to customers’ will. The analysis further explains this 

phenomenon in Chapter 6. 

3.3.3. Expensive menus  
 

The number of expensive restaurants adjusting the dishes to their customers’ 

liking is rather minimal. As the graph presenting the findings (Section 3.3) 

demonstrates, the number of menus using phrases “of your choice / your way” and 

their analogous phrases is approximately seven percent of all expensive menus 

collected. This fact indicates that the tendency of menus not to publicise the offer of 

choice is even stronger than that of the mid-range menus. Thus, from the linguistic 

point of view, it is not likely to encounter the “of your choice / your way” and 

similar phrases in the expensive menus.  

3.3.4. Regional findings 
 

In the areas of West Midlands and of Greater London, the number of 

establishments whose menus offer the customers to have their dish adjusted “their 

way” is equal – i.e., out of 30 menus collected within each region, 16, 66% of 

menus employ the “of your choice / your way” and similar phrases. Contrary to that, 

the number of establishments using such phrases in menus in the region of 

Northwest England is approximately twice as high – i.e., 30%. This makes 

Northwest England the most customer-friendly region in terms of adjusting a meal 

according to their preferences.  
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3.4. Chef’s selection / chef’s choice 
 

The next phenomenon examined by the analysis was the employment of the 

“chef’s selection / chef’s choice” descriptor, representing an antipole to the “of your 

choice / your way” descriptor. The following graph illustrates the analysis’ findings. 

The employment of “chef’s selection / chef’s choice” and similar phrases is further 

discussed in Chapter 6. 
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23,33%

13,33%

80,00%

76,67%

86,67%

Expensive
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Low-cost

CHEF'S SELECTION / CHEF'S CHOICE

YES NO

 

Figure 8: Graph illustrating the findings for the Chef’s selection / chef’s choice 
descriptor 

 

3.4.1. Low-cost menus 
 

The percentage of the low-cost menus employing the subdivision is minimal. 

The graph indicates that only 13% of the dataset of low-cost menus employ such 

phrases. Rarely do low-cost restaurants employ both the “of your choice / your way” 

and the “chef’s selection / chef’s choice” phrases simultaneously in their menus.9 

The phrases analogous to the “chef’s selection / chef’s choice” employed in the low-

cost menus are, e.g., Chef’s specials, Chef’s favourites, or Assorted dishes selected 

by our head chef and other phrases.  

  

                                                           
9
 Only three menus out of 30 low-cost menus in total do so. These are menus number 28, 29, and 56. 
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3.4.2. Mid-range menus  
 

As illustrated by the graph (Section 3.4), the number of mid-range restaurants 

employing the “chef’s choice/chef’s selection” and similar phrases in their menus is 

equal to the number of mid-range restaurants employing the “of your choice / your 

way” (i.e., 23, 33%). Chef's Mixed Platter For Two, Chef's Mixed Grill, Del Chef are 

some of the phrases that can be found within the sample of mid-range menus. Similarly 

to the low-cost menus, a very small number (i.e., only two) of mid-range menus 

eventually employ both types of phrases; these are menus number 42, and 76.  

3.4.3. Expensive menus 
 

Regarding the use of the “chef’s choice / chef’s selection” types of phrases in the 

expensive menus, the graph (Section 3.4) illustrates that 20% of expensive menus 

actively use those phrases. They are generally used in subsections presenting the best 

the given establishment has to offer in terms of culinary skill and also the highest in 

terms of price. Examples of the use of such phrases are Chef counter menu, Chef's 

tasting menu, Terrine du chef, Chef’s choice daily. However, the graph also illustrates 

that eighty percent of the present-day expensive menus no longer employ such phrases.  

3.4.4. Regional findings 
 

The number of establishments mentioning the “chef’s choice / chef’s selection” 

in their menus is the largest in the West Midlands region (i.e., 26, 66% of restaurants 

mention chef’s choice/selection). The tendency to point out dishes recommended by a 

chef is lower in the Greater London region (i.e, 16, 66% of menus do so), and the lowest 

in the region of Northwest England (i.e., only 13, 33% menus employ “chef’s choice 

and analogous phrases). 

3.5. Use of foreign language(s) in menus 
 

The majority of the present-day British restaurants and dining establishments 

employ one or more foreign languages in their menus. This linguistic phenomenon is 

further discussed in the following subchapter. The graph indicates the employment of 

foreign language(s) in the menus.  
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Figure 9: Graph illustrating the findings for the Use of foreign language(s) 
descriptor 

 

3.5.1. Types of cuisine 
 

The graph indicates that the employment of foreign languages, respectively, the 

specific vocabulary of individual ethnic groups, is a characteristic feature of the menus 

irrespective of the price range. These foreign (ethnic) terms are used to refer to either 

particular components of a meal (e.g., injera10), or the whole dish (e.g., chicken 

shawarma11).  

Using TA, the analysis researched the type of cuisine each establishment 

specialises in. In some cases, TA refers to the type of cuisine generally (e.g., 

Mediterranean, Asian, European), in other cases, it uses a subtler typology (e.g., Greek, 

Italian, Spanish, Vietnamese, Japanese, Chinese, British, French). Besides, each 

establishment usually specialises in more than one type of cuisine, for instance, Andy’s 

Greek Taverna in London (menu 42) prepares the Mediterranean, Greek and European 

cuisines, the Jasmine Grill in Manchester (menu 74) prepares the Lebanese and Middle-

Eastern cuisines, etc. The following pie charts demonstrate the percentage of restaurants 

preparing particular cuisines in each price range.  

                                                           
10

 injera = an Ethiopian sour fermented flatbread 
11

 shawarma = a Lebanese dish comprising meat roasted on a vertical rotisserie, this dish is very similar 

to the Doner kebab 
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Figure 10: Graph illustrating the percentage of low-cost restaurants preparing 
particular cuisines 
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Figure 11: Graph illustrating the percentage of mid-range restaurants preparing 
particular cuisines 
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Figure 12: Graph illustrating the percentage of expensive restaurants preparing 
particular cuisines 

 

The greatest diversity can be found in the mid-range restaurants since they 

prepare 21 different cuisines in total. The low-cost restaurants closely follow the mid-

range establishments as they prepare 19 different cuisines in total. The expensive 

restaurants prepare 8 different cuisines in total, the British, French and European 

cuisines have the leading position in terms of the cuisine offered.   

3.5.2. Historical background and dynamics within the language   
 

The explanation for the high frequency of foreign languages in menus is the fact 

that the dataset for the analysis did not exclude ethnic restaurants. Another reason why 

foreign languages play a part in present-day British menus is that any language, 

including English, is not static but dynamic (i.e., it constantly changes and develops in 

time). “Given the history, we have to expect menu language to change with the times” 

(Schwartz 2001).  

During the late 1950s and 1960s, many people from former British colonies 

(especially those in present-day India and southwest Asia) started to migrate to the 

United Kingdom, chasing the vision of a better life, and with the people also came their 

culture, cuisine and new flavours. As a result of the migration, the 1960s saw “a 

dramatic rise in the number and spread of Indian restaurants in Britain, especially in 
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London and the South East” (Castelow 2018).  Besides, by 1975 the British were eating 

out regularly, oftentimes trying foreign cuisines and newly available dishes and so it 

happened that “the nation’s love affair with Chicken Tikka Masala had well and truly 

begun” (ibid.). Therefore, based on the history of the United Kingdom, it is usual to 

encounter words like paneer, tikka, masala (of Hindu, Punjabi, and Urdu origin), Balti 

(perhaps from a dialect spoken in the area near Pakistan), or naan (of Hindi origin) on 

the menus.12 Apart from these languages, Italian, Japanese and Chinese are also 

commonly used in the menus.  

The high employment of foreign vocabulary in the menus may also be a result of 

what Jurafsky mentions in his book, i.e., “menu writing manuals of the day advised 

restaurants to ‘continentalize your menu’” (Jurafsky 2014). In other words, the menu 

writing manuals in the 1970s in America advised restaurants and other dining 

establishments to incorporate foreign languages into their menus to become more 

appealing and exclusive to their customers as “status and social class never really go 

away” (Jurafsky 2014). 

3.5.3. Low-cost menus  
 

The graph (Section 3.5) indicates that using foreign languages in their menus is 

not uncommon for 53% of the low-cost restaurants or fast-food establishments, yet the 

low-cost menus have the lowest occurrence of foreign expressions when compared with 

the other menus.  

On the contrary, the low-cost restaurants proved to be the most diverse in terms 

of the cuisines prepared, which is why the presence of foreign languages is still a 

characteristic feature of more than half of their menus. The most widely used foreign 

languages in low-cost menus are mainly Italian (calzone, GATTO' DI PATATE, 

arancino al burro), Middle-Eastern languages such as Lebanese (sambousek, musakaa, 

tandoori), Turkish (shashlik), Urdu, and Persian (tandoori) African (kategna, derho 

                                                           
12

 paneer = an Indian cheese made from cow or buffalo milk, tikka = a dish consisting of marinated 

pieces of meat, paneer, or vegetables, masala = a mixture of Indian spices 

Balti = a type of lamb meat or goat meat curry 

naan = a type of flatbread 
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alicha) or Greek (fava, tyrokafteri).13 The appearance of foreign terms on the low-cost 

menus is further discussed in Chapter 6. 

3.5.4. Mid-range menus 
 

The graph (Section 3.5) indicates that using either one or more foreign languages 

on their menus is also common among mid-range restaurants and dining establishments. 

More than three-quarters of the present-day British mid-range menus employ foreign 

languages to some degree. Even though the low-cost menus diverse the most in terms of 

the cuisines offered, it is the mid-range menus that use foreign vocabulary the most (i.e., 

83, 33% of mid-range menus do so). Some of the most used loan words in mid-range 

menus are of Hindu and Punjabi origin (paneer, tikka, naan). Italian (Insalata di mare, 

Tris di cicchetti, PANE, BURRO e ACCIUGHE), Spanish (chinchulines, chistorra, 

mollejas), or Syrian (muhammara, shorba, shish taouk) words can be encounter in the 

mid-range menus too.  

3.5.5. Expensive menus  
 

Foreign languages are highly employed in the menus of expensive restaurants as 

well. From the overall dataset of expensive menus collected, 70% of the samples 

incorporate foreign language(s).  One of the most frequently used foreign languages in 

the expensive menus is French. However, the presence of French in the menus is rather 

ambiguous. One of the reasons why expensive menus frequently tend to use French is 

because of the “traditional association of French and fine food” (Zwicky and Zwicky 

1980). This association is still deeply rooted in the public’s subconscious mind; when 

customers see French terms used on menus, it tends to evoke the promising vision of a 

delicious meal, and the restaurant owners seem to be well aware of this. The French 

reputation in the art of cooking is “so high that a few French terms on a menu can 

enhance a restaurant’s prestige considerably” (Teller 1969). 

                                                           
13

 calzone = a kind of Italian folded pizza, Gatto' di pattate = a rustic savoury cake made of potatoes, 

arancino al burro = Sicilian rice balls, stuffed with ham and cheese 

sambousek = a Lebanese meat pie, musakaa = a vegetable and ground meat dish similar to French 

ratatouille, tandoori = a method of cooking meat in a clay oven called tandoor, shashlik = a dish of 

skewered meat similar to shish kebab 

fava = a dish made of yellow split peas called fava, tyrokafteri = a cheese-based spread 

kategna = a traditional Ethiopian appetizer consisting of the injera flatbread and mixture of butter, 

derho alicha = a dish of chicken and vegetables 
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 Yet, French is not incorporated in the expensive menus only because of 

“aesthetic” reasons, or to impress the diner. Many terms are essential simply because 

there is “no other world that would do” (ibid.). Here are some examples of using French 

in expensive menus: sea vegetable consommé, dulse beurre blanc, Rice Pudding 

parfait, Mille Feuille, polish charcuterie & braised sauerkraut and the like.14  

The multicultural nature of the culinary industry is responsible for the fact that 

French is not the only language appearing in menus; other languages such as Italian 

(Balsamico di Modena, Osso Bucco), Japanese (Yakitori chicken, Nigiri), or Spanish 

(árbol chilli, ensalada, ají amarillo)15 can be encountered in the expensive menus as 

well.  

3.5.6. Regional findings 
 

As in the case of using “chef’s choice / chef’s selection”, the number of menus 

employing foreign languages is the greatest in the West Midlands region (i.e., 76, 66% 

of menus do so). The number of menus using foreign languages in Greater London is 

slightly lower (i.e., 70%). Contrary to that, the number of restaurants relying on English 

is greater in Northwest England as only 56, 66% of them incorporate foreign languages 

into their menus. 

3.6. Emphasis on branding and provenance 
 

The emphasis on branding and provenance in individual menus is the subject 

discussed in this subchapter. The employment of this descriptor in menus reflects to 

what degree individual restaurants and dining establishments tend to emphasise either 

single brands whose products they typically use during the food preparation, or names 

of particular farms, pastures, as well as bays, islands, or archipelagos they buy the 

ingredients from. The “buzz word for this these days is Sustainable Cuisine” (Schwartz 

                                                           
14

 consommé = a type of clear soup made from stock, or bouillon, dulse beurre blanc = a type of butter 

sauce, parfait = a cold dessert made with whipped cream, eggs and fruit, Mille Feuille = a type of 

dessert layering pastry and cream, charcuterie = a way of preparing and arranging meat and meat 

products  
15

 balsamico = a type of vinegar, osso bucco = a dish consisting of cross-cut veal shanks braised with 

vegetables 

yakitori = a type of skewered chicken, nigiri = a type of sushi 

árbol chilli = a type of Mexican chilli pepper, ensalada, ají Amarillo = salad with Peruvian yellow chilli 

pepper  
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2001), which suggests that many restaurant-goers are becoming more and more 

interested in the exact place of origin of the ingredients and in how they are farmed. 

Listing the names of individual farms or pastures in the menus is “the way the menus 

have been written” (ibid.) for more than two decades. The emphasis the restaurants put 

on branding and provenance is illustrated in the following graph. 
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Figure 13: Graph illustrating the findings for the Emphasis on branding and 
provenance descriptor 

 

3.6.1. Low-cost menus 
 

As the graph indicates, nearly three-quarters of all low-cost establishments tend 

to employ either emphasis on branding or provenance. This is evident from the 

examples such as Our British chicken is fresh, never frozen, Red Tractor16. Other 

examples are Free range British pork with apple & ginger sauce, Jamaican jerk spiced 

free range chicken patty, or Free range British chicken, bacon & tarragon, and the like. 

In most cases, the emphasis is given on the provenance of either eggs or meats, ensuring 

the customers about the exquisiteness of the products. What is more, the fact that a great 

number of restaurant owners tend to use emphasis on branding and provenance on their 

                                                           
16

 Red Tractor = The Red Tractor scheme, run by Assured Food Standards, certifies the food was 

produced in Britain and to certain quality standards for food safety, hygiene, and the environment, and 

reflects standard industry practice in the UK. 
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menus has to do with their need to “offer more than a meal these days given the high 

price of food and dining out” (Nesanovich 1982). 

The analysis also distinguishes a slightly different type of branding and 

provenance occurring in the low-cost menus quite frequently. It is represented by the 

so-called signature dishes. Such dishes are usually regarded as being of special quality 

or extraordinary in some respect for the particular restaurant or fast-food that proudly 

offers these dishes to their customers. They are the feature distinguishing individual 

restaurants from the competition.  In other words, they are something very specific for a 

particular restaurant that possibly cannot be encountered in the rival establishments. 

Mentioning signature dishes in the menu can also be regarded as the “chef’s method of 

presenting his personal agenda” (Dudek 2008) to the customers. Here are some 

examples of how signature dishes are employed in low-cost menus in practice: Corn 

tortilla chips topped with our signature mac n cheese, Grilled seabass served on a bed 

of Paramount Rice topped with our signature tomato black olive sauce, or Our 

signature salad: hand chopped.  

3.6.2. Mid-range menus  
 

In general, nearly 60% of the mid-range restaurants and dining establishments 

emphasise branding and provenance to put themselves into an appealing light in the 

eyes of their customers and restaurant-goers. As mentioned, this practice has been used 

for more than twenty years, see for example Homemade Kaleslaw; Our famous 

homemade vegetable lasagna with fresh vegetables, marinara, homemade cheese sauce, 

cashew parmesan and house salad; Beef cheeks cooked in Pedro Ximénez wine, or 

Lancashire cheese mash and a side of winter vegetables. Besides, the signature dishes 

also occur in a number of mid-range menus (i.e., 10%), the following examples 

illustrate how it looks like in practice: Potato Signature side; Big Moe’s Full Rack of 

Lamb Ribs - Signature Dish, or Deep fried chicken wings with Zumu’s signature sauce. 

What is more, some of the mid-range menus show the tendency to mention the 

way the ingredients were processed, for instance, Handcut chips/ Mash/ Pommes; Line-

Caught Sea Bass; A specifically selected dish prepared with intricately chosen spices 

and herbs; Roast corn-fed chicken; Hand picked juicy pieces of pink Salmon. All of the 

examples mentioned have one thing in common – they emphasise the traditional 
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approach to the processing of individual ingredients, most likely as an antipole to the 

industrial production, which works with the customers’ imagination, making the 

ingredients look more appealing, perhaps even more natural in some respect. Other mid-

range restaurants emphasise even specific animal breeds and varieties of plants in their 

menus, for example, Roast loin of black angus beef or heritage (also known as 

heirloom) tomatoes/beetroot/carrot, heritage meaning that such plants are grown from 

selected seeds of their predecessors. They are grown and pollinated in nature and they 

are not mass-produced.  

3.6.3. Expensive menus 
 

The research of the expensive menus discovered that nearly all expensive menus 

of the dataset (i.e., 96%) emphasise branding and provenance. It suggests that even the 

expensive restaurants try to show off and appeal to customers, emphasising high-quality 

ingredients, see for example Southern fried wedges with homemade Sriracha mayo; 

Selection of Homemade Ice Creams; Grand Cru 75% chocolate. Furthermore, one-third 

of the expensive menus also mentions the signature dishes, see for instance: Our 

homemade nachos and signature guacamole; signature Mayan-spiced marinated 

chicken; Signature dishes of the season.  

Similarly to mid-range menus, the expensive menus demonstrate the tendency to 

mention how the ingredients were procured as in the following examples: Hand Dived 

Scallop; Hand Cut Chips; hand-made butter from guernsey cows. The tendency to 

emphasise particular places, specific animal breeds and varieties of plants is particularly 

strong in the case of expensive menus, as it demonstrates that the restaurateurs can 

afford to buy only the best and high-quality ingredients, which helps to establish both 

the importance and social status of expensive restaurants. See for instance: Orkney 

Scallops; Cheshire New Potato / Beef; Lancashire ‘Crumbly’ Gnocchi; Selection of 

British Cheeses; 100% grass-fed beef from traditional British breeds; Wagyu beef 

tartare; Heritage Carrot Risotto, or Heritage beetroot salad.   

3.6.4. Regional findings 
 

Concerning the emphasis put on branding and provenance of ingredients, 

restaurants in West Midlands are less likely to mention branding and provenance in 
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comparison with restaurants in the other two regions (i.e., 53, 33% of restaurants 

emphasise those). The number of menus emphasising the origin of ingredients is much 

higher in the region of Greater London – i.e., 80%. In the case of the Northwest 

England region, nearly all menus collected emphasise branding and provenance, i.e., 96, 

66%. This reflects that restaurateurs in Northwest England are trying the most to 

convince their customers about the exquisiteness of the ingredients they use. 

3.7. Excessive use of descriptive adjectives / filler words  
 

The descriptive adjectives, as well as the filler words, represent a specific 

lexicon used in the menus. In general, both the descriptive adjectives and filler words 

are rather “positive but vague” (Jurafsky 2014) in nature and can be further subdivided 

into two categories. The first category is represented by what Jurafsky calls “linguistic 

fillers”. The second subcategory is represented by what Arnold Zwicky calls “appealing 

adjectives”. The following graph depicts the use of both in the menus.17 The use of such 

vocabulary is further discussed in Chapter 6. 
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Figure 14: Graph illustrating the findings for the Excessive use of descriptive 
adjectives / fil ler words descriptor 

  

                                                           
17

 Both descriptive adjectives and linguistic fillers are words that often have little or no informative 

value. Jurafsky (2014) defines them as “positive but vague words“. 



 

44 

 

3.7.1. Low-cost menus 
 

In terms of the occurrence of the descriptive adjectives and filler words, the low-

cost menus stand in between the expensive and mid-range menus, i.e., 36, 66% of the 

low-cost menus use such words. The most common linguistic fillers occurring in the 

sample menus are words like traditional as in traditional sourdough-risen flatbread, 

traditional spices; authentic/ally as in authentic Santorini island yellow split-pea purée, 

authentically seasoned chicken; tasty as in tasty vegetables, tasty bacon; delicious as in 

a delicious mix of fresh vegetables, a delicious dish of melted cheese; succulent as in 

succulent Mexican seasoned chicken, two succulent chicken breasts and their synonyms 

such as flavourful, delightful, wonderful.  

On the other hand, the most widely used appealing adjectives in low-cost menus 

are words such as fresh/ly (having the leading position in terms of use); spicy as in spicy 

anchovy fillets, spicy southern fried chicken strips; crispy as in crispy onions, crispy filo 

pastry rolls; crunchy as in a sprinkling of crunchy crispies, crunchy fries dusted with 

coarse salt & oregano, and other words such as juicy, fluffy, tangy, chunky, smoky, 

cheesy, rich. The frequency of such appealing adjectives in the low-cost menus is 

illustrated in the following graph. 

 

Figure 15: Appealing adjectives used in the low-cost menus 
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The appearance of appealing adjectives on low-cost menus has to do with what 

H. P. Grice, a British philosopher of language, calls the Maxims of Conversation, 

especially the Maxim of Quantity and the Maxim of Relation. According to these two 

principles, the menus should not contain more information that is required (Maxim of 

Quantity), and they also should not mention anything irrelevant for the purposes of 

communication (Maxim of Relation). The graph in Section 3.7 illustrates that most of 

the low-cost menus from the default dataset adhere to Grice’s Maxims. On the other 

hand, the graph also indicates that one-third of the low-cost menus tend to violate the 

Maxims. In his book, Jurafsky mentions that the violation of conversational Maxims 

might be a result of what linguist Mark Liberman calls the “status anxiety”, which 

means that especially low-cost restaurants and fast foods, that are generally not 

prominent in terms of social status, have tendencies to assure the customers that their 

food is, for instance, just as fresh as the food offered by the competition. Therefore, the 

status anxiety leads to the violation of the Maxims because, in the restaurateurs’ 

opinion, there are some people who are somehow distrustful of the food of low-cost 

restaurants, and the restaurateurs thus feel the need to convince them otherwise.18   

3.7.2. Mid-range menus 
 

Both the descriptive adjectives and the filler words are employed by almost one-

half of the mid-range restaurants. This places the mid-range menus into the leading 

position in terms of using these phrases excessively. Similar to the low-cost menus, the 

linguistic fillers whose frequency of appearance on the mid-range menus was the 

highest are, for instance, traditional as in traditional Indian ice cream, a choice of 

grilled and traditional starters; authentic as in authentic Buffalo sauce; tasty as in tasty 

baked croutons, tasty chunks of paneer cheese; delicious as in a delicious sugary syrup, 

a delicious mint sauce; succulent as in succulent lamb cubes, succulent strips of chicken 

breast. On the other hand, their synonyms such as flavourful, delightful, or wonderful 

appear relatively seldom.  

                                                           
18

 Jurafsky illustrates this on an analogical example working with the word “ripe” – “We generally 

mention ripeness because there is an implicit comparison with unripeness. It’s something like saying, 

You might worry that this fruit is unripe, but […] I hereby assure you that it’s ripe. That is, just the 

mention of ripeness brings up the possibility that there might be some people that might not think it’s 

ripe, and I’m mentioning this to convince them.” 
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It has been explained that the reason for using appealing adjectives on menus is 

the so-called status anxiety which is connected with the restaurant owners’ need to 

assure their customers and which eventually leads the menus to the violation of Grice’s 

Maxims of Quantity and Relation. One of the most frequently used appealing adjectives 

on the mid-range menus is fresh/ly as in GREEN CHILLIES AND FRESH HERBS, or 

wedding cake served with fresh cream. Other appealing adjectives such as spicy (spicy 

sea bass, spicy red pepper), crispy (crispy onions, crispy chicken fillet), crunchy 

(crunchy peanut sauce, crunchy Oreo biscuits), juicy (juicy cod fish, juicy raspberries), 

tangy (tangy chutney, tangy mix of potatoes) and so on follow, see the following graph. 

Despite the fact that the mid-range restaurants are almost twice as likely to overuse 

these phrases when compared to the low-cost menus, Figures 7 and 8 indicate that the 

variety of the words used is limited. That is why both the mid-range and the low-cost 

menus tend to employ very similar or identical vocabulary. 

 

Figure 16: Appealing adjectives used in the mid-range menus 

 

3.7.3. Expensive menus 
 

As for the excessive use of descriptive adjectives and filler words on menus of 

expensive restaurants and dining establishments, the results presented by the graph in 

Section 3.7 demonstrate that less than seven percent of expensive menus of the default 

dataset employ such words in practice. The minimal employment of descriptive 

adjectives and linguistic fillers on expensive menus is most likely caused by the fact 
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that, given their high status, expensive restaurants are subjected to the status anxiety the 

least.  

However, this does not mean that the expensive restaurants do not use either 

appealing adjectives or linguistic fillers on their menus at all. They do, since in some 

cases the adjectives are more or less obligatory (e.g., when a dish is spicy, the menu 

should point this fact out to prevent the unpleasant surprise on the part of the customer). 

Similarly, the aforementioned appealing adjectives such as fresh/ly, crispy, juicy, or 

tangy also can be found on expensive menus. Yet, they are employed carefully and with 

moderation. The following examples demonstrate their use in practice: Freshwater 

tandoori king prawns served with sweet; tangy grapefruit & pomelo sirka dressing; 

Juicy lamb, slow-braised in bone marrow stock spiced with garam masala; crispy pork; 

Coconut lime sorbet; fresh mango. The frequency of individual appealing adjectives is 

illustrated in the following graph. 

 

Figure 17: Appealing adjectives used in the expensive menus 

 

3.7.4. Regional findings 
 

The descriptive adjectives and linguistic fillers are employed the most in the 

menus of West Midland’s dining establishments. Out of the 30 menus collected within 

this region, 40% of them rely on using either descriptive adjectives or linguistic fillers. 

The number of menus using such lexicon in the other regions is relatively similar, i.e., 

26, 66% in the case of Greater London, and 20% in the case of Northwest England.  
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3.8. Offering upgrade  
 

Trying to keep up with the fast and constantly changing pace of both the 

culinary industry and the demands of the customers, the restaurants usually offer 

something more/extra than just a meal to their customers. Upgrading of one’s meal/dish 

refers to the practice employed by many restaurants offering their customers to buy 

(usually for a reasonable price) an additional ingredient that is normally excluded from 

the meal/dish. This subchapter examines the employment of such practice in the three 

types of British menus. The results of the analysis are illustrated in the following graph. 
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Figure 18: Graph illustrating the findings for the Offering upgrade descriptor 

 

3.8.1. Low-cost menus 
 

The results of the analysis demonstrate that 60% of low-cost restaurants 

gravitate to follow the tendency to offer an additional upgrade of the meals mentioned 

in their menus. The following examples show how upgrading of dishes looks like in the 

low-cost menus: Upgrade to a super side ADD £1, Upgrade your pie meal to a super 

side +£1, Upgrade to cross hatch fries £1.00, Add bacon £1.00, Add an extra patty 

£4.50. 
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3.8.2. Mid-range menus 
 

The offering of the upgrade is also applicable to the menus of mid-range 

restaurants – 43, 33% of mid-range restaurants and dining establishments provide this 

kind of service to their customers. Given the fact that the average number of meals 

offered by mid-range restaurants is almost double (i.e., 65) when compared to low-cost 

establishments (i.e., 38), there seems to be a tendency of mid-range restaurants to offer 

the upgrade with a considerably lower frequency. The following examples illustrate 

how mid-range restaurants offer the upgrade to customers: Add sauté kale and grated 

cheese +£1 Add cheese £1.50, Additional ingredients can be added to any dish of your 

choice ensuring a unique, bespoke taste, Add Your Flavour, A variety of flavours and 

tastes available: Rogan Josh 1 pepper GF VF £0.80.19 

3.8.3. Expensive menus 
 

The findings presented in the graph (Section 3.8.) demonstrate that the number 

of menus offering the upgrade is minimal – only ten percent of expensive menus offer 

the customers to add extra ingredients into the dish they order, i.e., when compared with 

the other types of menus, the expensive menus are the least likely to offer the upgrade. 

Following are some examples of how the expensive restaurants offer the upgrade in 

practice: Add Chicken 6 [£], ADDITIONAL TASTES OF AUSTRALASIA TO 

AUGMENT YOUR DINING EXPERIENCE, Add any of these premium signature dishes 

to your chosen menu, add short-rib or kimchi 1.25 [£].  

3.8.4. Regional findings 
 

The Northwest England establishments focus the most on customers in terms of 

offering them to upgrade their meal for an additional price, i.e., 60% of the menus 

collected within that region offer the upgrade. In comparison with the West Midlands 

region, the number of menus offering an upgrade in the West Midlands is half, i.e., 

30%. In the case of Greater London, only 23, 33% of menus offer the upgrade.  

  

                                                           
19

 GF = gluten free, VF = vegan friendly 
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3.9. Artistic menu design / visual distinctive features 
 

Menus are no longer simply considered mere offers of dishes. On the contrary, 

menus need to “seduce us, to stimulate our cravings” (Dudek 2008), and one of the very 

effective ways to stimulate customer’s cravings as well as imagination is to incorporate 

iconographic language / visual features into menus. The effectiveness of the 

iconographic language is that it can convey oftentimes key information (i.e., whether a 

dish is spicy, mild, etc.), without using the lexicon as it is fully comprehensible on its 

own. The following graph depicts the representation of the iconographic language in 

particular types of menus.  
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Figure 19: Graph illustrating the findings for the Artistic menu design / 
Distinctive visual features descriptor 

 

3.9.1. Low-cost menus 
 

The findings presented in the graph suggest that more than one-half of low-cost 

restaurants employ various visual techniques and forms of artistry in their menus. The 

use of iconographic language in low-cost menus is represented by a great variety of 

different artistic means/techniques. Some low-cost menus employ simple doodles and 

sketches of food, others tend to emulate pop-art (sometimes even giving credits to the 

artist), others use only petite graphic symbols in their menus (e.g., chilli peppers to 
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indicate the spiciness of a particular meal, leaves or colourful letters to indicate 

vegetarian, vegan, or gluten-free dishes, hearts to indicate dishes low in calories), see 

the following examples.  

 

Figure 20: A cover of menu number 24 
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Illustrations (see Figure 20) that are not associated with food, particular 

ingredients, or allergens, usually do not appear on restaurant menus as restaurateurs 

perhaps do not consider such illustrations useful in terms of communicative value and 

the power to persuade customers to order a specific meal. However, what makes this 

menu an excellent representative of the low-cost menus is its colourfulness. Bright 

colours such as yellow, red, or blue are commonly employed in low-cost menus. 

 

Figure 21: An excerpt from menu number 88  
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The menu depicted in Figure 21 employs several characteristic means of the 

iconographic language commonly found in low-cost menus. These include the leaves 

pictograms to mark vegan dishes, the green “V” symbol marking vegetarian dishes, the 

smiley egg-face for the Eggs Benedict, and the playful illustration of the letter “M” with 

eyes. 

In addition, photographs of individual dishes can be oftentimes found in the low-

cost menus as well. Accompanying the names of individual dishes, photographs help 

the customer to create a complete idea about both what ingredients the dishes comprise 

and also how the complete dish is visually presented on the plate. This can be a great 

advantage for many customers as it helps them to form the right expectations and 

eventually decide what dish to order. Moreover, incorporating photographs into their 

menus has become “a common practice” (Angelopoulos et al., 2019) for low-cost 

restaurants, see the following example. 

 

Figure 22: An excerpt from menu number 55  
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3.9.2. Mid-range menus  
 

Various art styles, different fonts, doodles, colour wheel, photos of individual 

dishes, graphic symbols, and other ways of artistic expression are also employed in the 

mid-range menus. In her article, Cambria Bold mentions that according to the Art of the 

Menu, a division of a graphic firm UnderConsideration cataloguing underrated 

creativity of menus, “a good menu is about expertly executed typography: It has to be 

clear, legible […], and representative of the cuisine” (Bold, 2019).  However, the graph 

in Section 3.9 indicates that only one-third of the mid-range restaurants and dining 

establishments of the overall dataset do rely on a creative approach towards menus in 

practice. On the other hand, the rest keeps the style of their menus rather 

undifferentiated and simple in terms of creativity. Here are some examples of the 

dataset of the mid-range menus. 
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Figure 23: An excerpt from menu number 75  

 As depicted in Figure 23, this representative of the mid-range menus employs 

both a photograph, as well as pictograms to indicate the spiciness, vegan alternatives, 

and dishes newly added to the menu. Similar to the low-cost menus, this menu design 

also employs bright colours such as pink, green, orange or purple. 
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Figure 24: An excerpt from menu number 79  

The means of the iconographic language used in this excerpt are a pictogram to 

indicate the type of dish offered (see the upper right corner), the green “V” symbol to 

indicate vegetarian dishes, and colourful fonts used to name individual dishes. The 
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green font marks both vegetarian and vegan options; the red font is used for the rest of 

the dishes, most of which contain meat/seafood. 

3.9.3. Expensive menus 
 

The findings concerning the expensive menus suggest that there is almost 100% 

congruence between the expensive menus collected. This indicates a strong tendency 

for expensive menus to look alike in terms of visual design. It is not common to 

encounter any photographs in the expensive menus as they try to keep their design 

plain, clear and simple. Expensive menus work predominantly with plain, monotonous 

colours such as black, white, or grey. They also employ easily readable, simple fonts, 

enabling customers to navigate the menus effortlessly and letting the individual words 

speak for themselves, see the following examples. 



 

58 

 

 

Figure 25: A sample of the Tasting Menu from menu number 6 
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Figure 26: An excerpt from menu number 38 
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3.9.4. Regional findings 
 

In terms of artistic design and distinctive visual features of menus, Northwest 

England restaurants have the most creative menus. That is, 43, 33% of Northwest 

England menus employ different graphic symbols, doodles and sketches of food, 

colourful letters to indicate vegetarian, vegan, or gluten-free dishes, photographs, and 

other non-verbal means of communication. In West Midlands, 30% of menus do so. 

Menus are visually rather uniform and similar in Greater London’s region, as only 

16, 66% of restaurants elaborate their menus in a graphically distinctive way.  

3.10. Alternatives 
 

The dynamic nature of the food industry causes that the present-day consumer’s 

demands on restaurants and dining establishments have been constantly changing. 

Increasingly more and more people all over the world (oftentimes influenced by 

temporary dietary trends) are experimenting with new ways of consumption and 

alternative cuisines. For instance, according to the research of the Vegan Society in 

2018, there were around 600,000 vegans in Great Britain (Jones, 2020). This subchapter 

discusses the alternatives the British menus offer to the customers. The analysis’ 

findings are presented in the following graph. 
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Figure 27: Graph illustrating the findings for the Alternatives descriptor 

 



 

61 

 

3.10.1.  Low-cost menus 
 

The high frequency of low-cost establishments offering alternatives to their 

customers is perhaps not surprising as they seek to remain competitive and attractive to 

their customer base. The findings within the graph indicate that there is nearly 

100% congruence in the low-cost menus, i.e., the majority of them offer alternative 

versions of their dishes. The most common of the alternatives offered by low-cost 

menus are vegetarian dishes; out of the 29 menus offering alternatives, 27 offer 

vegetarian dishes. Nonetheless, given the demand, it is not unlikely for a lot of low-cost 

menus to offer more alternatives, apart from the bare minimum (vegetarian dishes). It is 

rather common for customers to encounter vegan, gluten-free, or protein alternatives20 

on the low-cost menus as well, see the following graph. Besides, 23, 33% of low-class 

restaurants offer their customers different sizes of dishes to choose from such as big, 

medium, or small, and thus make their menus even more appealing and accessible to the 

customers.  
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Figure 28: Alternatives offered by the low-cost menus 

3.10.2.  Mid-range menus 
 

The findings resulting from the research of the mid-range menus indicate that 

there is an analogical tendency to the one found in the low-cost menus – the majority of 

                                                           
20

 i.e., it is possible to swap the proteins within one meal, for example, the same meal can be served 

either with lamb, beef, or pork. 
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mid-range restaurants and dining establishments offer alternatives to their customers. 

The most employed alternatives in the mid-range menus are vegetarian (offered by 

25 menus out of 28 menus offering alternatives) and vegan (offered by 15 menus out of 

28). The frequency of these as well as other alternatives offered by the mid-range 

restaurants is illustrated in the following graph. Similar to the low-cost restaurants, 

20% of the mid-range restaurants offer different dish sizes as well. 
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Figure 29: Alternatives offered by the mid-range menus 

3.10.3.  Expensive menus 
 

The tendency to offer alternatives is markedly lower in the case of expensive 

menus, as shown in the graph (Section 3.10.), less than 50% of expensive restaurants 

offer different alternatives to their customers. However, the expensive menus 

demonstrate an analogical tendency to both the low-cost and the mid-range menus –  the 

most frequent alternatives offered are vegetarian (offered by 14 menus out of 

14 offering alternatives), and vegan (offered by 5 menus out of 14). Contrary to that, the 

protein or gluten-free alternatives appear with a negligible frequency as illustrated by 

Figure 30. The alternative sizes of dishes also are less frequently offered in 

contemporary expensive menus.  
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Figure 30: Alternatives offered by the expensive menus 

3.10.4.  Regional findings 
 

In general, restaurateurs in all three regions have a rather consumer-conscious/ 

consumer-friendly approach towards their customers in terms of offering them different 

alternatives of meals (e.g., vegan, vegetarian, gluten-free). The numbers are following: 

90% of restaurants in Greater London offer alternatives in their menus, in Northwest 

England, it is 86, 66% of restaurants, and in West Midlands, it is 80% of restaurants. 

This also reflects that the restaurateurs in the regions selected are aware of the dynamics 

of culinary and changing demands of customers. 

3.11. Limited register  
 

Although all three types of present-day British menus offer a number of 

alternatives to their customers, some of the menus may be limiting in terms of their 

register.21 This subchapter investigates to what degree the low-cost, mid-range, and 

expensive menus limit the customers in practice. The research’s findings are illustrated 

in the following graph.  

                                                           
21

 In the thesis, the word “register” is used for the number of items (dishes) offered in the menus. 
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Figure 31: Graph illustrating the findings for the Limited register descriptor 

 

3.11.1.  Low-cost menus 
 

Providing the customers with a wide variety of different alternatives, the 

majority of the low-cost restaurants and dining establishments do not restrict the 

customer by providing them with a menu that, for some, might be insufficient in terms 

of the number of dishes offered. The graph suggests that the low-cost menus with a 

limited register represent less than one-quarter of the overall low-cost menus collected. 

The analysis assessed menus as having a limited register when they offered five or 

fewer dishes in each subsection, i.e., five or fewer appetizers, five or fewer main dishes, 

five or fewer desserts. 

3.11.2.  Mid-range menus 
 

The dataset of the mid-range menus demonstrates similar findings – there is 

nearly 100% congruence among the mid-range menus, only four menus out of 30 do 

have a limited register, and thus limit the customers’ choice. 
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3.11.3.  Expensive menus  
 

Similarly, the majority of expensive menus do not limit their customer in terms 

of choice either. On the other hand, the percentage of menus having a limited register is 

the highest (40%) in the case of expensive restaurants. This fact may represent the 

beliefs of some restaurateurs that since they are offering only high-quality dishes to the 

customers, the amount of choice does not have to be so great.  

3.11.4.  Regional findings 
 

As for the limited register, most restaurants offer enough dishes to choose from, 

therefore, there are not limited in terms of their register. The number of restaurants 

offering five or fewer appetizers, five or fewer main dishes, five or fewer desserts, etc. 

is usually rather small, for instance, only 26, 66% of menus in the West Midlands have 

a limited register. In the case of the Greater London area, 23, 33% of menus have 

limited register, in Northwest England, it is 16, 66% of menus. 
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4. KWords analysis   
 

The analysis used the tool of the CNC known as KWords which compared 

textual files comprising the menus with the referential corpus of British English, the 

BNC.  The three files comprising 30 menus each had been uploaded to the KWords 

application in the UTF -8 (Unicode) format. The KWords analysed the dataset of 

menus to find the words whose frequency of use was noticeably higher than in the 

discourse represented by the BNC. The aim was to identify the words the native 

speakers might find as stylistically prominent and thus standing out from the 

commonly used lexicon of British English.  

In the UK, the gastronomic culture has been influenced by the culture of ethnic 

minorities running their restaurants and other dining establishments. Also, the native 

vocabulary of these ethnic minorities has been often incorporated into the language 

of the present-day menus. Thus, the analysis presumed that the words identified as 

keywords would mostly be of a foreign origin. This presupposition was confirmed 

by the KWords research since the majority of lexical keywords were loan words 

from other languages. However, given the range of the input sample of menus, only 

keywords whose frequency was ten or higher in the menus and simultaneously zero 

or not overreaching the count of five22 in the BNC will be provided as examples, see 

the following figures. 

  

                                                           
22

 The analysis chose the number five to retain the uniqueness of the keywords assessed, since the 

higher the frequency in the BNC, the less unique the keywords become. It means that the higher the 

frequency in the BNC, the more familiar the native speakers are with a particular word.  
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KWords Frequency in menus Explanation 

chipotle 12 a smoked-dried jalapeño pepper used for seasoning 

falafel 11 a deep-fried chickpeas patty 

injera 40 an Ethiopian sour fermented flatbread 

jalapeño 14 a medium-sized chili pepper pod type cultivar 

slaw 18 a shortcut for the coleslaw salad 

sriracha 21 a kind of chilli sauce 

paneer 23 an Indian cheese made of cow or buffalo milk 

Figure 32: KWords analysis results for the low-cost menus 

 

KWords Frequency in 

menus 

Explanation 

achari 11 an Indian pickling spice mix 

burrata 12 an Italian cow milk cheese 

falafel 10 a deep-fried chickpeas patty 

jackfruit 12 a tropical fruit growing in Southeast Asia that is often 

used as a meat substitute 

karahi 16 a large pan similar to the wok 

samosa 13 a kind of Indian pastry 

Balti 37 a type of lamb/goat meat curry 

Figure 33: KWords analysis results for the mid-range menus 

 

KWords Frequency in 

menus 

Explanation 

anticucho 11 a popular and inexpensive meat dish that originated in 

the Andes during the pre-Columbian era 

jalapeño 10 a medium-sized chili pepper pod type cultivar 

robata 19 a charcoal grill used to prepare Japanese food to 

customers seated around the cooking area 

shimeji 12 mushrooms native to East Asia 

tenderstem 24 a vegetable that is a cross between broccoli and Chinese 

kale often referred to as “tenderstem broccoli” in the 

expensive menus 
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wagyu 10 a breed of beef cattle originating in Japan and considered 

by many as the best beef on the planet 

tempura 39 a popular Japanese dish of vegetables and seafood coated 

in a very light and airy batter and served fried 

Figure 34: KWords analysis results for the expensive menus23 

The keywords identified would be perceived as non-standard in terms of the 

present-time British lexicon. This suggests that such words would most likely not be 

understood by the majority of the native speakers when reading the menus. The 

results of the KWords analysis also support the findings presented in the graph in 

Section 3.5 – i.e., a certain number of British restaurants commonly incorporate 

foreign languages into their menus.  

  

                                                           
23

 Notice the ingredients such as wagyu, tenderstem, or robata, all of them indicate exclusiveness in 

some respect (wagyu being premium-quality meat, tenderstem allegedly having better, sweet, nutty 

flavour in comparison with “ordinary” broccoli, robata being a technique used in so-called show-cooking 

or to demonstrate a high culinary skill). This thus supports the claim that expensive restaurants often 

have the need to emphasise their uniqueness and superiority in terms of ingredients, skill, and social 

status.  
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5. A comparison of the three types of menus 
 

In this chapter, the analysis focuses on the comparison of the three types of 

menus, i.e., low-cost, mid-range, and expensive menus. The research paid attention to 

both the congruencies among the menus, as well as to the incongruences distinguishing 

one type of menu from the others. The CNC tool KWords was employed to gain a more 

in-depth insight into the nature of particular types of menus; the findings of the KWords 

analysis will be commented upon as well. 

5.1. Similarities 
 

The majority of present-day menus have a considerably similar structure, 

reflecting the standardised genre of a restaurant menu and not violating the customers´ 

expectations. The conventional menu parts are represented by sections including 

appetizers, main dishes or courses, and desserts. In addition, a more subtle division of 

the menus (including, for example, set menus, a la carte menus, theatre menus) also 

comes into play to navigate customer’s food decision-making. As these structural 

aspects of the language style of restaurant menus have been already discussed in 

Chapter 3, this subchapter will advance the debate by focusing on other features that 

were identified as consistently recurring in the menus of the three price range restaurant 

categories.  

A distinct feature the three types of menus have in common is the acceptance of 

the fact that the gastronomic industry needs to follow and adhere to the persistently 

developing influences, demands, and culinary tendencies permeating it. This is also 

manifested in the variety of dishes provided; different types of cuisine, and 

subsequently in the language used in menus (see Chapter 3). The dataset of 90 menus 

reflects that the restaurateurs are aware of the dynamics within the industry as they try 

to adapt to the changing demand, for instance, by offering meatless alternatives of 

dishes to the customers. 

As mentioned, 77 of the 90 menus analysed offer numerous varieties of dishes, 

vegetarian dishes being the standard of the bare minimum. Encountering foreign or 

ethnic restaurants and dining establishments in every larger city is nowadays usual, 

which is one of the reasons why ethnic/exotic terms are present in each of the three 
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types of menus, in which they affect the native language, English. Besides, the exotic 

terms are perceived as an effective enticement for those seeking new flavours and 

cuisine.24 

A second feature characteristic for the three types of menus is the emphasis put 

on branding and provenance, 68 samples out of 90 emphasise individual brands as well 

as places of origin of their goods, trying to convince the consumption-conscious 

restaurant-goers about the quality of the cuisine at a particular restaurant. There is a 

direct proportion between the price and the ingredients – the higher the price, the more 

exquisite food.25  

In conclusion, the three types of menus examined are congruous in terms of 

offering meal alternatives, such as, vegetarian or vegan, employing various loan words 

from foreign languages, which underscores the offer of exotic meals, and the emphasis 

on branding and provenance. All of these phenomena are used to appeal to both regular 

and potential customers. 

5.2. Differences 
 

The individual types of menus also demonstrate certain discrepancies. For 

instance, in the case of foreign languages they employ. The low-cost and mid-range 

menus tend to use lexicons from languages such as Hindu, Urdu, African, Greek, 

Italian, Turkish or Lebanese. Contrary to that, the expensive menus tend to prefer 

French because of its previously discussed prominence as well as connection with 

exquisite cuisine (see Section 3.5.5).  

Another difference between the three types of menus is the artistic conception of 

the individual menus. It seems that the amount of creativity put into the menus is 

directly proportional to both the price as well as the status: the low-cost menus employ a 

creative approach the most, the mid-range menus less, and the expensive menus the 

least. The higher the social status of a restaurant, the more distinguished menu. 

Given the status, it has been explained that especially less fancy restaurants are 

more susceptible to status anxiety which may manifest itself in form of increased 

                                                           
24

 Jurafsky (2014) says: “That ‘exotifying’ or orientalist stance is [...] directed at the non-native eaters, 

food tourists like me who want something different and, fair is fair, get charged more for it.” 
25

 In his book, Jurafsky says: “The most important factor that affects the price of a dish is the type of 

food; lobster costs more than chicken, which costs more than a side of toast“. 
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distrust on the side of certain potential customers. This results in excessive use of 

descriptive adjectives and linguistic fillers. Both the descriptive adjectives and linguistic 

fillers are incorporated with considerably higher frequency in the low-cost and the mid-

range menus, than in the expensive menus; see the graph in Section 3.7. 

The low-cost menus also differ from the other types of menus regarding the 

offering of the upgrade of individual dishes – 60% of the low-cost menus offer the 

upgrade; however, it is 43,33% in the case of mid-range menus and only 10% in the 

case of expensive menus. 

To conclude, the individual menus show the greatest discrepancies in terms of 

the foreign languages they employ, the artistic design, the use of descriptive adjectives 

and linguistic fillers and the extent to which they are likely to have an upgrade option 

included. 

5.3. Comparison of the menus using KWords 
 

To discover how similar the menus were in terms of their specific lexicon, the 

KWords tool compared the three types of menu between one another. The principle of 

the analysis was that three separate UTF -8 (Unicode) format files, each comprising of 

thirty menus of the same price band, were uploaded to the CNC KWords tool. Two files 

were compared at a time. One file served as the input material, the other served as the 

material for the comparison. Each type of menu was compared with the other two types 

to uncover in which ways lexically the menus differed.  

3.5.1. Comparison of Low-cost and Mid-range menus 
 

The first two types of menus contrasted were the low-cost menus and the mid-

range menus. The input text, in which the individual keywords were assessed, consisted 

of the low-cost menus and was contrasted with the text comprising the mid-range menus 

(i.e., the referential text). The majority of keywords assessed on low-cost menus had 

zero or little representation in mid-range menus, not overreaching the count of five. The 

analysis suggests that such words implied certain tendencies of the low-cost restaurants. 

For instance, the majority of the keywords assessed were specific loan words 

from foreign languages reflecting the type of cuisine incorporated into the low-cost 

menus. Such keywords demonstrate that that specific cuisine is prepared less frequently 
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by mid-range restaurants. The words such as injera, gomen, kitfo, or wot.26are thus less 

likely to be encountered on the mid-range menus. All the examples mentioned come 

from Amharic, an official language of Ethiopia, which implies that Ethiopian cuisine is 

more likely to be found in low-cost restaurants. Other keywords concerning foreign 

languages were, for example, dosa27 (from Hindu), kofta28 (from Persian) or halal (from 

Arabic, referring to food prepared as prescribed by Muslim law), suggesting that the 

middle-eastern and Indian cuisine can be encountered in low-cost establishments more 

likely than in the mid-range restaurants as well. The examples mentioned denote 

individual dishes on low-cost menus. 

Low-cost restaurants usually do not serve the most exquisite, high-quality 

dishes. This is reflected by the fact that some of the keywords distinguishing low-cost 

menus from mid-range menus denote usual/ordinary/common meals. In practice, these 

are words such as pizzas, pies, pigs (creating collocation with “in blankets” and 

referring to a traditional accompaniment in British Christmas dinner), gammon, slaw, or 

coleslaw. This phenomenon supports the argument that a high level of culinary skill is 

not likely to be found in low-cost restaurants.  

Since a lot of cheap menus tend to offer the customers different sizes of dishes, 

other keywords appearing regularly on low-cost menus are shortcuts such as XL (for 

extra-large), REG (for regular), or giant, for instance. 

 All three types of menus emphasise the provenance of the ingredients. 

Therefore, words such as Belgian (creating collocation with chocolate), Devon (creating 

collocation with pork or cream toffee), or British (collocating with pork, chicken, or 

beef), were assessed as the most prominent keywords connected with branding and 

provenance in case of the low-cost menus.  

3.5.2. Comparison of Mid-range and Expensive menus 
 

The principle of the analysis remained the same with the mid-range menus being 

the input text, and the expensive menus serving as contrasting text. Also, in this case, 

the most significant keywords appear zero times or up to five times at most on the 
                                                           
26

 injera = an Ethiopian sour fermented flatbread, gomen = an Ethiopian vegetable dish, kitfo = a 

traditional dish comprising minced raw beef, wot = an Ethiopian stew of meat and vegetables  
27 

dosa = an Indian crepe 
28

 kofta = a meat dish whose variations are prepared in Indian, Middle Eastern, Balkan or Central Asian 

cuisines 
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expensive menus. Given that mid-range menus stand in between the two other types of 

menus (the low-cost and the expensive ones) the analysis expected mid-range menus to 

be a sort of transitional type of menu, i.e., the analysis presupposed that mid-range 

menus would have something in common with both the low-cost as well as expensive 

menus.  

As in the case of the low-cost menus, the keywords manifest certain tendencies 

in the mid-range menus. For instance, some of the keywords assessed as the most 

frequency-prominent were those denoting rather ordinary meals associated mainly with 

low-cost restaurants such as pizza or kebab. Another similar feature with the low-cost 

restaurants is that mid-range menus also regularly mention dish sizes such as regular, 

medium, small. These phenomena support the finding that the mid-range menus share 

certain features, respectively lexicon with the low-cost menus. 

 Contrary to that, the mid-range menus oftentimes comprise words of French 

origin; in this respect, they are similar to the expensive menus. The most frequently 

used French words in mid-range menus are for example courgette, béchamel, or 

croquette. Apart from that, loan words from other languages also appear on the mid-

range menus, the most frequent being vermicelli29, mozzarella (from Italian); alioli, 

tortilla, patatas, con (from Spanish)30, or Balti (see  Section 3.5.).  

Lastly, other frequency-prominent keywords distinguishing mid-range menus 

from expensive menus were provenance-denoting in nature, for instance, Mediterranean 

or Himalayan.  

3.5.3. Comparison of Expensive and Low-cost menus 
 

The last two types of menus compared were the expensive and the low-cost 

menus. In this case, the low-cost menu served as the referential text for comparison. The 

most marked differences between those two types of menus were in the words somehow 

connected or referring to the social status. This means that a great number of words 

occurring repeatedly in the expensive menus and zero times in the low-cost menus were 

loan words from French. Given the connection between French, fine dining, and social 

status, such results confirm the fact that French is the lingua franca of expensive menus 

                                                           
29

 vermicelli = a type of pasta similar to spaghetti 
30

 alioli = a sauce made of salt, oil and olives, patatas = potatoes, con = a preposition meaning “with” 
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even nowadays. As examples, we can name words like braised (Slow-braised lamb, 

Braised Ox Cheeks); confit (confit egg yolk, confit tomato); soufflé (Chocolate soufflé, 

Banoffee soufflé), or foie31, creating a collocation with gras32 (Roasted Foie Gras). 

Moreover, the frequency-prominent French words present in the expensive menus were 

not only words carrying lexical meaning (i.e., the words denoting something concrete), 

but also words carrying grammatical meaning such as prepositions, conjunctions, or 

interjections. Namely, the French grammatical words appearing the most often were the 

prepositions au/aux as in following examples Rémoulade de céleri rave aux Saint 

Jacques, Escargots au Vouvray sec, Homard entier au beurre d’estragon, or Nage de 

bar aux agrumes. The literal translation of the prepositions would be “to the/at the”; 

however, the analysis suggests that when used with food; the translation would be rather 

“with”.  

Apart from French, another language appearing in the expensive menus was 

Japanese. As in the case of French, the Japanese terms are used to refer to the status 

prominence of the particular restaurants; these are for example wagyu and robata (see 

Chapter 4). Other frequently used Japanese words on expensive menus were, for 

instance, tempura, shimeji (see ibid.), sushi, or teriyaki33.  

Another group of prominent words occurring on expensive menus and zero 

times on low-cost menus were those connected with both quality and provenance. These 

words were for example artisan (most frequently creating collocations with cheese or 

bread), caviar, crab, lobster, tenderstem (standing either alone or creating collocations 

with broccoli), heritage, or Cumbrian (referring to the provenance of beef, veal, pork, 

chicken and other products originating from the county of Cumbria). What is more, the 

analysis also discovered that other words prominent on expensive menus were those 

denoting specific herbs such as fennel, saffron, or lovage. Given the fact that saffron, as 

well as fennel (respectively its flowers), are rather expensive culinary ingredients, the 

analysis implies that the frequent mentioning of such herbs on expensive menus serves 

to demonstrate the emphasis the expensive restaurants put on the quality of ingredients 

used in their meals.  

                                                           
31

 foie = liver 
32

 gras = fat, fleshy  
33

 teriyaki = a type of a Japanese sauce  
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In conclusion, the KWords analysis showed that to present the dishes offered, 

each type of menu employs a different lexicon reflecting social status, the provenance 

of the ingredients, or the type of cuisine prepared. 
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6. Discussion 
 

The analysis has provided a convincing account that despite having the same 

principal communicative function (i.e., to list the offer) and constituting one specific 

genre, menus are not necessarily created according to a universal pattern. On the 

contrary, since being used in a branch of the market (i.e., the hospitality industry), 

menus are flexible texts both submitting to and reflecting the trends and the dynamics of 

the culinary industry. This means that the creation of menus is influenced by the 

interplay of several different factors such as the target customer and their social status34, 

changing dietary trends, or the migration of minorities to the UK. This is reflected by 

the analysis’ findings discussed in Chapter 3.  

The main particularities of the menus collected are represented by the degree of 

employment of a specific descriptor, which is depicted in individual graphs in Chapter 3 

and by the matters discussed in Chapters 4 and 5. However, it is not always easy to find 

a straightforward answer that would explain what the causes of those findings are. The 

discussion aims to describe the selected findings that stem from the analysis. The 

second part of this chapter comments on both the findings stemming from the analysis 

and those which Jurafsky (2014) introduced in his book. 

6.1. “Your choice” 
 

The analysis found out that one of the most problematic aspects of menus is the 

articulation of choice. The research suggests that there are two main causes, or rather 

factors, influencing customers’ freedom of choice. The first one is the average number 

of dishes offered by each type of menu. The low-cost menus offer 38 dishes, the mid-

range menus offer 65 dishes, and the expensive menus offer 42 dishes on average. 

Given that the numbers are rather high, it seems that anyone should not have great 

difficulties when deciding what to order. Therefore, the analysis suggests that this might 

be one of the reasons why the employment of “of your choice / your way” and 

analogous phrases in menus does not overreach 35% (see Section 3.3). Such fact 

demonstrates that the majority of restaurants and dining establishments nowadays do 

                                                           
34

 i.e., cheap and mid-range establishments are not generally visited by people from affluent society 
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not expand the customers’ freedom of choice by offering them to adjust the meals 

according to their likings. 

The second factor which the analysis implies influences the freedom of choice is 

providing customers with a rich offer of dishes to choose from. Doing so oftentimes 

seems to be a deliberate strategy on the part of the restaurants. This phenomenon is also 

pointed out in Jurafsky’s book. He suggests that especially in inexpensive restaurants 

“the diner has a lot of choice” (Jurafsky 2014) as they offer “twice as many” dishes on 

average (ibid.) in comparison with fancy restaurants. According to the analysis, 

Jurafsky implies that cheap restaurants often create the impression of real choice by 

offering the customers a lot of supplementary ingredients, as well as additional options, 

that does not cost them a lot of money but which have a great impact on stimulating the 

impression of a great offer.  

6.2. “Chef’s choice” 
 

An antipole to the “of your choice / your way” type of expressions are “chef’s 

selection / chef’s choice” and analogous phrases. Such phrases affect customers’ choice 

by offering them dishes “selected by a chef”. “Chef’s selection” may be particularly 

handy when a customer hesitates regarding what to order, the dishes recommended by a 

chef themselves (that usually are of exquisite quality) might eventually be what the 

customers decide to order. Also, meals listed under the “chef’s choice” are usually of 

exquisite quality when compared with other meals on the menus, which is reflected on 

the price – the analysis discovered that “chef’s choices” rank among the priciest items 

on a menu.35 Yet, as the graph (Section 3.4) shows, the employment of such phrases in 

menus is rather minimal, i.e., no more than 25% of each type of menu offers “chef’s 

selection / chef’s choice”. As in the case of “of your choice / your way” phrases, the 

analysis suggests that the minimal employment might be caused by the high number of 

dishes offered on average; therefore, a restaurateur presumably does not consider 

“chef’s selection / chef’s choice” phrases to be much of use nowadays.  

Another hypothesis is that to keep things simple for their staff, restaurateurs do 

not incorporate the possibility to adjust meals according to “customers’ way” into 

                                                           
35

 This applies to all three types of menus. On average, in 12 restaurants out of 17 offering chef’s choice 

/ chef’s selection, the starting price for such dishes is 10 £. The price tends to grow gradually higher 
with the higher status of an establishment. 
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menus. That way, the staff working in the kitchen prepares only what is on a menu36, 

which increases both the quality and speed of the service provided.  

6.3. Social status 
 

What is interesting about the menus collected is the way in how they negotiate 

the social status of a given establishment. The analysis discovered that especially 

expensive menus tend to demonstrate the status of their cuisine via language. To do 

that, the menus often use French loan words as French is a “historically high-status 

language” (Jurafsky 2014). Jurafsky also says “When you’re demonstrating high status, 

less is more, in words as in food.” However, cheaper menus often offer a great variety 

of dishes, including their detailed descriptions, which confirms Jurafsky’s claim and 

suggests that cheaper establishments generally do not emphasise their social status. The 

presence of foreign words in restaurants and fast-foods having lower status in 

comparison with the expensive ones is caused by a different factor – the cuisine(s) they 

prepare. As the pie graphs in Section 3.5 illustrate, both low-cost and mid-range 

restaurants prepare on average almost three times more cuisines than the expensive ones 

(i.e., low-cost 19, mid-range = 21, expensive = 8). That is why Chinese, Italian, 

Japanese, Urdu, Hindi, Ethiopian and other loan words occur in menus of cheaper 

restaurants.  

6.4. Excessive use of descriptive adjectives and linguistic fillers 
 

Another fascinating phenomenon of the menus is the excessive employment of 

descriptive adjectives and linguistic fillers. According to Jurafsky (2014), both 

descriptive adjectives and linguistic fillers “are associated with lower prices”. This 

claim was essentially confirmed by the analysis’ findings. As the graph (Section 3.7) 

shows, such vocabulary is used by 36, 66% of low-cost menus 43, 33%, but only 7% of 

expensive ones. Having little informative value, one may wonder why restaurateurs do 

“bother” and use them (excessively) in their menus. The analysis suggests they are used 

to fill in the “blank space” in cheaper menus, i.e., to appeal to the customer’s 

imagination by making the offered dish more attractive (consider flavourful beef stew 
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 i.e., they cook meals which are prepared daily, they know the exact cooking time which helps them to 

work proficiently and they do not waste time by preparing the meals according to customers’ wishes, 

which may be time-consuming 
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vs. beef stew), and perhaps to compensate for the lack of exquisite-quality ingredients 

such as truffles, lobster, or caviar. 

6.5. Jurafsky’s findings 
 

This subchapter addresses the British menus in connection with Jurafsky’s 

findings. As mentioned, the thesis was inspired by a study carried out by Daniel 

Jurafsky and his colleagues. Because their study was carried out in the United States of 

America, the analysis of the British samples presupposed to find both congruencies and 

incongruences with Jurafsky’s research. To ease the navigation in the thesis, Jurafsky’s 

findings mentioned in Chapter 2 are to be found down below.  

Expensive menus 

Jurafsky’s 

claim: 

 

1.  “Expensive restaurants mention the origins of the food more than 15 

times as often as inexpensive restaurants.” 

2.  “Obsession with provenance is a strong indicator that you are in an 

expensive, fancy restaurant.” 

3.  “Expensive restaurants have half as many dishes as cheap restaurants, 

are three times less likely to talk about the diner’s choice, and are seven 

times more likely to talk about chef’s choice.” 

4.  “A lot of foreign words are used on fancy menus.” 

5.  “[American] modern fancy menus are light and terse, with no cheap 

filler adjectives or endless protestations about what’s ‘real’.” 

Figure 1: Jurafsky’s findings touching the expensive menus  
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Cheap menus 

Jurafsky’s 

claim: 

 

1.  “Inexpensive restaurants just have far more dishes. On average twice as 

many.” 

2.  “Cheap restaurants are likely to give a choice of sizes, or a choice of 

proteins.” 

3.  “[…] on menus of cheap restaurants the word you appears much more 

often, in phrases like ‘your choice’ or ‘your way’.” 

4.  “[…] long, wordy menus with lots of filler words occur in the middle-

priced restaurants.” 

5.  “You’ll find the word [real] on lots of menus, but exactly which foods 

the restaurants claim are ‘real’ depends sharply on the price. Cheap 

restaurants promise you a real whipped cream, real mashed potatoes, 

and real bacon.” 

Figure 2: Jurafsky’s findings touching the cheap menus  

 

6.5.1. Jurafsky’s findings in respect of expensive restaurants 
 

The analysis of the British samples supports Jurafsky’s claim concerning 

mentioning of provenance in the expensive menus. As the graph in 

Section 3.6 demonstrates, 96% of the expensive restaurants emphasise branding and 

provenance of the ingredients in their menus. Contrary to that, the mid-range restaurants 

accentuate the provenance the least – 56, 66% of mid-range restaurants do so in their 

menus. The 73, 33% of low-cost restaurants emphasising branding and provenance stay 

in between the expensive and the mid-range restaurants.  

To expand Jurafsky’s claim, the analysis implies that this phenomenon is linked 

to both the social status and the average number of dishes offered. Having the highest 

social status, the expensive restaurants emphasise the origin of the ingredients to 

manifest that they are wealthy and luxurious enough to buy the best ingredients there 

are. The low-cost establishments also emphasise provenance; however, their reason for 

doing so is different. Having the lowest social status and oftentimes suffering from 

status anxiety, the low-cost restaurants try to persuade the “mistrustful restaurant-goers” 
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about the quality of the ingredients via emphasising the origin of the ingredients. As for 

the mid-range menus, the analysis perceives them as a transitory step between the 

expensive and the low-cost restaurants, since they are similar to both types of 

restaurants in some aspects. Because having better status than the low-cost restaurants 

and the greatest number of dishes offered on average, the analysis suggests that it is 

why they emphasise the provenance the least. 

Another point both pieces of research agree on is the high employment of 

foreign languages on expensive menus. The reasons why expensive menus often 

employ foreign languages, especially French, have been discussed in Section 3.5.5. 

Moreover, most of the British samples of expensive menus also manage to adhere to 

Grice’s Conversational Maxims, which means that they do not overuse descriptive 

adjectives or linguistic fillers in order to keep the communication with the customer 

adequately informative and relevant, see Section 3.7.1. This phenomenon agrees with 

Jurafsky on the fact that expensive menus are light and terse.  

 The analysis of British menus also disagrees with Jurafsky on some points. 

Precisely, the samples of expensive menus proved to be almost identical with the 

samples of low-cost menus in terms of the average count of dishes offered.37 Therefore, 

the analysis suggests that the claim that expensive restaurants have half as many dishes 

cannot be applied in the environment of the United Kingdom. Jurafsky’s claim touching 

the likelihood of mentioning either the diner’s choice or the chef’s choice is also 

perceived as non-applicable for the British menus by the analysis. The explanation is 

that while examining the menus, the analysis discovered that the expensive menus are 

only twice less likely to mention the chef’s choice than the inexpensive ones. In terms 

of the diner’s choice, the expensive menus turned out to be only five times less likely to 

mention the choice in comparison with the low-cost menus, not seven times as Jurafsky 

mentions. This finding implies that the contrast in the freedom of choice in different 

menus is not as great in the United Kingdom. The analysis suggests that this might be 

influenced by the changing demands of restaurant-goers on the restaurants (including 

the expensive ones). Even though the expensive restaurants might have been more 

reluctant to prepare a meal the “consumers’ way” in the past, nowadays, they need to 

satisfy the present-day demands to secure their position in the market.  

                                                           
37

 The average count of dishes on expensive menus is 42; in the case of the low-cost menus, it is 38. 
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6.5.2. Jurafsky’s findings in respect of cheap restaurants 
 

Similarly to the case of expensive menus, the two separate analyses share 

something in common in the case of cheap menus. Both the research of the American as 

well as the research of British samples discovered that the word you frequently appears 

on cheap menus (respectively on the low-cost and the mid-range menus). The analysis 

reckons that its frequency in the menus is connected with the “your choice / your way” 

and similar phrases that are typically found in cheaper menus, and in which the word 

you frequently appears. As mentioned, the low-cost menus are approximately five times 

more likely to use such phrases than the expensive menus. Similarly, the British mid-

range menus mention the diner’s choice approximately four times more often than the 

expensive ones.  

What is more, the analysis of the British samples also agrees with Jurafsky on 

the claim that both descriptive adjectives and linguistic fillers commonly appear in 

cheap menus. Approximately six times more often in the low-cost, as well as in the mid-

range menus than in the expensive ones. The possible reasons for the excessive use of 

linguistic fillers and descriptive adjectives are discussed in the previous subchapter.  

Both pieces of research also agree that the cheap (i.e., low-cost and mid-range) 

menus give the choice of sizes; however, it has been discovered that even some 

expensive menus tend to do so.  The analysis implies that this is caused by the changing 

demand forcing the restaurants to reinvent or refresh their menus and provide the 

customers something more. The same applies even in the case of giving the choice of 

individual proteins.  

However, the analysis disagrees with Jurafsky’s analysis on some points. For 

instance, on the average number of dishes offered by particular menus. Jurasky claims 

that cheap menus offer on average twice as many dishes. Yet, as mentioned in 

Chapter 6, the average count of dishes on both the low-cost as well as the expensive 

British menus is nearly the same. Contrary to that, the mid-range menus offer approx. 

1.5 times more dishes on average in comparison with both the low-cost and the 

expensive menus. 

The analysis also disagrees with Jurafsky on the use of the word real on the 

cheap menus. In the sample of British menus, the word real appears zero times in the 
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low-cost menus and with negligible frequency in the mid-range menus. The expensive 

menus do not use the word real at all as there exists a general presupposition on the 

customer’s part that when they visit a fancy (and pricey) restaurant, they will be served 

food consisting of real ingredients.38 The analysis explains this phenomenon as that the 

present-day British restaurateurs no longer need to assure their customers about the 

realness of the food as they are perhaps less sceptical nowadays.  

Even though each of the analyses was carried out in a completely different 

culture as well as the socioeconomic environment, the mutual agreement on some points 

found within the comparison of the two analyses eventually manifested that each type of 

menu has its specifics.  

6.6. Practical use of the findings 
 

The findings of the analysis provide an interesting insight into the psychology of 

constructing menus that are often associated not only with the language itself but also 

with the selling experience, and the marketing of this to the prospective customer. This 

subchapter summarises the findings that might be of use to up and coming start-ups as 

well as those businesses wishing to revamp their marketing strategy.  

The analysis discovered four important aspects that should be taken into 

consideration prior to opening one’s dining establishment. Firstly, the concept/niche of 

the establishment and how this is articulated through the language of the menu. This is 

eventually connected with the second aspect, i.e., the target customer. In other words, a 

restaurateur must have a clear vision about what he wants to sell (e.g., fast-food, 

exquisite quality dishes) and to whom (e.g., to ordinary diners, or those who enjoy fine 

dining, expecting perfect experience and being ready to pay the corresponding price for 

the service provided), and act according to it while deciding about the cuisine to be 

prepared and creating the menu.  

Suppose a new restaurant aims to sell meals to the most prominent members of 

society. From what has been discussed so far, there are several aspects to keep in mind 

while creating an expensive menu. One of the things to consider is the employment of 

foreign languages, especially French. As discussed in Section 3.5.5, people generally 

                                                           
38

 In his book, Jurafsky says: “Real is barely used at all for more expensive restaurants. […] because 

consumers already assume that the bacon and whipped cream and crab are real. For a pricey restaurant 

to call its crab “real” would be to suggest that its realness might be in question and has to be defended.” 
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associate French with fine dining; therefore, it would be convenient for the restaurateur 

to incorporate French vocabulary to create an expectation/vision on the part of a 

customer about the exquisiteness of the dishes listed on the menu. I would also suggest 

using an English translation of the French terms to ensure that the customers understand 

and know exactly what they are ordering. Emphasising branding and provenance of the 

ingredients used (i.e., naming individual areas from where the ingredients are from, 

specific animal/plant breeds, or the ways of treating the animals, such as free-range, 

corn-fed, grass-fed) is another way to further convince the customer about the premium 

quality of the dishes.  

Another aspect to be taken into consideration is the fact that the culinary 

industry is constantly changing according to customers’ demands. Thus, nowadays, it is 

a must to offer the customer some vegetarian dishes at least. The greater number of 

alternatives, the more likely the restaurant is to attract different types of customers and 

succeed among the competition. Thus, the analysis reckons that being aware of 

contemporary dining trends and customers’ expectations and occasionally “refreshing” 

the menu is essential for running a successful business. 

Lastly, to stack up against the competition, a dining establishment should always 

offer an added value (i.e., something extra to offer to their customers, which often 

makes them return). The “little extra” offered can be expressed by various means in the 

expensive menus, e.g., by offering alternatives (vegan, vegetarian…). The added value 

is also represented by the amount of choice the menu provides the customer with. An 

effective way to appeal to the customer’s choice is to offer the customer to upgrade a 

dish for an additional price since there are people more than willing to pay a little extra 

for the (extra) culinary experience provided by the dining establishment. Employing the 

“chef’s choice / chef’s selection” phrases affects the amount of choice the customer has 

as well. Such phrases often engage with the customer’s imagination. If something is 

presented as being recommended by a chef, it usually evokes that the dish is special in 

some respect (otherwise, it would not have been recommended by the chef themselves), 

which may “lure” the customer into ordering the particular dish. To avoid the customer 

feeling limited in terms of choice, I suggest providing them with a sufficient register, 

i.e., to offer somewhere between five and ten options for each section in the menu – five 

and more appetizers, five and more mains, and five and more desserts. The added value 

is also negotiated by offering different dish sizes (small, medium, large). 
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In addition, as mentioned, expensive menus are rather uniform in terms of visual 

structure. They employ simple, easily readable fonts, no loud colours such as red, 

orange, yellow, and they also do not use additional visual symbols or illustrations such 

as peppers to indicate spiciness, leaves to indicate vegetarian options, or hearts to 

indicate less caloric meals. I would recommend following such steps, as a simple and 

clean menu adds to the overall impression of the posh restaurant (it would perhaps be 

ridiculous if a fancy restaurant used playful menus). To support the neatness of the 

menu and its communication with the customer, I suggest employing both descriptive 

adjectives and linguistic fillers only if necessary and to a reasonable degree.  

A great amount of what has been mentioned is applicable for the composition of 

the other two types of menus as well.  
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7. Conclusions 
 

Whether relishing greasy, unhealthy, but oftentimes delicious fast-food, ethnic 

cuisine, or premium quality dishes, it is the diner interaction with a menu that always 

precedes the culinary experience. The research has underscored the significant role a 

menu plays in engaging and communicating with its customers. The analysis has 

demonstrated that the menu is simply more than an offer of food. It is a central 

marketing tool in displaying what is on offer, it provides abundant information on the 

products and ingredients used and it sells a particular dining experience be it fast food, 

cheap and cheerful or a gastronomic masterpiece. Specifically, it has illuminated the 

role lexis and register play in the creation of a menu in order to engage effectively with 

the customer; that is, not only communicating the food available but creating a wider 

dining experience, raising anticipations and expectations, and generally marking the 

establishment to the wider world. 

When examined linguistically, the three types of menus examined transpired to 

be formed as flexible texts rich in information; they aimed to engage with customers’ 

subconsciousness, emotions and imagination. This was further reinforced through the 

deliberate use of visual imagery to enhance the dining experience. The language of 

menus may be described as an art, especially rich at the level of the lexicon, including 

loan words, descriptive adjectives, filler words, and specific choice-regarding 

constructions, that have the effect of directly engaging with the customer. 

Importantly, modern menus are strongly associated with marketing. The nature 

of individual menus derives from the interplay of both linguistic as well as visual 

aspects. In restaurateurs’ culture and the wider hospitality industry, menus are vital 

devices in the mediation of a culinary experience, for which people are prepared to pay. 

Understanding the specifics of the language employed in menus enables comprehension 

of the strategies employed by marketers making people engage with a particular 

restaurant or dining establishment. In addition, understanding the effects practical use of 

language in menus has on customers is beneficial for start-ups to effectively 

communicate their offer to customers.  

The analysis demonstrated that present-day menus reflect major trends and the 

dynamics within the culinary industry in the United Kingdom. The constant change of 
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the culinary trends is affected by phenomena such as health and well-being. Some 

diners might suffer from digestive and other chronic diseases or conditions such as 

lactose intolerance, coeliac disease, or allergies to specific food such as nuts, fish and 

seafood, or particular fruits or vegetables.39 As a result, people suffering from those 

diseases often need to follow a specifically adjusted diet. Other phenomena connected 

with the changing culinary trends are fitness lifestyle and present-day dietary fads. A 

great number of diners are nowadays more food-conscious than they used to be in the 

past. This means that they think twice about the quality, health benefits, as well as 

nutrition values of the meals they eat. To remain fit and feel good within their own 

bodies, those diners usually seek special diets and, as a result, place very specific 

demands on the culinary industry, respectively, dining establishments. As has been 

demonstrated, all three types of menus seek to comply with the specific dietary needs of 

their customers by offering them vegan, vegetarian, gluten-free and other alternatives to 

choose from. 

Moreover, in recent years, increasingly more customers are becoming concerned 

with the ethical aspects associated with food. It means that they are interested in both 

the animal welfare and agricultural conditions of crops. Precisely, the living conditions, 

treatment, the diet of the animals, country of origin, or the way of cultivation – 

extensive vs. intensive farming, means of fertilisation of crops or environmental 

sustainability rank among the customers may be concerned with.  

Such phenomena are eventually associated with branding and provenance. The 

findings presented in the analysis suggest that majority of restaurateurs are aware of the 

connection between the treatment of an animal or a crop and the quality, i.e., the better 

the treatment, the better quality of the final product. One advantage of using high-

quality ingredients is that the restaurateurs can charge more for them, another advantage 

is that mentioning the provenance of ingredients can greatly impress the diner and 

perhaps stimulate their food cravings as well. The analysis implies that this is the reason 

why restaurateurs buy high-quality ingredients and subsequently emphasise their 

provenance in menus. 

                                                           
39

 Coeliac disease = an autoimmune disease that triggers attacks damaging the small intestine when 

people eat gluten. Gluten is a protein found in wheat, rye, or barely.  

Lactose intolerance = a condition caused by the disability to digest lactose – a sugar found in milk, 

cheese and other dairy products. The common symptoms of lactose intolerance are bloating and 

diarrhoea.  
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The three types of menus analysed proved to be complex texts demonstrating 

both similarities as well as dissimilarities between one another. In terms of structure, the 

menus retain the traditional structural division. It means that all of them comprise parts 

such as appetizers, main dishes, and desserts, regardless of the price category or social 

status. Considering the previously discussed aspects affecting the dynamics within the 

culinary industry, another aspect the three types of menus examined have in common is 

the offer of various meal alternatives, from the vegetarian and vegan to the dairy/gluten-

free ones. The majority of the menus strongly emphasise branding and the provenance 

of the ingredients. In addition, encountering loan words from foreign languages in 

British menus is not uncommon either, yet the individual types of menus differ in the 

languages from which they borrow the lexis. While the expensive menus employ French 

the most, the low-cost and mid-range menus oftentimes borrow from Eastern languages 

such as Persian, Arabic, Hindu, Urdu or Amharic.  

The respective donor languages from which the menus borrow are not the only 

aspect in which the menus differ. The individual types of menus also significantly differ 

in terms of artistic design. In general, the low-cost and mid-range menus tend to be 

more colourful and laid-back in nature, while the expensive ones are rather uniform in 

terms of design. Another difference between the menu is the employment of descriptive 

adjectives and linguistic fillers – such words occur with higher frequency in the low-

cost and mid-range menus rather than in the expensive menus. The low-cost and mid-

range menus are also more likely to offer the customer to upgrade their meal. Besides, 

the mid-range menus turned out to be a transitional type between the other two types of 

menus as they employ a lexicon that is to be found in both the low-cost and expensive 

menus, mainly the loan words from both Eastern languages and French.  

Regarding Jurafsky’s research, Jurafsky distinguishes only two types of menus – 

the expensive menus and the cheap menus. Both mid-range and low-cost menus 

introduced in the analysis of the thesis are analogous to cheap menus in Jurafsky’s 

conception. The findings presented regarding the expensive menus agree with Jurafsky 

on that the expensive restaurants mention the origin of the food more frequently than 

the cheap ones, on that a lot of foreign words can be encounter on the expensive menus 

and also on that they are “light and terse” (Jurafsky 2014) as they do not overuse 

linguistic fillers and descriptive adjectives.  
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The findings for the expensive menus also disagree with Jurafsky on some 

points. Precisely, the findings dispute Jurafsky’s claim that the expensive menus offer 

fewer dishes than the cheap ones and that the expensive menus are three times less 

likely to talk about the diner’s choice and seven times more likely to talk about chef’s 

choice. The analysis discovered that the British expensive menus are only twice less 

likely to mention the chef’s choice than the inexpensive ones. In terms of the diner’s 

choice, the expensive menus turned out to be only five times less likely to mention the 

choice in comparison with the low-cost menus. 

Concerning the cheap menus, both the research of the American as well as the 

research of the British samples discovered that the word “you” appears on cheap menus 

more frequently than on the expensive ones, which is associated with higher 

employment of “of your way” and other phrases in cheap menus. The findings for the 

British samples also agrees with Jurafsky on the claim that both descriptive adjectives 

and linguistic fillers appear more frequently in cheap menus, and on the fact that the 

cheap menus commonly give the choice of sizes. 

As for the differences, the analysis disagrees with Jurafsky on the average 

number of dishes offered by particular menus. According to Jurasky, cheap menus offer 

on average twice as many dishes. Yet, the average count of dishes on both the low-cost 

as well as the expensive British menus is almost identical. The mid-range menus offer 

approx. 1.5 times more dishes on average. The analysis also disagrees with Jurafsky on 

the use of the word “real” on the cheap menus. In the sample of British menus, the word 

“real” appears zero times in the low-cost menus and with negligible frequency in the 

mid-range menus. The expensive menus do not use the word at all. 

In addition, the interconnection of menus with marketing was evident while 

carrying out the research. The use of the several linguistic phenomena of the menus, 

such as emphasising branding and provenance, or offering upgrades and alternatives can 

be associated with the motivation to ultimately succeed as a business. The greater the 

number of alternatives offered by a restaurant, the more diners having different diets 

and tastes can be attracted to the establishment and spend money in the respective 

restaurant. 

In summary, despite having the same communicative function, it may be 

concluded the menus examined are self-reliant texts that are not created according to a 
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single, universal principle. Both the research presented in the thesis and the one of 

Jurafsky demonstrate that menus are a form of art whose composition oftentimes seems 

to be a matter of the complex interplay of marketing, the target customer, as well as 

nearly scientific principles of language use. Overall, a menu is more than the sum of its 

parts, perhaps a synergy of expectations. 
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Appendices  
 

1. Numeral list of menus  

Restaurant Number City Price category 
Adams Restaurant 1 Birmingham Expensive 
Carters of Moseley 2 Birmingham Expensive 
Harborne Kitchen 3 Birmingham Expensive 

Lasan 4 Birmingham Expensive 
Opheem Restaurant 5 Birmingham Expensive 

Opus Restaurant 6 Birmingham Expensive 
Purnell’s Restaurant 7 Birmingham Expensive 
Restaurant Folium 8 Birmingham Expensive 

Simpsons Restaurant 9 Birmingham Expensive 
The Oyster Club 10 Birmingham Expensive 

Atrium Restaurant 11 Birmingham Mid-range 
BA-HA 12 Birmingham Mid-range 

Don Diego Restaurant 13 Birmingham Mid-range 
James Dahl 14 Birmingham Mid-range 

Pushkar 15 Birmingham Mid-range 
Rico Libre 16 Birmingham Mid-range 

Royal Watan 17 Birmingham Mid-range 
Rustic Table 18 Birmingham Mid-range 

Syriana Restaurant 19 Birmingham Mid-range 
Tapas Revolution 20 Birmingham Mid-range 

Caneat 21 Birmingham Low-cost 
MERRYMAID BAR AND GRILL 22 Birmingham Low-cost 

Mr Singh’s 23 Birmingham Low-cost 
Nando’s 24 Birmingham Low-cost 
PEACER 25 Birmingham Low-cost 
Pizza Hut 26 Birmingham Low-cost 

Savanna Restaurant 27 Birmingham Low-cost 
Toby Carvery 28 Birmingham Low-cost 

WOK CHI ORIENTAL KITCHEN 29 Birmingham Low-cost 
Wrapchic 30 Birmingham Low-cost 

Flat Three restaurant 31 London Expensive 
Core by Clare Smyth 32 London Expensive 

Launceston Place 33 London Expensive 
Leicester Square Kitchen 34 London Expensive 

Michael Nada Primrose Hill 35 London Expensive 
Ormer Mayfair 36 London Expensive 

Peninsula Restaurant 37 London Expensive 
Restaurant Gordon Ramsay 38 London Expensive 

Seven Park Place by William Drabble 39 London Expensive 
The Ledbury 40 London Expensive 

Amrutha Lounge 41 London Mid-range 
Andy’s Taverna 42 London Mid-range 

Barge East 43 London Mid-range 
Big Moe’s Diner 44 London Mid-range 

La Patagonia 45 London Mid-range 
Latitude 46 London Mid-range 
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Mele e Pere 47 London Mid-range 
Piate 48 London Mid-range 

The Clink 49 London Mid-range 
The Ninth 50 London Mid-range 

Cookhouse Joe 51 London Low-cost 
Falafel Feast 52 London Low-cost 

Honest Burgers 53 London Low-cost 
Hungry Turtle 54 London Low-cost 

It’s All Greek to Me 55 London Low-cost 
Paramount Lebanese Kitchen 56 London Low-cost 

Piebury Corner 57 London Low-cost 
Pizza Union 58 London Low-cost 

The Golden Chippy 59 London Low-cost 
Wolkite Restaurant 60 London Low-cost 

20 Stories Restaurant 61 Manchester Expensive 
63 Degrees 62 Manchester Expensive 

Adam Reid at the French 63 Manchester Expensive 
Albatross and Arnold 64 Manchester Expensive 

Australasia 65 Manchester Expensive 
Dakota Bar and Grill 66 Manchester Expensive 

Hawksmoor Manchester 67 Manchester Expensive 
James Martin 68 Manchester Expensive 

Mana 69 Manchester Expensive 
WOOD Restaurant 70 Manchester Expensive 
Alborz Restaurant 71 Manchester Mid-range 

Alston Bar and Beef 72 Manchester Mid-range 
Double Zero Pizzeria 73 Manchester Mid-range 

Jasmine Grill 74 Manchester Mid-range 
MyLahore 75 Manchester Mid-range 

No1 Canal Street 76 Manchester Mid-range 
Tampopo 77 Manchester Mid-range 

The Counter House 78 Manchester Mid-range 
The Pasta Factory 79 Manchester Mid-range 

Zumu Street 80 Manchester Mid-range 
Amma’s Canteen 81 Manchester Low-cost 

Chilango 82 Manchester Low-cost 
La Casita 83 Manchester Low-cost 

Northern Soul Grilled Cheese 84 Manchester Low-cost 
Pieminister 85 Manchester Low-cost 

Sicilian Restaurant 86 Manchester Low-cost 
The Hip Hop Chip Shop 87 Manchester Low-cost 

The Koffee Pot Bar and Cafe 88 Manchester Low-cost 
The Waldorf 89 Manchester Low-cost 
Viet Shack 90 Manchester Low-cost 
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2. A sample of low-cost menus 

 

A sample from the menu 30 
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A sample from the menu 52 
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A sample from the menu 86 
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A sample from the menu 85 



 

103 

 

 

A sample from the menu 82 
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A sample from the menu 58 
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3. A sample of mid-range menus 

 

A sample from the menu 80 
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A sample from the menu 77 



 

107 

 

 

A sample from the menu 76 
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A sample from the menu 72 
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A sample from the menu 47 
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A sample from the menu 42 
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A sample from the menu 49 
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A sample from the menu 18 
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A sample from the menu 17 
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A sample from the menu 15 
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4. A sample of expensive menus 

 

A sample from the menu 5 
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A sample from the menu 39 
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A sample from the menu 38 
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A sample from the menu 37 
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A sample from the menu 33 
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A sample from the menu 69 
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A sample from the menu 68 



 

122 

 

 

A sample from the menu 65 
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A sample from the menu 61 
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A sample from the menu 66 


