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Christmas is just around the corner and preparations around the 
country are in full swing for the festive season which will see an 
increase of people venturing out to eat, drink and be merry!

December is always a busy time of year but this year it will be even 
more so due to the new allergen legislation which comes into force this 
month. It’s important that you understand just what the new changes 
mean for your business – and ensure that you’re well equipped to 
embrace the new legislation. The Food Standards Agency outlines 
these changes on pages 18-19 – so make sure you’re up to speed.

And of course we’ve got lots more informative and inspiring features 
in this issue to help you keep turning the pages and aid your business. 
Be inspired and get ready for the New Year with healthy menu options 
(pages 13-16); find out why the trend for gourmet food continues to 
grow apace (pages 24-26) and learn more about the latest buzzword 
– crowdfunding – which is taking the foodservice industry by storm 
(pages 22-23).

Plus, in this issue you’ll find all your regular favourite features such as 
the Business Profile, Design Inspirations, Food Review and our What’s 
New section which gives you a round-up of just some of the latest 
products available for foodservice.

If you have any ideas or thoughts on what you’d like to see within the 
magazine, then get in touch! Just email editor@quickbitemagazine.
co.uk and we’ll see what we can do!

In the meantime, happy reading and all of us here at the QuickBite 
office wish you all a very merry and prosperous festive period.

See you all in 2015!
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consumers hungry for gluten-free

The latest research* also revealed 
that 18-34 year olds are the group 
most likely to avoid gluten – a key 
demographic for the out-of-home 
market according to Horizons** – 
while 77% of women want more 
gluten-free options on menus.

The independent research, 
commissioned by Swedish bakery 
Almondy, delved into the demand 
for gluten-free options out-of-
home and found that while a 
quarter of respondents are gluten 
intolerant or avoid gluten for 
lifestyle reasons, a greater 48% 
have bought gluten-free products 
– increasing to 53% of women 
– proving the appeal stretches 
beyond coeliac sufferers and into 
the mainstream. 

Andrew Ely, managing director 
at Almondy says: “The demand 
for coeliac-friendly menu options 
is not just a trend, especially as 
a whopping 82% of people think 
gluten-free food is healthier. 
Our research highlights the gap 
between supply and demand so 
it’s essential that caterers get on 
board and realise the huge profit 

opportunity available to them 
– particularly as 74% of people 
would be influenced by a gluten 
intolerant friend on where to eat.”

The gluten-free market is 
rapidly expanding with Kantar 
World Panel predicting that it 
will be worth £519m by 2016 
and Almondy has created a 
useful infographic to share 
the findings and highlight why 
operators should give greater 
consideration to their gluten-free 
menus in order to maximise 
profit. 

Andrew adds: “As the number 
one gluten-free frozen dessert 
brand in the UK^, Almondy has 
built its reputation by providing 
great tasting desserts that offer 
brand reassurance and meet 
specific dietary needs – and 
most importantly, 52% of 
consumers said they would 
buy Almondy if they saw it on 
a menu.”

*  Toluna/Almondy 2014
**  Horizons/Quickbite Jan 2014
^ Data monitor 

A staggering 73% of consumers don’t think operators do 
enough to cater for gluten intolerances, despite the fact 
that 42% would expect to pay more for a gluten-free dish 
on a menu, a recent survey has found

The value of the retail frozen food 
market has shown continued growth 
reaching £5.8bn, a 1.6% increase year-
on-year (yoy) according to the latest 
Kantar Worldpanel statistics.

The latest figures, which look at the 52 
weeks to 14 September 2014, show 
that some sectors of the frozen food 
industry have excelled despite the 
wider grocery market stalling. 

The savoury food sector, which 
includes meat products, vegetarian 
products and pastries, was the 
strongest performing frozen retail 
category, achieving a yoy value growth 
of 4.9%. In addition, the volume of 
savoury food grew by 2.9% yoy. 
Frozen potato products also achieved 
a notable value growth, reaching 
4.1% yoy. Innovation in NPD in these 
categories is likely to have contributed 
to this growth.

Ice cream, which has enjoyed 
consistent growth over the last six 
quarters, was another successful 
category achieving a yoy value growth 
of 3.8%. 

Commenting on the statistics, Brian 
Young, chief executive of British 
Frozen Food Federation said: “There 
are signs that life is returning to the 
economy, we predict the consistent 
growth in frozen food to continue 
alongside the resurgence. There are 
notable differences, unlike previous 
occasions the UK has emerged from 
recessions, which should stand frozen 
food in good stead.

“A developed knowledge and 
understanding of the valuable 
properties of frozen food should see 
the constant growth remain constant.”

carluccio’s to drive christmas 
sales with pop-up stores

Each shop will be situated 
close to an existing Carluccio’s 
restaurant and will open daily 
until Christmas Eve. Locations 
include Liverpool, Manchester 
Trafford Centre, Leicester, Bristol 
Cabots, Leamington, Bristol 
Cribbs, Exeter, Worcester, Bath 
and Milton Keynes. 

The entire 2014 Carluccio’s 
Christmas range will be available 
including the brand’s gift boxes, 
panettone, Italian biscuits and 
sweet treats. Each pop-up has 
hosted (in keeping with the 
restaurants) shopping evenings 
which were held on 27th 
November and 4th December 

with shoppers receiving a 10% 
discount on all purchases and 
complimentary mulled wine and 
festive canapés.  

Simon Kossoff, Chief 
Executive, Carluccio’s Limited 
comments: “We trialed a handful 
of Christmas pop-up shops last 
year and they were extremely 
successful in generating 
additional sales over our most 
important retail period. It made 
perfect commercial sense, to 
utilise empty sites nearby our 
restaurants to roll-out further 
temporary stores.”

Italian restaurant group Carluccio’s, run by CEO 
Simon Kossoff, will open ten pop-ups shops over the 
festive season in order to boost sales of its Christmas food and 
drink products, which could generate an additional £1m in turnover for 
the company

Registration has now opened for the 
International Food Event (IFE) which 
takes place at ExCeL London, 22-25 
March 2015.

IFE 2015 is the best place in the UK to 
keep up to date with the latest food 
and drink trends and network with the 
industries finest. To register for free 
just visit their brand new website at 
www.ife.co.uk
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Held at the Tobacco Dock 
warehouse in East London, 
Domino’s attended alongside 
the likes of Google, IKEA and 
Channel 4 but came out on top 
with their digital victory.

Shortlisted for both categories 
in Retail and Mobile, Dominos’ 
win sets it as a key frontrunner 
in converting social users into 
customers in its campaigns.

The Digitals celebrate the 
work from brands setting 
new standards in the online 
world, giving recognition to 
the influencers in the digital 
community that are breaking 
new ground and seeing fantastic 
results.

Nick Dutch, head of digital at 
Domino’s Pizza said: “As a brand 
that embraces all elements of 
digital, Domino’s is thrilled to 
be recognised by a community 
leading the way in modern day 
marketing.

“We’re always looking to be 

ahead of the curve in ways to 
engage with our audience, so 
our award for ‘The Best Use of 
Mobile’ is further validation that 
we’re making the digital footprint 
we set out to create.”

Kay Tasker, group business 
director at Arena Media said: 
“Domino’s understands the 

importance of digital to its 
consumers and has been 
working to improve the customer 
experience in this space. It’s 
fantastic for us to be recognised 
by the industry for delivering great 
work as a collaborative client-
agency team where digital is 
integral to what we do.”

Foxcroft & Ginger is now donating all unsold 
bread and pastries from its newly opened East 
London site to the Whitechapel Mission each 
day. 

Around four million tonnes of food is 
wasted each year and one million tonnes of 
this is unopened. The total cost of wasted 
food amounts to £200 a year per person. By 
donating unsold goods, Foxcroft & Ginger 
makes sure its food is given to those who 
need it and not into the bin – also benefiting 
the environment. 

The Whitechapel Mission is volunteer led 
and has been helping Londoners help the 
homeless since 1876. Each day they see 
around 300 people to provide a cooked 
breakfast, showers, clean clothing, medical 
attention and toilet facilities.

Foxcroft & Ginger is the lovechild of 
dynamic husband and wife duo, Quintin and 
Georgina. The artisan café and bakery also 
offers a specialist range of hand-made baked 
goods, incredible cakes, delicious brunches, 
sourdough-based pizza and exquisite coffee.

Domino’s Pizza UK has been awarded The Best Use of Mobile award at The 
Econsultancy ‘The Digitals’ Awards 2014 in the Mobile category following the 
success of the company’s recent mobile activity, led by media agency Arena

Over one million tonnes of unused food is wasted each year and artisan 
café-cum-bakery Foxcroft and Ginger has stepped in to help make a change

domino’s takes home ‘best use of mobile’ 
award at the digitals 2014

all rise for Foxcroft & ginger!

Dorset Cereals now has a core 
listing with food service company, 
Brakes. This listing will see the brand 
expand its out of home market and 
be available to restaurants, hotels, 
caterers, cafés and canteens. 

The high end cereal aims to give 
caterers the opportunity to offer a 
more premium option to their breakfast 
menus. With free POS, caterers will 
be able to present Dorset Cereals in 
interesting ways with minimum effort. 
Etched jars, labels, table signs and 
display trays will be available to show 
product.

Large packs will be listed for 
decanting from glass jars and mini 
packs for room service, convenience 
and travel. 

Dorset Cereals brand manager, Aisling 
Syme, said: “We are pleased to be 
targeting the out of home market and 
provide high quality breakfast to top 
end establishments. Dorset Cereals 
will provide a quick way for caterers 
to offer their customers a more luxury 
breakfast cereal choice.”

Leon has opened its 20th ‘naturally 
fast food’ restaurant in Victoria Station, 
London.

The company has also recently opened 
up in Farringdon and Tottenham Court 
Road and has ambitious plans to open 
another 12 next year.

They’ve always believed that they can 
be the future of fast food – restaurants 
that are conveniently located and 
which serve boldly flavoured, natural 
food that is affordable and doesn’t 
“make you fall asleep and wake up 
fat”.

With the 12 new openings, Leon will be 
creating 799 new jobs.

Co-Founder and CEO John Vincent 
says: “What excites me so much about 
a new opening is feeling the positivity, 
optimism and energy in the team as 
they build towards the big day and as 
they open their doors for the first time.

“I can tell you that when you’re 
walking in to a Leon on its first day, 
you are meeting a bunch of people 
who feel like it’s their opening night on 
Broadway.”
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Manitowoc Foodservice has 
appointed Jared Greenhalgh as its 
new regional sales manager for the 
South West.

He will be responsible for building on 
the relationships with UK distribution 
partners in the region and enhancing 
the company’s position in the market. 
Raising awareness of Manitowoc 
Foodservice brands, including 
Convotherm, will be key.

“I look forward to building on 
Manitowoc’s solid background and, 
working with distributors in the region 
to develop their strategy over the 
short, medium and long-term,” says 
Jared: “I’m delighted to be working for 
such a key player in the industry - it’s 
great to have such a wide range of 
market leading brands and products 
to work with. 

“The size of the company allows 
for innovation and development, in 
particular with the new Convotherm 
4. Working for a company with a UK 
manufacturing base also makes a 
huge difference and is a sign of high 
quality.” 

Manitowoc Foodservice, a global 
catering equipment company and 
solutions provider, is home to a host 
of market-leading brands that are 
renowned for their quality, heritage, 
expertise and unrivalled channel 
experience. 

news in brief
giraffe wins Junior design award
National restaurant group giraffe has 
been awarded Best Family Restaurant 
in the Junior Design Awards 2014

The inaugural awards, which went digital for the 
first time this year, “aims to showcase the very 
best in beautifully designed products and lifestyle 
brands for the discerning and style conscious 
parent.”

The winners were judged and awarded by the 
team at parenting publication, Junior magazine, 
after a nomination process in which entrants had 
to communicate their design vision for their brand.

giraffe founder Andrew Jacobs said: “How our 
restaurants look and feel is a huge part of the 
process at giraffe – particularly when it comes 
to creating a fun, interactive and stylish spot for 
families.  For us to be officially recognised by this 
award in a heavily competitive market is fantastic.”

With great value dishes, colourful interiors and 
facilities including high chairs, baby changing 

In the UK, 71% of respondents said they believed 
that it is important that supermarkets sell 
sustainably caught seafood, while 60% agreed 
that restaurants should show that they have 
sustainable seafood options, even though only 
6% said they had seen seafood ecolabels on the 
menu when they eat out.Respondents also said 
they trusted ecolabels on products (61%) more 
than recommendations from family/friends (57%), 
information from supermarkets (48%) and the 
brand’s own promise on products (41%).

The research, conducted on behalf of the Marine 
Stewardship Council (MSC), is believed to be the 
world’s largest international survey of sustainable 
seafood consumption. It questioned 610 regular 
seafood buyers in the UK, and 9,019 across 15 
countries in Europe, Asia, Australasia and North 
America.  

Globally, almost all (90%) respondents thought 
that ocean sustainability is important, with 55% 
saying that falling fish stocks has become a 
more important issue than it was a year ago. In 
the UK, 67% of respondents agreed that buying 
sustainably caught seafood would help to ensure 
fish stocks for future generations, slightly higher 
than the global average of 60%.

Restaurants and supermarkets are seen to have 

a key role in ensuring the sustainability of seafood. 
Almost two thirds (65%) of those surveyed agreed 
that it’s important for supermarkets to make sure 
that they are selling sustainably caught fish. 

In the UK, the trend for buying sustainable 
seafood looks set to continue with two-thirds of 
respondents intending to buy more MSC labelled 
seafood in the future, while the same proportion 
said they would advise friends or family to do the 
same.

Toby Middleton, senior UK manager at the MSC, 
said: “British consumers have demonstrated once 
again that they are ahead of the curve when it 
comes to demanding sustainable seafood. Some 
retailers and restaurants have responded well to 
this demand, but others have much further to go 
to meet the expectations of shoppers and diners 
when it comes to for sustainable seafood.

“British consumers have also shown that 
ecolabel credibility is important to them and place 
a premium on our assurance that the food they are 
purchasing can be traced back to a fishery which 
has been independently assessed to meet the 
MSC’s strict scientific standards for sustainable 
fishing.”

The MSC ecolabel which can now be found on 
more than 25,000 products worldwide.

survey reveals vast majority of british 
consumers expect retailers and restaurants 
to provide sustainable seafood options
New independent research into seafood buying behaviour published 
in November shows that the vast majority of British consumers expect 
sustainable options for fish products in supermarkets and restaurants, and 
trust ecolabels to inform their decisions more than brand promises

and a fresh and healthy kids menu complete with 
crayons and balloons, giraffe has proved popular 
with parents across the UK since it launched its 
first site in Hampstead in 1997.

French artisan bakery and patisserie, 
PAUL, is opening its first shop outside 
of London on 8th December as the 
initial stage of a brand roll-out that will 
see a further five openings in 2015.

The bakery in Oxford will take PAUL’s 
total number of UK sites up to 31 and 
will create 20 new jobs when it opens 
on the high street. 

PAUL’s signature range of breads 
will be baked fresh on site each day, 
including the award-winning Six-
Cereals Bread (400g) that recently 
won the Tiptree World Bread Gold 
Recognition Award 2014 (wholegrain 
category).

The brand’s famous selection of 
pâtisserie, viennoiserie, gourmet 
salads and sandwiches will also be 
available to buy in the shop, alongside 
freshly-brewed coffee and a new 
range of Christmas and hot seasonal 
products including soups, croques 
and pizzas. 
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Mechline – a leading pioneer in 
kitchen hygiene solutions – welcomes 
the recommendations of the 
Environment, Food & Rural Affairs 
(EFRA) Committee’s report into waste 
management in England which it says 
is good news for operators looking to 
reduce food waste and avoid landfill 
charges and/or separate costly waste 
collections.

Launching the ‘Waste management 
in England’ report, the Chair of the 
Environment, Food and Rural Affairs 
Committee, Anne McIntosh, said the 
Government still needed to address 
the amount of food waste being 
sent to landfill, saying: “Separate 
food waste collections can be 
disproportionately expensive and 
difficult to implement in practice…
Government must find practical ways 
to divert more food waste out of the 
residual stream but in ways that suit 
local circumstances.” 

The report, published in October, 
opens the door to cheaper, alternative 
methods of waste disposal, including 
the use of bioremediation systems, an 
effective solution that reduces organic 
waste into grey water that simply 
flows safely away down the drain for 
recycling in the usual way, eliminating 
costly collection charges.

Mechline believes remediation, the 
treatment of waste with the use of 
micro-organisms (bacteria), is a viable 
solution to the problem of safe and 
eco-friendly food waste disposal 
offering an attractive and low cost 
alternative to sending food waste to 
landfill – or the AD plant. “It doesn’t 
involve a huge investment and neither 
does it involve storing smelly waste 
food until there is enough for collection 
and then paying for transport costs.”

simply ice cream shortlisted for the  
‘Quality Food and drink awards’

Following a huge wave of entries and with almost 
three weeks of rigorous judging, the Quality Food 
and Drink Awards has announced its shortlist for 
2014 which includes Simply Ice Cream’s Salted 
Caramel Ice Cream.

A total of almost 350 shortlisted food and drink 
products, in 80 categories, are now in with a chance 
to win one of the food industries’ most prestigious 
accolades. Now in its 35th year, the Quality Food 
and Drink Awards ceremony were held in November 
at the Grosvenor House Hotel, Park Lane, London.

Sally Newall, founder and director of Simply Ice 
Cream says they are delighted with the news: “It’s 
a huge achievement to be shortlisted for such a 
prestigious award, and we are thrilled to be in the 
finals alongside such huge names. It has been an 
incredibly busy and exciting year for us, and this 
has been a fantastic piece of news to receive to 
finish the year. 

“We are a small company who pride ourselves 
on the luxurious quality of our handmade ice 
cream, and despite the company meeting a greater 
demand at the moment, this is proof that the quality 

has not been compromised.”
Helen Lyons, Organiser and Publisher of 

Metropolis Business Media, says: “Our judging 
panel is a vital component in reaffirming the validity 
and robustness of our results.

“The quality of the food and drink entries this year 
has been particularly impressive and I know after a 
fantastic two and a half weeks of judging, with our 
uniquely prestigious team of 123 food and drink 
experts, we are all extremely pleased with the final 
shortlist.

“The awards night promises to bring the best of 
the UK’s food and drink produce and key industry 
influencers together in the spectacular setting of 
the Great Room at the renowned Grosvenor House 
Hotel on Park Lane.”

Simply Ice Cream based in Bonnington, near Ashford has been 
shortlisted for the finals of the Quality Food and Drink Awards

recognition for huhtamaki in 
‘csr initiative of the year’
Huhtamaki has been highly commended in the ‘CSR Initiative of the Year’ at the UK 
Packaging Awards 2014 for its entry, ‘Closing the Loop: The BioWare Garden – A 
Demonstration of Sustainability at Work’
‘The Awards, organised by “Packaging News’, 
recognise achievements across all areas of the 
packaging supply chain, and were held on Wednesday 
12th November at the Hilton on Park Lane, London.

Huhtamaki’s entry into the Awards demonstrated 
how the Company’s BioWare paper cups can be 
successfully composted, with the resulting high quality 
compost used to create ‘The Paper Chase’ garden 
exhibit at this year’s RHS Chelsea Flower Show – for 
which it was awarded a highly sought after ‘Gold’, as 
well as ‘RHS Best Discovery Exhibit’.

Speaking of the commendation Linda Salt, UK 
foodservice marketing manager, Huhtamaki (UK) Ltd. said: 
“Huhtamaki is one of the world’s leading disposable packaging 
manufacturers, and we strive to stay ahead of the game when it 
comes to responsible manufacturing.  

“The project was created to give Huhtamaki a clear 
and engaging way of communicating the composting 
message to both customers and consumers, working as 
a catalyst for change within the industry, and encouraging 
education and dialogue through the supply chain to 
stimulate best practice within recycling and sustainability.

“We were delighted with the success of The Paper 
Chase garden, with the RHS Chelsea Flower Show acting 
as possibly the biggest stage on which to broadcast the 
importance of composting waste, such as cups, to a 
significant national audience.”

UCC Coffee has further strengthened 
its UK & Ireland sales team with the 
internal appointment of Beth Langley 
as national account controller for out 
of home.

Beth joined UCC Coffee in 2012 as 
senior national account manager and 
has been instrumental in many of the 
business’s recent successes in the UK 
and Europe. 

Beth’s new remit will include 
implementing robust business 
processes and driving relevant 
category initiatives providing UCC 
Coffee customers with the market-
leading expertise they need to develop 
their coffee strategy. She will also be 
responsible for developing the new 
OOH National team and developing 
relationships with existing customers.

Marcus Swift, sales and marketing 
director, UCC Coffee UK & Ireland, said: 
“Beth’s promotion to this newly created 
role is thoroughly deserved. We’ve set 
out a clear strategy for growth and 
the development of our out of home 
national team is key to this. It’s an 
exciting time for the business and Beth 
will be key to our continued success as 
we move in to next year.”
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Teaching the art of Oriental and Asian cuisine in the heart of London’s 
Covent Garden, School of Wok opened its sister school for professionals, 
the Oriental Culinary Institute (OCI) on 28 November 2014

school of wok launches oriental culinary institute

Founded and run by chef Jeremy Pang, over the 
past four years School of Wok has developed a 
number of bespoke consumer courses, to cater 

for a variety of tastes and appealing to both 
budding chefs and casual cooks alike.

“Having been repeatedly approached by a 
number of professional outfits asking us if we 
could train their chefs, we decided to create 
something different, appealing to those who 
want to learn new skills or perfect the more 
sophisticated and lesser known cooking methods 
of Asian cuisine,” explains Jeremy Pang.

The Oriental Culinary Institute has therefore been 
set up to specialise in accredited professional 
training. The Institute will provide three-week 
courses in Oriental and Asian cookery, as well 
as private consultancy, chef training, bespoke 
one-to-one learning in a professional environment 
and state-of-the-art kitchen, along with an 
understanding and focus on kitchen organisation 
and preparation in a commercial environment, 
essential for any professional chef. 

train4academy launches allergen training package
Hospitality e-learning specialist Train4Academy has launched a comprehensive 
training module to prepare food handling staff for the new allergen laws

Offered as part of the Train4Food Food Hygiene 
programme, the new module enables hospitality 
and foodservice employees to understand their 
new responsibilities under the Food Information 
Regulations 2011. Companies have until 13 
December 2014 to comply with the new legislation.

As well requiring operators to provide customers 
with information on 14 common allergens contained 
in food served on request, the regulations also 
oblige them to train all staff, including kitchen and 
front-of-house, to understand the hazards posed 
by allergens and the possible consequences to 
customers with allergies.

The new Train4Food Allergen Awareness 
e-learning module allows staff to study the relevant 
information online, and then answer multiple 
choice questions in order to demonstrate their 
understanding. Topics covered in the training 
include:       

•  Knowing what substances and allergens are in 
the food products they prepare and serve;

•  Understanding the importance of preventing 
cross-contamination of allergens in food;

•  Spotting  the symptoms of an allergic reaction 
The allergens module will go into more detail 

than the information on the new legislation included 
in the Food Hygiene Certificate, and has been 
accredited by both the CIEH and City & Guilds.

Janet Bridgewater, director of Train4Academy, 
said: “There’s inevitably been a great deal of focus 
on the start date of December 13th, when the new 
legislation comes into force, in terms of asking ‘will 
the industry be ready?’.

“What’s far more important is that operators 
recognise this is an ongoing obligation for all food 
businesses. Whether or not all staff are fully up to 
speed by day one, allergen awareness needs to be 
permanently embedded into the business in terms 
of training and good practice in order to comply 
with the law.

“Our new allergen awareness e-learning module 
has been developed to fit into the Food Hygiene 
training that is familiar to the tens of thousands 
of employees who use our distance learning 
programmes. It enables them to fit training around 
their work and home lives, and so is the quickest 
and most convenient way for employers to ensure 
their business complies with the new regulations.”

There are discounts available for employers who 
block book training. For more information see  
www.train4food.co.uk or email  
enquiries@train4academy.co.uk.

Dynamic brother and sister team 
Costas and Maria Constantinou 
have launched a new and unique 
reservations-only restaurant serving 
dinner Monday to Saturday in the heart 
of Soho. 

Old Tom & English focuses on 
unpretentious British food, vintage 
cocktails and carefully curated wines 
in a beautifully designed space by 
critically acclaimed designer Lee 
Broom. The name references the 18th 
Century British ‘Old Tom’ gin recipe, as 
well as being a playful nod to Soho’s 
colourful history.

Maria Constantinou said: “Old Tom 
& English is all about a complete 
experience, celebrating British food, 
vintage cocktails and British design 
delivered in a modern way. It’s Old 
Soho meets New Soho.”

The menu consists of small plates, 
each designed with convivial sharing 
in mind, allowing guests to create 
their own tasting menus. Highlights 
include Confit Smoked Guinea Fowl 
with Anchovy Mayonnaise, Egg and 
Mushroom on Toast with Jerusalem 
Artichoke and Marmite Butter, Crispy 
Cider Braised Pig Cheeks with 
Apple and Fennel sauce, Cornish 
Scallops with Courgette and Crispy 
Black Pudding, Deep Fried Popcorn 
Cockles and Lemon and Thyme Baby 
Doughnuts.

Tibard has launched an online 
Christmas shop containing a varied 
selection of Christmassy products to 
help you get yourself, your colleagues, 
customers and friends in the festive 
mood!

The Christmas hats on offer include a 
number of different styles suitable for 
everyone. From different styled plain 
Santa hats, to Christmassy chef hats, 
to light-up singing Santa hats, to elf 
hats with ears attached.

Plus a selection of Christmas aprons 
are available for purchase, to complete 
the festive feel in your kitchen whilst 
cooking.

The company is urging people to 
get in the festive spirit and use their 
Christmas store to add a couple of 
low-priced festive goods to your 
basket before check-out. Great for 
kitting out your workplace and work 
colleagues!

Visit www.tibard.co.uk to view the 
range.
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industry news

yo! to go pulls into charing cross station with ssP

Creating ten jobs, the striking 
design of the new ten cover kiosk 
is focused on making it quick and 
easy for Londoners and tourists 
alike to ‘Grab n Go’ authentic 
hot and cold Japanese food on 
the move through a key London 
travel hub.

The new YO! To Go menu will 
feature classic sushi boxes and 
YO! favourites, as well as newly 
developed YO! To Go dishes 
including traditional Japanese 

hot dishes (such as Beef 
Teriyaki, Chicken Katsu Curry 
and Vegetable Yakiudon), unique 
snack packs and a wide range of 
drinks to complete your takeaway 
meal - perfect for all types of 
meal occasions.

Vanessa Hall, CEO, at YO! 
Sushi said: “Charing Cross is 
a busy thoroughfare benefiting 
from high footfall from local 
office workers, residents and 
tourists. We are really excited to 
be launching ourfirst YO! To Go 
standalone format and believe 
customers will enjoy our diverse 
range of authentic Japanese 
hot classics and sushi boxes on 
offer as well as our striking, cool 
design.

“We are delighted to be 
working with SSP again to bring 
a slice of urban Tokyo to all 
commuters at one of London’s 

busiest train stations.”
Lucy Knowles, chief marketing 

officer SSP said: “We have 
developed a great relationship 
with YO! Sushi in the UK and 
overseas and we are very 
proud to be their partners in 
this first example of their new 
style of offer, YO! To Go. We are 
confident it will bring the YO! 
Sushi brand to an even wider 
audience in a fun, energetic way 
and we are looking forward to 
building on this launch.

Samantha Turner, head of 
retail, Network Rail commented: 
“Network Rail are always looking 
at new, innovative designs 
to delight our customers and 
this is a great example of us 
working with our partners to 
utilise existing space to provide 
a fantastic ‘grab and go’ offer at 
Charing Cross.”

Iconic Japanese restaurant group, YO! Sushi, has partnered with SSP, a leading 
provider of food and beverage outlets in travel locations worldwide, to launch an 
exciting new concept ‘YO! To Go’ in London’s Charing Cross Station this December

latest free training pack gives tips for the tabletop
Building on the success of the free cleaning and hygiene training packs launched last 
year under the Tork brand, SCA Hygiene Products has now introduced a new pack to 
help caterers conform to the impending legislation concerning allergens
The new pack entitled ‘Preparing a Table for a 
Customer with a Food Allergy or Food Intolerance’ 
gives practical, step-by-step advice and shows 
how the right cleaning products can help catering 
staff prepare a table for allergic guests safely and 
efficiently. 

“The introduction of the allergen legislation will 
change the way catering staff clean and re-lay 
tables for customers, necessitating an even more 
thorough and meticulous regime,” explains Jamie 
Wright marketing, communications co-ordinator at 
SCA Hygiene UK who manufacture products under 
the Tork brand. “Our new training pack describes in 
detail why this should be done, and how.

“It joins the two existing training packs, ‘Hand 
Hygiene’ and ‘Food Contact Surface Cleaning’, 
which can already be downloaded from the 
Tork website and have proved very popular with 
caterers.”

All the packs provide a clear, comprehensive 
and easy to use training session plan. They include 
all the necessary information, a guide on how to 
present and explain this, and a quick quiz at the end 
to reinforce the learning. There is also a certificate 
which can be completed and presented to staff on 
successful completion of the course.

To help the trainers Tork have also produced short 

videos for all the packs, highlighting the key points 
in each of the training modules. These are available 
for free download in a YouTube format.

“With many commercial kitchens having a 
relatively high staff turnover, we hope that our 
new training packs will help ease the burden on 
caterers in the important field of training staff on 
hygiene matters,” comments Jamie. “They will save 
the operator a good deal of time in planning and 
preparation, and provide the clearest information in 
an easily accessible fashion.”

The training packs can be downloaded free of 
charge from www.tork.co.uk/hospitalityhygiene

news in brief
This winter marks 25 years at Santa 
Maria Foodservice UK for Bob Tinsley, 
national account manager at the 
market-leading supplier of spices and 
international food concepts.  

Formerly known as Discovery Foods, 
Bob started on the company’s first day 
of trading in 1989, before its subsequent 
acquisition by Santa Maria in 2009. 

Bob’s career began as a result of his 
enthusiasm for Mexican food. While 
working in sales for a frozen food 
wholesaler he spotted James Beaton 
and Marshall Young, a Texan foodie, 
demonstrating Mexican food at the 
Brighton Fast Food Fair. Bob says: 
“This was 30 years ago, so at the time, 
Enchiladas and Nachos had not been 
seen before in the UK. It was fascinating 
and I knew that I wanted to make these 
widely available.” 

Having sold Mexican food successfully 
for some time at Henson Foods, James 
Beaton approached Bob about working 
for his new venture Discovery Foods, 
which was to have a focus on Mexican 
cuisine.

“It was pioneering days for Mexican 
food. It was also an education for 
consumers, as they knew about tacos 
but not soft tortillas. I thoroughly 
enjoyed showing people these new 
products and creating recipes for them 
to taste. After about ten years, we 
launched wraps into the UK market 
which took Mexican food into the ‘food 
to go’ and sandwich market,” continues 
Bob.

Nordic Organic Food Fair – the Nordic 
region’s only dedicated international 
trade show for organic food and drink – 
has announced a 13% increase in total 
attendance for 2014.

The event welcomed 3,558 natural 
and organic industry professionals 
from 51 countries to its second edition 
in Malmö, Sweden, from 26th-27th 
October.  

Having more than doubled in size since 
its launch last year, the show offered 
thousands of visiting retailers and 
foodservice professionals a vibrant 
showcase of healthy, sustainable, 
natural, raw, organic food and drink, 
and speciality ingredients. Co-located 
with Natural Products Scandinavia, 
the combined events featured 310 
exhibiting brands.

Both visitors and exhibitors have hailed 
the show a great success, with 85% of 
surveyed visitors rating their experience 
as excellent/good. Exciting, inspiring, 
important and relevant are just some of 
the words to feature in feedback so far.

“We had another fantastic show this 
year, with visitor numbers increasing 
again and a very positive response 
from our exhibitors and visitors,” says 
event director Zoe Lacey-Cooper. “For 
a show that is only two years old, it’s 
amazing how Nordic Organic Food Fair 
has really caught the imagination – and 
attention – of everyone involved in this 
important sector.”
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a word from...

As the owner of three Subway® 
stores I often find myself dealing with 
employment issues on a daily basis, 
much to my frustration. I love my 
employees – they’re a great bunch 
of people but they all have their own 
complex needs and differences. Whilst 
I obviously can’t talk about them 
individually I can tell you that we often 
have to deal with problems that can 
really surprise and perplex even the most 
seasoned business owner.

When I first started my business I 
thought employment issues were 
something I could deal with. However, 
the minute I took over my first shop I had 
to deal with staff who all wanted to tell 
me how I should run the place and how 
they are used to doing things a certain 
way. I obviously disagreed with them.

Very quickly I discovered that I needed 
professional help as I just wasn’t well 
equipped enough for this potential 
minefield heading my way. I had 
several potential avenues to go down 
– mentoring from an inclusive service 
provider such as Bibby, Nat West or my 
local chamber of trade; a private HR 
firm such as Peninsula or maybe a local 
consultant.

Keep your  
eye on the ball!
With employment law changing on a regular 
basis and the ever increasing list of work benefits 
being given to employees, business owners really 
need to keep their eye on the ball, says Subway 
franchisee Ian Dawes

I made sure I did my research to see what 
these companies offer and how good 
they were starting with the mentoring. 
These firms normally offer a ‘one size fits 
all’ type of service that provides a 24hr 
hotline and templates for disciplinaries 
as well as additional paid-for training 
courses. However, to me these didn’t 
seem a great way of doing things as every 
business owner has individual needs. 
Next I looked at those large corporate 
entities that are known throughout the 
world as top service providers. Personally 
they just seemed too far away and too big 
for me and my small shop with ten staff. 

Whilst it might seem that Subway® is 
in the business of selling sandwiches, 
it’s also fair to say that it’s in the people 
business as well. Each store serves 

hundreds of customers every day – real 
people, with real lives and my staff are 
the face of my store interacting with 
those people. It seemed to me that I 
needed a real person to help me run my 
business so I looked for a HR consultant 
that was based near my store.

I was lucky enough to start working 
with a lady called Joanne Vose from 
Red Elephant HR, based in Leeds, 
who has given me support, training, 
encouragement and assurance 
throughout my career of people 
management. We meet in-store on a 
regular basis and discuss how we can 
take a proactive look at HR rather than 
a costly reactive approach, saving me 
money in the long term. Whilst this 
approach might not meet everyone’s 
needs I really want to stress the 
importance of working with someone 
who wants to do business face to face 
and work with you providing a service 
tailored to your needs.

So whether you are a small or large 
company, a new start up or have been 
around for years, don’t just copy what 
everyone else does, look around and see 
if you can find someone who can help 
you and not just themselves. 

“Don’t just copy what 
everyone else does, look 
around and see if you 
can find someone who 
can help you and not just 
themselves”
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healthy menu options

The New Year always brings a higher demand for healthier options 
and this is why you should plan ahead. Re-visit your menu now to 
ensure that you gain new customers while retaining existing ones 
“Caterers need to ensure they offer 
a selection of healthy alternatives to 
provide a good level of choice for their 
customers,” says Mark Lyddy, Tilda’s 
head of foodservice.

“There are easy ways of adding a 
healthy dimension to a menu to broaden 
its appeal. It doesn’t have to involve 
huge changes: one easy way, for 
example, is to offer Tilda Basmati Rice 
instead of chips which makes it easy 
for diners to make the switch without 
causing headaches in the kitchen.”

People are increasingly health and 
diet-conscious and are becoming 
more knowledgeable about the factors 
that impact on their health in terms of 
lifestyle, diet and exercise. This means 
that a growing number are changing 
their eating habits either permanently 

or from time to time when they feel they 
need to make an extra effort in terms of 
their food intake. “Rice is an important 
part of a balanced diet: it is a complex, 
starchy carbohydrate that is also low 
in fat so it will certainly be sought after 
by health-conscious consumers,” says 
Mark.

“Rice, particularly Basmati has a 
big role to play in this emerging era 

of healthier eating because of its 
versatility, the significant dietary 
contribution it can make and the value it 
offers caterers and their customers.

“Basmati is very much a ‘calorie 
bargain’ because a half cup cooked 
serving is just over 100 calories, it is 
healthier than long grain rice and keeps 
you fuller for longer.”

Rice is very low in fat, contains no 
trans fats or cholesterol and very 
little sodium. It is a source of dietary 
fibre when in brown form and suitable 
for vegetarian, vegan and all multi-
cultural diets. It has many other 
valuable properties for caterers at a 
time when more and more people are 
being diagnosed with a variety of food 
allergies. In fact, rice is one of the foods 
that is least likely to cause allergies. 

“Caterers need to ensure 
they offer a selection of 
healthy alternatives to 
provide a good level of 
choice for their customers”

Catering for a demand  
for healthier options

Tilda advises offering rice as a 
side dish rather than chips, to 
make it a healtheir menu option
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is eliminated. The HotWhip heats and 
blends liquids whilst keeping them 
warm until service, which increases 
productivity without compromising 
quality.”

Juices & smoothies

Juices and smoothies are also a highly 
attractive avenue for operators to 
explore. Also possessing the appeal 
of home-made produce, they are one 
of the most popular items amongst 
consumers whose personal wellbeing is 
paramount.

“Ideal for outlets looking to take their 
first steps into the world of juicing, the 
Omega Citrus Juicer is a great starting 
point,” advises Guy. “With citrus juices 
generally being the most popular 
amongst a wide range of consumer 
groups, utilising the durable Citrus 
Juicer will offer long-term productivity in 
commercial environments and will add 
longevity to the juicing trend.

“And for more ambitious operators, 
the Omega Megamouth Juicer is the 
ideal next step, as it is designed to 
accommodate larger portions as well as 
whole fruits.”

Cheeses

One of the biggest trends in the food 

HotWhip from Mitchell & Cooper – can 
in fact make the process extremely 
easy.

“Preparing sauces, mousses and 
desserts are easy to do, whilst keeping 
soups warm and of an ideal consistency 
takes minimal effort, as the need to 
stand over a pan and constantly stir 

It is easy to digest and is among the 
first foods suitable for adults who have 
gluten intolerance or coeliac disease.

“Gluten-free menu items are becoming 
more important to consumers, and rice 
offers caterers an easy and healthy way 
to meet this demand,” explains Mark. 
“Rice and rice-based foods are also 
healthy alternatives to wheat, barley 
and rye. Caterers should opt for a style 
of rice such as Tilda Basmati which has 
numerous other benefits. It produces 
better ‘plate-fill’ and yield over long 
grain – meaning consumers eat fewer 
calories and caterers earn more profit.”

Guy Cooper, managing director of 
Mitchell & Cooper, says that the 
demand for healthier options gives 
operators the opportunity to either 
expand on these offerings or introduce 
a whole new range of waistline-friendly 
choices, and operators who offer 
snacks, small meals and take-out 
services are ideally placed to do so.

“By creating soups from scratch, 
operators are able to develop their own 
unique recipes, which will automatically 
increase customer appeal,” explains 
Guy. “Homemade creations mean that 
some of the take-away food served is 
synonymous with your establishment 
only, which makes for a much more 
personal touch, speaking volumes 
about your business ethos. Although 
generally perceived as less convenient, 
the right equipment – like the Kisag 

“Juices and smoothies  
are also a highly 
attractive avenue for 
operators to explore”

Offer customers a miso style 
soup as a starter, which is 
simple to prepare, cost-
effective and low in calories

Between 2011 and 2012 
Aviko removed 16 tonnes 
of salt from their range, 
which they say makes it a 
healthier choice
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Mitchell & Cooper says that 
their Omega Citrus Juicer 

is a great starting point for 
making juices and smoothies

Creating a fun dish like Fish 
Dogs which will appeal to those 
who would like to eat more fish 
for health reasons, but aren’t so 

keen on stronger flavours

industry is health, with consumers 
looking for more nutritious food 
options, and Bel say that they can 
provide operators with a range of low 
fat cheeses to help ensure that their 
food is not just tasty, but healthy and 
nutritious too.

“Leerdammer cheese comes in a Light 
variety, which has 50% less fat than 
cheddar cheese whilst maintaining 
a great taste and texture, allowing 
consumers to watch what they eat but 
still enjoy their food,” explains Chloé 
Féminier Tomkins, UK group product 
manager, Bel. Leerdammer “Light 
provides a great melt on hot dishes 
and is also available in pre-sliced 
packs, facilitating its use in meals and 
sandwiches, and enabling operators 
to get plates out of the door more 
quickly.”

calories, meaning these fun snacking 
portions will allow consumers to 
indulge in the brands they like and not 
worry about the health implications. 
Consider pairing either of these with a 
range of oatcakes or crackers to offer 
your customers a filling and nutritious 
snack. These portions are also quick 
and easy to serve as a dessert option 
when coupled with crackers, and are 
frequently requested as an alternative 
to traditional sweet desserts.

“Both Mini Babybel and The Laughing 
Cow have strong brand resonance 
among consumers and can be 
promoted on the menu or POS, 
attracting customers and demonstrating 
the quality of cheese across your 
offering,” explains Chloé. “Consumers 
know and love their favourite brands, 
and by providing trusted family 
favourites, operators can drive positive 
margin growth through incremental 
purchase, repeat visits and potential 
for premium pricing on premium menu 
offerings.”

Potato products

Health remains an important consumer 
driver, and Aviko says that there are 
simple steps that operators can take 
to make their dishes healthier. “By 
choosing Aviko’s potato products 
caterers can instantly lower the 
salt content in their dishes,” says 
Mohammed Essa, general manager UK 
& Ireland. “We work hard to continue to 

healthy menu options

Being able to provide healthy, 
nutritious snacks in appropriate 
portion sizes is also a crucial 
factor in distinguishing a caterer’s 
offering from the rest of the 
herd, and so operators should 
certainly consider stocking 
lighter snacking options of 
consumer favourites where 
possible. “Mini Babybel and 
The Laughing Cow, which both 
come in pre-packaged portions, 
help operators control portion 
size and provide customers 
with a convenient option,” 
says Chloé. “Both of these 
brands are well trusted among 
consumers, and both come in 
Light varieties as well.”

The Laughing Cow Light 
contains less than 7% fat, and 

Mini Babybel Light contains only 50 

“Being able to provide 
healthy, nutritious 

snacks in appropriate 
portion sizes is also 

a crucial factor in 
distinguishing a 

caterer’s offering from 
the rest of the herd”
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healthy menu options
reduce the salt content of our products 
for consumers. In fact, between 2011 
and 2012 we removed 16 tonnes of salt 
from our range including menu staples 
such as our Roast Potatoes and Mash. 

“But it’s not just about removing salt; 
we’re using alternatives to keep dishes 
tasty! For instance our herb diced 
potatoes combine the appeal of two 
complementary herbs – parsley and 
basil – making a flavourful alternative 
to chips and a hassle-free way for 
operators to produce healthier dishes 
that consumers will love.”

Healthy doesn’t have to mean boring 
either. Some 74% of respondents to 
consumer research^, conducted by 
Aviko, said they would order their Sweet 
Potato Fries if they were on the menu.

68% of respondents also said that they 
perceived Aviko’s Sweet Potato Fries to 
be a healthier menu option, while 76% 
said they would be perfect for children’s 
menus. To back this up, research from 
The Schools Food Trust suggests that 
health is a key consideration for parents 
when eating out with some 87% saying 
that they would like to see healthier 
children’s menus.

are more 
health conscious 

than ever and therefore the inclusion 
of healthy choices is vital – and that a 
good place to start is to make use of 
oily fish, as demand for varieties such 
as fresh tuna and salmon is on the rise 
as a result of this trend towards healthy 
eating.  

“The versatility of oily fish makes it a 
perfect menu staple,” she says. “For 
example, Asian-style griddled salmon is 
a delicious alternative to a burger, while 
creating a fun dish like Fish Dogs will 
appeal to those who would like to eat 
more fish for health reasons, but aren’t 
so keen on stronger flavours. 

“Pan-Asian cuisine – using fresh 
produce and low-fat proteins – lends 
itself particularly well to healthy eating 
menus.  It’s as easy as offering a miso 
style soup as a starter, which is simple 
to prepare, cost-effective and low in 
calories.

“Similarly, Mexican food is currently 
enjoying a boom in popularity and 
offering light dishes such as tostadas 
or quesadillas filled with a selection of 
grilled fish and salad is an excellent 
way to attract health-conscious 
consumers who enjoy Mexican food but 
perceive it as being fattening.”

^Aviko/Toluna 2012

“These findings should act as a 
call to action for operators, 
with a signal that there is 
money to be made from 
healthy sides with a 
point of difference,” 
urges Mohammed. “A 
more premium feel 
can also command 
a more premium 
price point, 
meaning that, by 
stocking Aviko’s 
Sweet Potato 
Fries, caterers can 
respond to the latest 
trends, meet growing 
consumer demand and 
profit in the process.”

Susan Gregory, head of food 
at Nestlé Professional® agrees 
that many of today’s consumers 

“Pan-Asian cuisine – using 
fresh produce and low-
fat proteins – lends itself 
particularly well to healthy 
eating menus”

Use low fat cheese to make menu options 
such as this Chorizo Croute Salad a 
healthier alternative, advises Bel

Bel says that operators 
should consider stocking 
lighter snacking options 
such as Babybel
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new allergen laws

“All food businesses 
will have to provide 
information about the  
food they serve which 
contains ingredients that 
some customers might  
be allergic to”

What is the Food Information for 
Consumers Regulation (EU FIC)?  

The EU FIC brings general and 
nutrition labelling together into a single 
Regulation, in order to simplify and 
consolidate existing labelling rules. It 
also introduces rules that apply to loose 
foods.

This legislation will change the way 
allergen information is provided and 

Under this new legislation all food 
businesses will have to provide 
information about the food they serve 
which contains ingredients that some 
customers might be allergic to. It’s 
vital that food allergies are taken 
seriously as a mistake could put your 
customers at risk. Here’s the Food 
Standards Agency’s quick guide to this 
new regulation and what you should 
be doing to make sure everything is in 
order.

The EU Food Information for 
Consumers Regulation is coming into 
force from 13 December 2014. Here 
the Food Standards Agency talks 
more about what this means for you

changes to allergen  
information are 
coming – and it 
will affect you
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new allergen laws
presented for all food, including when 
eating out. 

What does this mean?

With these new allergen rules your 
suppliers will be obliged to provide food 
allergen information to you so that this 
can be passed on to your customers. 
Some have already started this work, and 
you’ll be seeing food allergen information 
on your deliveries.  However, if you are 
using pre-packed foods as an ingredient 
in recipes, it is important to remember 
that some products (such as tinned or 
dried food) can have a long shelf life. 
This means that you may see old and 
new labelling being used for a further few 
years. 

What do I need to do?

There are 14 major allergens which need 
to be declared when used as ingredients. 
These are cereals containing gluten, 
crustaceans, molluscs, eggs, fish, 
peanuts, nuts, soybeans, milk, celery, 
mustard, sesame, lupin and sulphur 
dioxide. These allergens will have to be 
listed clearly in an obvious place, for 
example: 

• menu
• chalkboard
• easily accessible  recipe card or 

information pack 

If information is not provided upfront, 
an indication as to where it can be 
obtained must be given, either in writing 
or verbally.

What if the food is sold over the internet 
or phone?
If food is sold at a distance, such as 
a telephone order for a takeaway, the 
allergen information must be provided 
before the purchase of the food is 
complete (this could be in writing or 
verbally) and in a written format when the 
food is delivered. 

What else do I need to do?

Make sure you keep up to date 
ingredients information for any 
readymade food you buy in, and 
record the ingredients in your dishes. 

Remember to include any additionally 
used in cooking, as well as in sauces, 
dressings and other accompaniments. If 
you change or modify a dish, make sure 
the information is kept up to date and is 
accurate.  Ensure your staff are aware of 

“With these new allergen 
rules your suppliers will 
be obliged to provide food 
allergen information to you 
so that this can be passed 
on to your customers”

how allergen information is managed  
and stored.

Where can I go to for further 
information?
Local enforcement authorities, such 
as environmental health and trading 
standards officers who will be enforcing 
the new rules, are happy to talk to local 
food businesses to help them comply 
with these new requirements.

The FSA has produced some practical 
materials to help businesses comply 
and these can be found at: food.gov.uk/
business-industry/allergy-guide/allergen-
resources.
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sustainability 
is key
QuickBite discovers what some 
companies are doing to ensure 
they are sustainable

One of the UK’ Leading foodservice 
providers, Bidvest 3663, has announced 
its’ 2014/2015 sustainability and 
corporate social responsibility 
(CSR) targets in its newly published 
sustainability report, The Road we 
Travel, in order to raise the sustainability 
benchmark in foodservice.

The sustainability report documents 
Bidvest 3663’s sustainability journey 
since it began in 1995. In 2003 the 
company had an industry first by 
achieving an ISO 14001 certification 
and has since been actively working to 
reduce its’ own and its customers impact 
on the environment, as well as engaging 
in community based projects.

The report highlights the company’s 
progress against a number of 
sustainability targets that it set itself last 
year, which span areas such as healthy 
eating, waste, transport, products, 
environment, supply chain, people and 
community. The new targets have also 
been set under these areas and include:
•  Introducing 100 new Euro trucks, in 

order to reduce emissions throughout 
2014 

•  Ensure that more than 50% of all 
Bidvest 3663 Own Brand product 

range meets or exceeds Government 
2017 salt targets 

•  All Bidvest 3663 Own Brand products 
will be supplied in packaging that 
complies with the new EU Food 
Information Regulations by December 
2014 

•  Increase the amount of company 
cars that are lower emission or hybrid 
powered

Bidvest 3663 conducted research 
into the thoughts, beliefs and current 

behaviours its customers have towards 
sustainability; customers in both the 
profit and cost sectors responded and 
around nine in ten of those who did 
claimed that sustainability is important to 
their business.

The company has initiatives it offers 
customers to help them demonstrate 
they are actively working to be 
sustainable; through its partnership with 
Convert2Green, customers can arrange 
for their cooking oil to be collected and 
turned into biodiesel which fuels the 
lorries making delivers to their outlets. 
Customers can also request to find out 
the true carbon saving relating to the oil 
recycled from their site, in line with ISO 
14064-1; 1,000 litres of waste oil would 
demonstrate a CO2 saving for customers 
of more than two tonnes. Last year 
working with 91 customers, this saved 
2,630 tonnes of carbon emissions.

The company also leads the market in 
the breadth and range of ethical and 
sustainable products it provides, with; 
114 Fair Trade lines, 106 free-range 
products, 53 Farm Assured products 
and 45 MSC certified lines. It has also 
doubled its British Red Tractor assured 
products in the past twelve months to 

“More than 300 
customers have 
enrolled in... Bidvest 
3663 Zero scheme, our 
fully comprehensive 
waste and recycling 
service to help our 
customers achieve 
zero waste to landfill”
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The Superior Plus  72 from Gram UK

195 and has increased its sustainable 
non-food lines by 30%.

Also, to help customers demonstrate 
CSR to their own consumers, Bidvest 
3663 ensures it doesn’t use any artificial 
trans fats in any of its own brand 
products and is making sure all of its 
own brand ViVAS wines have the alcohol 
content and NHS guidelines for alcohol 
consumption on their label.

Shirley Duncalf, head of safety and 
sustainability commented: “We know 
that sustainability is very important to 
foodservice operators, as 24% of our 
customers said they relied on suppliers 

to overcome their sustainability issues 
and more than 300 customers have 
enrolled in our Bidvest 3663 Zero 
scheme, our fully comprehensive 
waste and recycling service to help 
our customers achieve zero waste to 
landfill.”

The full sustainability report, entitled, The 
Road we Travel is available to download 
from www.3663corporate.co.uk/cser.

“The refrigeration industry is regularly 
scrutinised with regards to how it can 
reduce its energy consumption, so 
manufacturers are continuously looking 
for ways to improve the technology in 
their products and make them more 
environmentally friendly,” says Glenn 
Roberts, managing director, Gram UK. 
“Guides like the Energy Technology 

List (ETL) and Water Technology List 
(WTL) – managed by the Carbon Trust 
and the Department for Environment, 
Food and Rural Affairs respectively – are 
vital to maintaining the high quality of 
refrigeration products and ensuring that 
they met the industry requirements when 
it comes to green capabilities.”

Gram is well-known as an industry 
leader in energy efficient refrigeration 
technology and takes its commitment 
to sustainability and the environment 
very seriously. This was demonstrated 
with the launch of its fifth-generation of 

refrigeration units, the SUPERIOR PLUS 
72 and ECO PLUS 70, which are more 
energy efficient than previous models.

“The improvements in technology in 
the SUPERIOR PLUS 72 mean that it 
is 35% more energy efficient than its 
‘best in class’ Plus 600 (Generation 
4) predecessor,” explains Glenn. “The 
energy use, and therefore running costs, 
has decreased massively from 509kW/
year to 329kW/year. Based on a rate of 
10 pence/kWh**, the average operator 
can expect to spend only £32.90 
per year on the running costs for the 
SUPERIOR Plus 72.”

Tangible examples of the units’ 
efficiency and sustainability have 
been proven through the numerous 
rigorous tests, in-line with strict EN 441 
standards, that each of the Danish-
built products undergo in order to pass 
the requirements set by governmental 
bodies and the EU Eco Design Directive. 
“These tests have demonstrated that 
the new units provide exceptional 
performance, thus positioning them to 
be at the apex of energy efficiency, ready 
for the implementation of the minimum 
energy performance standards in 2016,” 
says Glenn.

Another pressing green issue facing 
the refrigeration industry is the use 
of HFCs (hydrofluorocarbons) and 
CFCs (chlorofluorocarbons) within 
the refrigeration units themselves. 
Gram recognised this as an important 
problem that needed resolving and, 
in its commitment to innovation and 
environmentally safe refrigeration, 
became the first refrigerator 
manufacturer in Europe to utilise 
hydrocarbon refrigerants across its whole 
product range as standard in 2002.

“While it may seem more appealing 
to buy a cheaper unit than one with 
superior energy efficiency rating, it is 
essentially a false economy as caterers 
may end up paying more over the life of 
the unit,” advises Glenn. “It can work out 
particularly expensive if the cheaper unit 
isn’t durable either.”

* Using 2014 as a baseline 
**  Average UK non-domestic electricity prices, 

according to the 2013 Energy Prices Report by the 
Department for Energy and Climate Change.

“While it may seem 
more appealing to 
buy a cheaper unit 
than one with superior 
energy efficiency 
rating, it is essentially 
a false economy as 
caterers may end up 
paying more over the 
life of the unit”
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London based LICKALIX has launched a 
crowdfunding campaign on Crowdcube
(www.crowdcube.com/investment/
lickalix-16721) to help it raise £225,000 
towards the national expansion of its 
gourmet ice lolly business.

Set up in May 2014 by Karis and 
Dominic Gesua, LICKALIX spotted a 
gap in the market for natural and healthy 
ice lollies and successfully launched 
a range of products over the summer. 
In the first week of its crowdfunding 
campaign, the company attracted more 
than 50 investors and achieved 15% of 
its target.

“The ice cream, frozen yogurt and frozen 
treats market in the UK is worth more 
than £1.1 billion but there are limited 
healthy options available,” explains 
Dominic. “With consumers increasingly 
looking for food products that are lower 
in sugar and fat and free from additives 
but that still taste delicious, ice lollies 
need to move with the times.

involved with an ethical, forward-looking 
start-up that has already established 
its brand and tested its products in the 
competitive London market.

LICKALIX handmade ice lollies come 
in innovative flavours such as Mango 
& Raspberry Swirl and Caribbean Twist 
and contain fewer than 62 calories 
each, less sugar and fat than most 
popular ice cream, ice lolly and frozen 
yogurt brands. Plus they are suitable 
for vegetarians, vegans and people with 
intolerance to lactose, dairy or gluten. 

“We had a really busy summer, getting 
to know our customers, developing new 
flavours and building our brand and 
distribution network across London,” 
says Karis. “Having sold thousands 
of lollies, the feedback we got from 
customers, retailers and key influencers 
was fantastic. We’re really excited to 
be working with Crowdcube and look 
forward to growing our share of this 
high-value market in 2015.”

Success 
possible via 
crowdfunding
Enterprise start-ups, creative projects and charities have successfully 
raised millions of pounds using crowdfunding over the last five years - 
£9 million in the first three months of 2014 alone

“We’ve already seen how frozen yogurt 
has taken off as a healthier alternative to 
ice cream – why not ice lollies too?”

By teaming up with Crowdcube, one 
of the world’s leading investment 
crowdfunding platforms, LICKALIX 
is planning to attract investors so 
that it can open its own production 
facility, expand its team and launch 
four wholesale flavours for nationwide 
distribution in 2015. The company is 
offering investors the opportunity to get 

“Enterprise start-ups, 
creative projects and 
charities have successfully 
raised millions of pounds 
using crowdfunding over 
the last five years”
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Corrado Accardi, founder and managing director gives some 
background to their success – and tips on how to succeed through 
crowdfunding

2009
The idea is born

2010 
The idea is shelved

2011
Start of the Executive MBA at the London Business School, 
thinking about finance

2012
Entrepreneurship Summer School… rekindling the idea

2013
• The idea becomes Pizza Rossa 
•  European crowdfunding record for a start up

2014 
Pizza Rossa becomes reality

The fundraising
•  Fully funded, at a post-money valuation of £1,076,000.
•  119 investors in 17 days
•  99.91% conversion from pledge to investment
•  European equity-based crowdfunding record for the highest 

funded start up
•  Pizza Rossa are currently on Kickstarter with a rewards and 

products campaign 
•  New fundraising campaign imminent

What it takes for a successful campaign
•  Sound business plan
•  Easy explanation
•  A short, direct and captivating video
•  Initial committed investment
•  An investment strategy
•  Readiness to respond to questions and abusive comments

•  Update regularly the prospective investors
•  Tell everyone

Crowdfunding and food startups
•  Limited cost for the preparation and launch of the campaign
•  Investors interested in food concepts
•  Proof of concept
•  Limited IP risk from disclosure
•  Attract early customers and ‘ambassadors’ of the business
•  Access otherwise unavailable pools of cash
•  Gain visibility at limited or even no extra cost
•  Potential exposure to landlords
•  Partnership opportunities

crowdfunding
Hummus Bros has recently issued a 
bond in a partnership with Crowd2Fund 
to raise £375,000 in order to open three 
more high street branches, as well as 
support the continuing expansion of 
its network of pop-ups and double the 
size of the business.

The company which was founded by 
Christian Mouysset and Ronen Givon 
in August 2005, has served close to 
2,000,000 Londoners over the past nine 
years.

In March 2014, Jon Hassall, previously 
UK operations director of Patisserie 
Valerie, joined the business and has 
helped rebrand all the current units, 
push sales up 33% year-on-year and 
the restaurant EBITDA up 413%.

“This is a perfect time to expand our 
business given that we have spare 
capacity in our central kitchen and 
sales in our high street branches with 
the new branding are going strongly,” 
said Christian.

Hummus Bros has chosen Crowd2Fund 
(www.crowd2fund.com/hbros) as a 
partner to issue this bond as Hummus 
believe that they have a large network 
of high net worth individuals that have 
shown interest in this type of offering.

The Hummus Bros Bond was launched 
on 15th November and aims to raise 
£375,000 paying investors an interest 
rate of 8% over a term of five years.

Taking a slice of success through crowdfunding – the Pizza Rossa Story

case study
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“Fast food really has 
been given a make-
over with the advent 
of gourmet food”

Fast food really has been given a make-
over with the advent of gourmet food 
– the appeal of comfort food created 
with quality ingredients is a real winner 
amongst consumers.

Research from Mintel confirms that 
British consumers would like something 
‘a little posher from their junk food’, 
finding over one in ten (13%) British 
diners have tried gourmet junk food 
– with nearly half (46%) who have not 
ordered saying they would be interested 
in trying posher junk food such as hot 
dogs with better quality ingredients.

Mom’s Fabulous Hot Dogs is renowned 
for its gourmet hot dog range, creating 
hot dogs to authentic recipes using 
superior cuts of meat and gently smoked 
over dried beech wood.

made to accommodate the hot dogs 
completes the gourmet offering.

Nick Pagett, Business Development 
Director, Mom’s Fabulous Foods Ltd. 
said: “Research from Horizons revealed 
that hot dogs, albeit with a gourmet 
twist, were featured on 85% more menus 
than they had previously. We have seen 
evidence of this too in the growth of our 
sales over the last twelve months and 
customer feedback tells us that they are 
realising the benefits of serving a top 
notch hot dog.

“If ever there was a time to introduce an 
innovative, gourmet hot dog concept, it’s 
now!”

For the operator, offering a gourmet 
choice allows a better profit margin, as 
customers are prepared to pay a higher 

Gourmet continues to thrive
Now granted the same attention afforded to full service restaurants, 
gourmet fast food outlets are thriving!

With a variety of sizes and flavours to 
appeal to the whole family – from Mom’s 
Classic, to the Chilli Cheese, which 
is packed with chunks of Gouda and 
flecked with chilli pieces, or the now 
infamous Mom’s Bad Boy®, a huge 
mean and meaty dog for the hungriest of 
appetites.

The introduction of three sauces, Mellow 
Mustard, Bad Boy Chilli and Tasty 
Tommy, to complement the hot dog 
range, along with fine quality buns, tailor-

Add an aromatic twist to your recipes with the 
range of Major International Pan Asian Broths
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price for a menu item that is produced 
from high quality ingredients, are in 
line with current flavour trends and are 
presented creatively. Mom’s Fabulous 
Hot Dogs uses only superior cuts of 
meat and never uses artificial flavourings 
and colourings, with salt levels kept to a 
minimum, resulting in a healthier product 
than the ubiquitous junk food once 
associated with a fast food offering.

Another company specialising in hot 
dogs is Empire Dogs who say that 
many operators are considering the 
increasing demand for gourmet versions 
of traditional American favourites. 
“Gourmet hot dogs are one of the fastest 
growing menu items,” comments Mark 
Yates, founding director of Empire Dogs.

“Regardless of where or how gourmet 
hot dogs are served, the emphasis is 
on freshness and quality. Empire Dogs 
is the ideal choice for operators who 
want to provide customers with a fast, 
filling, and tasty gourmet snack while not 
overindulging. By serving this premium 
hot dog, in a delicious artisan brioche 
bun, operators can not only grow 
lucrative hot dog sales, but also extend 
their hot snack category to meet a more 
premium consumer demand.

“Empire Dogs’ pioneering recipe of 
100% British hot dogs – made entirely 
from the finest cuts of Red Tractor farm 
assured pork, beef and chicken, blended 
with exotic spices – is truly unique.

“Our Red Tractor approved products 
guarantee they have met the expected 
responsible production standard on 
safety, hygiene, animal welfare and 
environment. It also highlights that these 
products are fully traceable back to 
independently inspected farms in the 
UK.

“These allows operators to charge a 
premium for the product as Mintel has 
shown, one in three customers are 
willing to pay more for food with a ‘made 
in Britain’ label or Red Tractor symbol, 
either on the packaging or within the 
menu description.”

Empire Dogs offers an extended range 
of flavours and varieties to suit all 
customers’ demands. Flavours include 
Bratwurst, Frankfurter, Cajun Chicken, 
Chicago Beef, Cumberland and Chorizo, 
and each are offered in a range of sizes 
either 35, 55, 80 or 140 grams to satisfy 
their appetites and to complement a 
range of price points.

“The Empire Dogs foodservice packs 
include individual hot dogs in an artisan, 
double-glazed, brioche style roll, pre-

packed into customer friendly, innovative 
and hygienic on-the-go cartons,” 
explains Mark. “The hot dogs are pre-
cooked and have a P+18 days shelf life 
and are suitable for both microwave 
and combi- ovens, making them easy 
to serve, without the need of extensive 
training or skill.

“For those who deal with higher volume 
and demand. The catering packs offer 
the dogs vac-packed in nines, with a 
total of 20 packs per case, 30 cases per 
pallet and have a shelf life of P+28 days. 
They can be warmed in a bain-marie 
over a sustained amount of time, ready 
to serve instantly.

“With the rise of gourmet style food, 
pubs will be increasingly challenged to 
serve gourmet hot dogs that stand out 
from the crowd and meet customers’ 
rising expectations. Creative offerings 
such as festive hot dogs, global flavours 
and seasonal offerings that incorporate 
different toppings such as salsa, empire 
relish, beef chilli, crispy onions, gherkins, 
jalapenos, or bacon on top of an 
Empire Dog will ensure pubs satisfy the 
customer’s need for a succulent gourmet 
hot dog.”

Pan Asian

If you want to add an aromatic twist 
to your recipes, the range of Major 
International Pan Asian Broths is said to 
be ideal. Infused with flavours from the 
Orient and beyond, the range includes 
Beef, Chicken and Vegetable. Not only 
can they be made into a broth, they can 
also be brushed on or mixed in with 
your existing recipes to add a different 
dimension, giving it a gourmet touch.

“Gourmet hot dogs 
are one of the fastest 
growing menu items”

Mom’s Dogs has 
introduced three sauces, 
Mellow Mustard, Bad 
Boy Chilli and Tasty 
Tommy, to complement 
the hot dog range

The new Love Popcorn flavours include Sea Salt 
and Cracked Black Pepper, Fiery Salsa – made 
with real tomato, chilli and cumin - Cocoa Crisp, 
Salty Sweet and Sweet Vanilla
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The Major Veal Jus for example can add 
a touch of class to your dish. “Balanced 
for a classic finish with the performance 
of an authentic kitchen made jus, 
you wont find the quality mirror like 
sheen anywhere else!” says Major.

“With over 60 years experience, we 
use the finest ingredients to deliver 
exceptional flavours with an authentic 
taste,” enthuses David Byrant, managing 
director, Major International. “Our 
products have truly been created by 
chefs, for chefs and the rewards have 
been exceptional loyalty from food 
service professionals to the Major brand.

“Most importantly, we listen to our 
customers needs and respond by 
constantly developing new product lines 
to add to our quality range of outstanding 
stocks, marinades, demi glaces, jus’ 
gravies, broths, sauces, glaces and fruit 
bases.”

Gourmet popcorn

The couple who first introduced gourmet 
popcorn to the UK market has launched 
five new flavours under a brand new label.

Love Popcorn is the brainchild of 
Catherine and Richard Furze who have 
been at the forefront of the growing 
popcorn industry since 2008, when they 
founded the Consett Popcorn Company.

Now the husband and wife team, the 
first in the country to market hand-made 
savoury popcorn, have consolidated 

their position with a new range of lower 
calorie flavours – all made with proper 
ingredients. 

The new Love Popcorn flavours include 
Sea Salt and Cracked Black Pepper, Fiery 
Salsa – made with real tomato, chilli and 
cumin - Cocoa Crisp, Salty Sweet and 
Sweet Vanilla.

Not only are Love Popcorn products 
made from healthier, wholegrain corn 
– which is low in fat and high in anti-
oxidants – but the new flavours have 
already been preferred over other brands 
in a series of consumer taste tests prior to 
their launch.

“Unlike some manufacturers, who use 
flavourings extensively to provide a flavour 

kick, we only use totally natural, kitchen 
cupboard ingredients in our recipes,” said 
Catherine, “that way our popcorn is as 
close to home-made as you can buy in 
the shops.

“There are no weird flavourings, 
colourings or fillers, and we use only the 
finest ingredients – such as Madagascan 
vanilla – to ensure that, while our popcorn 
is lower in calories, it’s very high in 
quality.”

Love Popcorn – which is gluten free 
and handmade, using traditional artisan 
methods – is aimed at the gourmet market 
and has been designed to appeal to high 
end multiples and speciality delicatessens 
and food retailers.

The popcorn market has seen a ten per 
cent* UK growth in the past year and Love 
Popcorn co-founder Catherine believes it 
will continue to grow in recognition of the 
need for healthy alternatives to fat laden 
snacks, such as crisps and chocolate.

“Consumers are increasingly concerned 
about the health implications of what they 
eat, which is why we believe there is such 
a strong market for Love Popcorn – that 
and the fact that it tastes fantastic!”

*Source: Mintel

Focus on...

“Offering a diverse 
hot drinks menu is 
essential to ensuring all 
customers are catered 
for in the cold, dark 
winter months”

Major International’s 
products have been 

created by chefs, for chefs

Empire Dogs’ hot dogs are made entirely from cuts of Red Tractor farm assured pork, 
beef and chicken, blended with exotic spices
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lunchtime 
opportunity

Stephen Clifford, head of marketing at Country Choice, talks here 
about maximising your lunchtime opportunity
The overall market for ‘grab & go’ food 
from retailers is estimated to be growing 
+3% per annum as people switch 
from formal eating either at home or in 
sit-down restaurants. Market growth is 
largely being driven by consumers buying 
more often.

Average spend is fairly steady – breakfast 
at around £4, lunch slightly higher. Meal 
deals and linked promotions have an 
increasingly important role to play and 
many retailers discount their coffee sales 
if the customer purchases a food item 
such as a breakfast bap or baguette.

The key trend in merchandising is self-
serve – whether hot pastries/pies or 
chilled baguettes/salads. Packaging is 
also key when products are self-serve 
and retailers need to ensure that the 
packaging is practical to use – many 

products are literally consumed on  
the go.

In addition, more and more retailers are 
also now ‘dual merchandising’, which 
essentially means that in addition to the 
main category fixtures, they also have a 
food-to-go area which brings a selection 

of these items together in one place. 
The best location for this is near the till/
entrance to the store.

Whilst breakfast remains by far and 
away the busiest period, it is relatively 
simple for a retailer already offering a hot 
breakfast programme to adapt this for the 
lunchtime trade. For example, by simply 
replacing the ingredients in the breakfast 
bap, such as bacon and sausage, with a 
burger and cheese, or chicken, retailers 
can offer a suitable lunchtime meal.

Aside from the filling, the main ingredients 
– and indeed the packaging – remain 
exactly the same making this a very 
simple transition. Sales can be further 
increased with little add-ons such as a 
selection of sauces and we offer retailers 
both the sauce sachets and a display unit 
to house them.

“The overall market for 
‘grab & go’ food from 
retailers is estimated to be 
growing +3% per annum as 
people switch from formal 
eating either at home or in 
sit-down restaurants”

Maximise your 



Issue 14 December 2014     |     29

Food review

Dining out at Hammer & Pincers Restaurant

The Hammer & Pincers restaurant (2 AA Rosettes, plus listings 
in the Michelin and Harden’s Guides) is located in Wymeswold 
and my wife and I were recommended to visit this highly-rated 
venue. Opened in 2004, the Hammer & Pincers, owned by 
Sandra and Danny Jimminson, quickly established a reputation 
for providing excellent cuisine and service, with the proprietors 
having experiences of the Savoy Hotel and other top London 
restaurants, plus venues in Switzerland and France.

Following a warm welcome from Jade (the Manager), we 
perused the menus. For starters Barbara opted for Parma Ham, 
Fresh Fig & Buffalo Mozzarella Salad with toasted pine kernels, 
water cress and wild rocket. My choice was for Twice-Baked 
Vintage Lincolnshire Poacher Soufflé with accompaniments. 
Both starters were very well presented, each having 
complementing flavours.

The Home-Baked Bread (made in-house daily) Selection, 
plus olive oil, aged balsamic vinegar and homemade butter, 
was most impressive, too. Main courses have ample choices. 
Barbara selected Fillet of Salmon with all the trimmings. Cooked 
to perfection, it was very flavoursome. I chose Butter-Poached 
Chicken with patatas bravas, plus vegetables. Again, all superb 
and with splendid presentations!

Wonderful desserts followed of fresh peach with vanilla ice 
cream, raspberry compote and a butter tuille. Wymeswold 
strawberries complemented with meringue and mixed berry 

sorbet, completed my dining experience, with plenty of lasting 
flavours. Other menus available include the Grazing Menu, 
which has eight courses (each paired with a different wine!)

All dietary requirements are catered for and outside venue 
catering is available. An extensive wines/drinks list is impressive. 
We took time to admire their unique solid wood wine rack, made 
by Rack & Ruin, Ripon, North Yorkshire. High-quality bespoke 
wine racks are a great talking point! www.rackandruin.com

Our thanks to Jade, who attended us throughout, with perfect 
service. Would we introduce our friends to the Hammer & 
Pincers? Absolutely!

“We took time to admire their unique solid 
wood wine rack, made by Rack & Ruin, 
Ripon, North Yorkshire. High-quality bespoke 
wine racks are a great talking point!”

Wymeswold is a very pretty village located in Leicestershire and was the site of RAF 
Wymeswold. Trevor Langley visits the Hammer & Pincers restaurant located in the village 
and tells us about his dining experience

where you’ll find them
hammer & Pincers
5 East Road
Wymeswold
Leicestershire LE12 6ST

01509 880735
info@hammerandpincers.co.uk
www.hammerandpincers.co.uk
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The first Foxcroft & Ginger opened in Soho in January 2010, with more plans for 
expansion planned for 2015. QuickBite’s editor, Linda McKeown, catches up with 
founder and owner, Quintin Foxcroft to find out more

Having been involved in the foodservice 
sector for most of his life, it perhaps 
seemed natural that Quintin would own 
his very own food outlet. “My family 
owned a hotel and restaurant in Clarens, 
in the Drakensberg Mountains in South 
Africa where I worked during my school 
holidays,” explains Quintin. “And this is 
what really made me want to work in the 
industry.

“I also worked for a few restaurants in 
South Africa before coming to London 
to study. Here I spent a few years 
working in restaurants whilst studying, 
which made me realise my love for the 
restaurant game!”

Before the opening of Foxcroft & 
Ginger in 2010, Quintin spent ten years 
launching other successful restaurants 
before taking the plunge with his own 
creation. It was born from a desire to find 
a place where you can relax with good 

food and not feel pressured to pay up 
and move on.

“I set up the business on a very small 
budget but what we offer is unique,” 
explains Quintin. “We do everything 
ourselves – bake our bread, cakes, 
chutneys, granola, stuff our own 
sausages – in house.

“It would be easier to buy everything in 
but that would make us less special.”

Foxcroft & Ginger has a team of bakers 
and pastry chefs and their 24 hour 
production kitchen makes the produce, 
which gets shipped out to all of their 

F&G thinks 
outside of the box

“It [F&G] was born from 
a desire to find a place 
where you can relax with 
good food and not feel 
pressured to pay up and 
move on”

Quintin and 
Georgina, owners, 
Foxcroft & Ginger
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clients. “For our in store display we take 
great care in presenting our freshly baked 
goods,” says Quintin. “In each cafe we 
have our products piled high on the 
counters. Our customers love this as it 
gives them a chance to see everything 
on offer and it informs them immediately 
of new products we have added to the 
menu – for example our new chocolate 
and beetroot cake pops. 

“In our Whitechapel branch we have a 
hand-carved F&G heart logo in Ginger’s 
[Quintin’s wife is a red-head!] old family 
kitchen table that she grew up using. 
F&G has a lot of vintage touches, 
with mismatched crockery, which we 
handpick from markets to give the room 
a cosy, charming feel.” 

When it comes to adding new items to 
the menu, Quintin says that they like to 
try and think ‘outside the box’. “We have 
just added a breakfast Gnocchi dish to 
our menu which our customers are loving 
but we like to think outside the box 
and offer something different – like our 
chocolate and beetroot cake pops.

“Veggie based desserts are also an 
emerging trend. By adding vegetables 
to a dessert you get a whole new depth 
of the flavour, whilst keeping the cake 
nice and moist. Using natural beetroot 
or courgettes can be a great substitute 
ingredient making the desserts seem 
healthier and the customers feel less 
guilty!”

from Chash Tea is available, offering high 
quality and unusual blends.

“For our food products we are incredibly 
picky over the sourcing of the ingredients 
to ensure we get the very best.

“There are constant challenges, but we 
manage to work our way through. With 
my wife doing the business side of the 
company, at least we are on the same 
wave-length together and we both have 
the same goal of making Foxcroft & 
Ginger a huge success.”

Although being voted as runner up in the 
Time Out Love London awards for Best 
Cafe or Coffee Shop in Whitechapel and 
Stepney E1, Quintin feels that the most 
rewarding day for him was the opening 
day of their very first Foxcroft & Ginger 
branch in Soho: “We did it on a very 
small budget and it’s amazing watching 
it all come together. To see the recipes 
you’ve created being made and served, 
and to see the customers enjoying what 
we do.”

With a strategy for expansion at the 
‘talking’ stage, there are also plans to 
be a ‘pop up’ Old Street tube station for 
three months from April 2015.

With an “incredibly picky” nature when 
it comes to sourcing ingredients, it’s 
obvious that it is this attention to detail 
which has made the business the 
success it is today. “We always use 
the very best quality ingredients,” says 
Quintin. “For example we only use the 
finest beans imported from The Roasting 
Party and Caravan, while the water 
for our coffee is purified using reverse 
osmosis to create a smooth, clean taste. 
Similarly, a selection of fresh tea leaves 

“For our food products 
we are incredibly picky 
over the sourcing of the 
ingredients to ensure we 
get the very best”

Banana French Toast with Walnuts, 
Honey Bacon and Mascapone,  
Foxcroft & Ginger
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Design sails to success
GIA of York were appointed to carry out the refurbishment of the 
Cafe/Bar offer at a popular Holiday Park close to a Mere. The brief 
was to enhance the customer experience and offer greater appeal 
to families. QuickBite finds out more about the project

One of the other main criteria for the 
refurbishment was that the food seating 
capacity needed to be increased and a 
new enhanced entrance statement was 
required at the front of the complex to 
entice more customers into the bar.

The emphasis was to also improve 
food sales and offer a greater variety 
of dining seating – both internally and 
externally.

The themed design concept originated 
from the local Mere and wetland area. 
The reserve is a nationally recognised 
Site of Special Scientific Interest for its 

bird populations, but it also supports 
a number of other nationally important 
species such as dragonflies, butterflies, 
bats and orchids. The site contains 
a diversity of habitats including open 
water, reed beds, grassland as well as 
pockets of woodland and scrub. 

Initially though, GIA needed to address 
the functionality issues of the cafe bar 
area. The space forms a main artery 
through into other facilities and therefore 
this had to be creatively integrated. It 
needed to accommodate customers 
using it as a walkway through to other 
facilities including crazy golf, archery 
and fun splash areas situated to the 
rear of the main building, but without 
destroying the comfort and ambience of 
the cafe/bar.  

GIA’s recommendation was to form 
a new shop front within the arcade 
area and divert the walkway along the 

“The themed design 
concept originated 
from the local Mere and 
wetland area”
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frontage of the venue which created 
an exciting approach to the bar and 
restaurant. The design solution was to 
use rustic and reclaimed materials to 
mimic a bird hide and nature related 
structures.

The current kitchen location also had 
to be retained while being enlarged 
enough to enable food service to 
over 200 people. To this end a full 
commercial kitchen was fitted which 
included a cooking section, an extract 

“The design solution 
was to use natural 
stone, rustic timber 
and artificial foliage to 
create a refreshing and 
natural cafe/bar area”
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canopy, a food preparation area and a 
dishwashing section.  

The current facility had very little 
natural daylight so all the external 
walls were glazed and this was further 
enhanced by introducing more daylight 
via roof lights to the central areas. 
Energy efficiency and operating costs 
were of key importance to the client 

so ventilation was provided by wind 
catchers and all lighting was L.E.D. 

With functionality of the cafe solved, 
GIA then overlaid the design using their 
pure imagination to produce a facility 
strong on family appeal. Taking the local 
marsh and mere areas as the design 
route direction this suggested fishing, 
boats, wetlands and bird watching. 

The design solution was to use natural 
stone, rustic timber and artificial foliage 
to create a refreshing and natural cafe/
bar area incorporating interesting styles 
of furniture, features and function.

The design company also used some of 
the marine imagery to form interesting 
bespoke seating areas, booth seating 
and high level seating, all of which form 
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talking points. They also incorporated 
fun family seating in the form of boats. 

Photo opportunities within the bar were 
also created using bric-a-brac and 
images related to birds, insects, fishing 
and picnics. This also helped to capture 
the children’s imagination whilst being 
educational and making them want to 
come back for more.

Feature lighting here was designed and 
manufactured by artisans to replicate 
fishing rods, fishing nets and giant lilies 
– all in keeping with the nature theme.

The theme continued to the outside area 
where GIA used a variety of outdoor 
seating and wall planters to create a 
comfortable area to enjoy an alfresco 
lunch or dinner. Lighting to the roof of 
the covered veranda makes the area 
more attractive at night time giving the 
impression of a star lit sky.

Rustic timber with a collage of paint 

finishes and colours were used to form 
a refreshing and natural looking bar and 
servery area.

Julie Norton, marketing at GIA said: 
“Initial reactions are smiling faces from 
customers come rain or shine and a 
happy client as people are coming back 
for more.  It’s a place where you see 
something different each time you visit.” 

“Lighting to the roof of 
the covered veranda 
makes the area more 
attractive at night time 
giving the impression 
of a star lit sky”

design inspirations
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QuickBite takes a look at the lucrative area of adding sweet treats to 
your menu. Find inspiration here!

Sweet treats
If you’re looking for something unique 
to add to your desserts offering, why 
not consider the innovative FantaStick, 
a dedicated appliance developed to 
provide the endless creativity of gelato 
and sorbetto, but on a stick.

The Carpigiani name is one that has 
been synonymous with the manufacture 
of quality gelato equipment, soft serve 
ice cream machines, effective storage 
solutions and innovative shop fit and 
design projects around the world for over 
60 years.

The development of the FantaStick 
takes all the brands expertise in the 
production of gelato and combines it with 
the technology that allows the operator 
to serve it on a handy stick. Using the 
moulds included, the operator simply fills 
with the freshly made base mix using a 
dosing funnel, places the sticks in the 
allocated ‘Stick tray’, before positioning 

in the filled container inside the chamber. 
Initiating the 25 minute cycle, the 
FantaStick maintains the optimum 
temperature to perfectly set the mix 
before a quick dip in a bath of cold water 
allows the moulds to be easily removed.

Said to be simple and efficient to use, 
the FantaStick’s design allows for easy 
filling in an ergonomic position and pre-
chilled environment. Using the latest in 
blast freezing technology, the appliance 
is able to quickly freeze the gelato, 
eliminating ice crystal build-up and in turn 
guaranteeing consistent results each and 
every time. 

In addition to the ability to produce 
gelato on a stick, the FantaStick provides 
operators with a fully operational blast 
freezer, capable of freezing six Napoli 
pans of artisan gelato at once. An 
inbuilt temperature probe also allows 
the operator to closely monitor the core 
temperature of goods stored within the 
appliance. Finally, a digital user-interface 
allows the operator to select the required 
temperature for the production of pastry 
products or gelato and sorbetto in space 
saving unit.

Scott Duncan, sales director at Carpigiani 
UK comments on the unique production 
capabilities of the FantaStick: “Building 
on the experience and knowledge of the 
Carpigiani brand, the FantaStick is able 
to offer chefs and operators something 
completely unique in the industry.

“Combining the creativity and imagination 
associated with making delicious 

“Frozen lactose and 
gluten free desserts are 
becoming so popular”

Erlenbacher is exciting 
tastebuds once more with a 
selection of its frozen lactose 
and gluten free products
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homemade gelato and sorbetto with 
the simplicity of stick based desserts; 
customers will be intrigued by the fresh 
and vibrant tastes of a dessert that has 
traditionally been the preserve of mass 
production ice cream.”

The FantaStick from Carpigiani is capable 
of producing up to 48 stick desserts in 
each 25 minute cycle. Alternatively the 
unit has an hourly output of up to 15kg of 
freshly made gelato in six Napoli pans. 

Nestlé Confectionery’s flagship brand KIT 
KAT has announced its most significant 
launch for its Chunky format in fifteen 
years - KIT KAT Chunky Double Caramel.

The new bar is offers consumers a 
unique concept in chocolate singles - two 
portionable halves, each containing a 
contrasting texture of caramel. One half 
features a smooth runny caramel inside 
whilst the other half contains a crunchy 
caramel filling. Each caramel texture will 
sit on top of crispy wafer and is covered 
in thick milk chocolate.

KIT KAT Chunky Double Caramel targets 
an audience of 25-35 year olds, with the 
caramel centre ensuring a broad appeal.

Nestlé UK & Ireland spokesperson 
James Maxton says: “KIT KAT Chunky 
Double Caramel provides consumers 
with a unique concept - a bar of two 
halves, each containing a different 
caramel texture. This innovation is certain 
to capture customer’s interest and 
excitement.

Erlenbacher is exciting tastebuds once 
more with a selection of its frozen lactose 
and gluten free products. This diverse 
collection includes Strawberry, a Duo of 
Blueberry and Peach, Nut and Chocolate 
and lastly, Strawberry and Mandarin 
Cream Slices. Three of the four desserts 
are presented in mixed packs, which 
benefit those looking for a diversity of 
taste in minimal packaging.

Lactose Free Cream Slices are made with 
a lactose free cream filling, sandwiched 
between fluffy muffin layers for a velvety 
taste. The Strawberry Cream Slices are 
covered with chopped strawberries and 
coated in a sweet cake glaze while the 
Blueberry and Peach Cream Slices are 
topped with mouth-watering blueberries 
and peaches. 

The Gluten and Lactose Free Cream 
Slices are divided into four different 
cakes. The Nut and Chocolate Cream 
Slices are presented with a light creamy 
filling between dark chocolate sponge 
layers and finished with a smooth 
chocolate or nut cream wave. The other 
mixed pack is the sweet Strawberry and 
Mandarin Cream Slices – one of which 
is garnished with aromatic strawberries 
and the other with sun-ripened mandarin 
slices. All four desserts are both gluten 
and lactose free.

Almondy has added two new cakes to its 
foodservice range of gluten-free frozen 
desserts by linking up with the biggest 
brands in their fields - Cadbury and 
Philadelphia.

The Swedish bakery’s brand new 
Cadbury Gluten-Free Chocolate & 
Almond Cake and Philadelphia Gluten-
Free Almond Layered Lemon Cheesecake 
aims to provide a ‘dynamic duo’ for 
sweet menus and – thanks to the power 
of superbrands – help caterers cash in on 
consumer demand for added value and 
great taste. 

“Cheesecake is one of 
the top three desserts 
out-of-home”

“In fact consumer research has shown 
that a huge 71% of consumers would 
either probably or definitely buy Double 
Caramel compared to the typical new 
product propensity to buy of 54%.”

The new bar was supported by a digital 
and social media campaign to reach 23 
million people with at least seven unique 
opportunities to see. A viral film designed 
for YouTube launched in September and 
has been amplified through social media 
and digital channels including Facebook 
and Google.

Lactose & gluten free

With an estimated 15% of today’s adult 
population in Europe being lactose 
intolerant and an increased volume of 
consumers opting to lead a gluten free 
lifestyle, it is no wonder that frozen 
lactose and gluten free desserts are 
becoming so popular.

The new Salted Caramel 
ice cream from New 
Forest Ice Cream

The new Kit Kat Chunky Double Caramel
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Almondy’s new Cadbury Gluten-Free 
Chocolate & Almond Cake offers menus 
a real point of difference; not only is 
it topped with the nation’s favourite 
chocolate – Cadbury is the leading name 
in the chocolate tablet market (43% 
share)±  – but it is the only Cadbury 
branded gluten-free dessert out-of-home. 
The cake combines layers of chocolate 
cream with a natural almond base, which 
is then smothered with Cadbury Dairy 
Milk and topped with Cadbury Dairy Milk 
buttons.

With foodservice analysts Horizons 
reporting that cheesecake is one of 
the top three desserts out-of-home*, 
Almondy believes that their Philadelphia 
Gluten-Free Almond Layered Lemon 
Cheesecake will also make a highly 
profitable menu addition. The cool 
and refreshing dessert combines an 
almond base with layers of Philadelphia, 
covered in fresh lemon frosting. The new 
cheesecake also offers the brand power 
of the UK’s top cream-cheese, with 
Philadelphia boasting a 70.7% market 
share**.

Andrew Ely, managing director of 
Almondy, says: “Almondy is already a 
well-established brand within the frozen 
dessert and special diets category, 
so we are thrilled that we can support 
operators with a dynamic duo that offers 
powerful brand reassurance and wide 
appeal out-of-home. Not only do they 
deliver on quality and taste, the cakes 
are also highly convenient for caterers 
– they come frozen and pre-portioned 
offering significant savings in labour and 
wastage.”

Andrew adds: “All of our cakes are 
gluten-free and made in a dedicated 
gluten-free site. Almondy’s solid 
reputation in the gluten-free market really 

Menu ideas

can help operators target this rapidly-
expanding market that’s predicted to 
be worth £519m by 2016°. 78% of 
consumers believe operators could be 
doing more when it comes to gluten-free 
dishes∞ so there’s a huge opportunity up 
for grabs, especially as our new Cadbury 
and Philadelphia cakes proves gluten-free 
shouldn’t be boring!”

Ice cream

“Desserts and ice cream in particular, 
offer the perfect end to a delicious meal 
eaten out of home,” says Christina Veal, 
director at New Forest Ice Cream. “Not 
over filling, yet refreshing, vibrant and 
capable of satisfying a customer’s craving 
for something sweet, ice cream also 
provides the operator with a cost efficient 
product with a long shelf life.”

When it comes to proving an appetising 
and enticing dessert menu, the key is 
often in the writing of the menu. “It is 
surprising how often an establishment’s 
dessert menu just refers to ‘ice cream’,” 
comments Christina.  “Think how much 
more tempting it would be if the menu 
highlighted the wonderful flavours 
being offered with a short and concise 
description of the quality ingredients 

within.  Identifying the high quality of ice 
cream being sold to customers not only 
encourages purchase but also helps to 
position a chef as a user of finest quality 
ingredients across the board.”

Having the key flavours of ice cream; 
vanilla, chocolate and strawberry on the 
menu is essential but why not start to 
look at more unusual flavours? Popular 
varieties from New Forest include the 
vibrant Oriental Ginger, the indulgent 
Millionaires Shortcake, the award winning 
bitter-sweet Liquorice ice cream or even 
the new, Salted Caramel flavour.

New-comers

American bakery Otis Spunkmeyer has 
landed in Europe for the very first time, 
offering UK caterers a slice of its range of 
cookies, donuts and muffins. 

Exclusive to the world’s third largest 
baker, Aryzta Food Solutions, the iconic 
Californian brand has also launched 
a new, dedicated website www.
otisspunkmeyer.eu introducing its range, 
brand heritage and a selection of display 
units to UK foodservice.   

Mariam French, head of marketing, UK, 

“Desserts and ice 
cream in particular, 
offer the perfect end to 
a delicious meal eaten 
out of home”

Almondy’s Philadelphia 
gluten-free Almond Layered 
Lemon Cheesecake
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NESTLÉ PROFESSIONAL® gives 
their recipe for a fruity flapjack 
with gluten-free oats which 
they believe offers customers 
an enticing alternative to a 
traditional favourite

Serves: 12    
Prep Time: 20 mins 
Cook Time: 25 mins

ingredients
150g butter
55g dark brown soft sugar
397g can Carnation Condensed Milk
1tbsp golden syrup
250g gluten-free porridge oats
100g dried cranberries and cherries
250g dried apricots, sliced
85g pumpkin seeds
85g sunflower seeds

Method
1. Preheat the oven to 180˚C.
2. Melt the butter and sugar in a large 
saucepan over a low heat. Add the 
condensed milk and golden syrup. 
Remove from the heat and stir in the 
oats, dried fruit, and half of each of the 
seeds.
3. Press the mixture into a lined 18x28cm 
baking tin and scatter over the rest of 
the seeds. Bake for 25-30 minutes until 
golden. Allow to cool then cut into 12 
bars.

nutritional information

Menu ideas
Aryzta Food Solutions, says: “For almost 
40 years, the Otis Spunkmeyer brand has 
stood for fun, flavour and an authentic 
taste of America. We’re thrilled, therefore, 
to bring the full range to our shores, 
giving caterers the opportunity to profit 
from a heritage brand with serious 
appeal. And, with the UK in the midst 
of its love affair with US food,*** what 
better time than now to get stocking.”    

The Otis Spunkmeyer range includes: 
giant cookies loaded with chocolate 
chunks, nuts and fruit; donut balls twice-
filled with fillings including rich chocolate 
and raspberry jam; ring donuts each filled 
an incredible 12 times – one for every bite 
– and lovingly crafted muffins including 
the US-best-selling blueberry flavour.  Allowing sites to benefit from impulse, 

on-the-go consumer spend, muffins and 
donuts are also supplied individually 
wrapped.

Caterers can also take advantage of 
business-building merchandising units 
including free-standing and tempting 
countertop displays. Each is fully branded 
to bring a sense of fun and excitement to 
any shop interior.

± MAT to WE 06.09.14 *Horizons Menurama 2013 ** 
AC Nielsen, Cream Cheese Philadelphia, YTD to w/e 
06.09.2014 ° Kantar World Panel ∞Toluna Consumer 
Insight July 2013 ***Horizons Menurama Trends and 
Pricing Report, 2014

Fruity Flapjacks - made with Carnation

“American bakery 
Otis Spunkmeyer has 
landed in Europe for the 
very first time, offering 
UK caterers a slice of 
its range of cookies, 
donuts and muffins”

The FantaStick from 
Carpigiani is a new concept 

from the company

Otis Spunkmeyer has landed in Europe for the very 
first time, offering UK caterers a slice of its range of 
cookies, donuts and muffins
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Self-assessment

All Self Assessment taxpayers have 
to meet several important deadlines 
throughout the tax year or they could 
incur penalty charges. Here is our useful 
guide to this year’s Self Assessment 
deadlines

Filing your tax return

There are generally three deadlines 
for filing your Self Assessment Tax 
return. Which of the three you should 
use depends on the filing type of tax 
collection you choose.

You must ensure HM Revenue & 
Customs (HMRC) receives your 
completed return by midnight on 31 
October 2014, if you choose a paper 

Every month, Peter Watters, ACA, shares some useful financial tips 
especially for QuickBite readers. This month, he looks at Self Assessment

accountancy

around a week to arrive in the mail. So be 
sure to leave yourself enough time before 
the deadline.

If you owe less than £2,000, and you 
want HMRC to collect your tax through 
your Tax Code, you will need to submit 
your tax return online by 30 December 
2014. If however, HMRC is unable to alter 
your tax code, you may still be required 
to file again by 31 January 2015. 

Making a payment

As with filing there are several payment 
deadlines throughout the year. The most 
common is 31 January 2015, on which 
you may need to make several different 
payments. The first being the balancing 

return. However, if you decide to file your 
tax return online, you gain more time 
than paper filing, it must reach HMRC by 
midnight on 31 January 2015. Remember 
that you will need a Government 
Gateway username and password in 
order to file online, and this could take 

“All Self Assessment 
taxpayers have to meet 
several important deadlines 
throughout the tax year or 
they could incur penalty 
charges”
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“Legally you have to meet 
the Self Assessment 
deadlines. If you fail, you 
will receive... financial 
penalties”

This feature aims to give some informal 
hints and tips. Mcphersons are offering 
businesses free advice so get in 
touch now to arrange your meeting. 
Simply email Peter Watters p.watters@
mcphersons.co.uk or call our Head Office 
on 01424 730000 for a free consultation 
at mcphersons’ London, Bexhill or 
Hastings offices. www.mcphersons.co.uk
Merry Christmas to all our clients and 
contacts!

Peter Watters, 
Director at 

mcphersons 
chartered 

accountants

need more help?

accountancy

payment, this is the tax you owe for the 
previous tax year. If you made payments 
on account in the previous year, it is likely 
you have paid some of this tax. You may 
also have to make the first payment on 
account.  This will normally be 50 per 
cent of your previous tax bill; excluding 
student loan repayments and Capital 
Gains Tax.

The second payment deadline is 31 July 
2015. On this date you will be required to 
make your second payment on account, 
which is normally the second 50 per cent 
of your previous tax bill.

Financial penalties

Legally you have to meet the Self 
Assessment deadlines. If you fail, you will 
receive the following financial penalties:

1 day late – a £100 penalty charge
3 months late – a £10 charge for each 
following day, up to 90 days (maximum 
of £900)
6 months late – a charge of £300 or 5 
per cent of the tax due, whichever is the 
higher
12 months late – a charge of £300 or 5 
per cent of the tax due, whichever is the 

higher. In serious cases, you may have 
to pay up to 100 per cent of the tax due 
instead.

However, you may not have to pay a 
penalty if you have a supportive reason 
for missing the deadline. These could be:

•  You have a life-threatening illness that 
has prevented you from completing 
your Self Assessment Tax return

•  You have experienced technical 
problems with the online service

•  Your documents have been lost in a 
fire, flood or theft

•  Your partner has died shortly before the 
deadline

Should HMRC accept your reasoning for 
late filing, they may reduce or decide not 
to pursue the fine.
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equipment focus

Advances in technology and 
manufacturing techniques as well as 
research into new cooking methods 
have been a result of the significant 
change in cooking trends in recent years. 
This caterer led change has proved the 
catalyst for manufacturers to develop 
a raft of new ways to efficiently cook 
quality meals in a short space of time. 
The growth of combi-ovens, the modern 
day popularity of convection ovens and 
the unique nature and theatre of solid 
fuel ovens has led to caterers having 
a wealth of choice when it comes to 
choosing the correct oven for their set-
up.

Burco Commercial has been a leading 
brand in the provision of professional 

kitchen equipment for over 100 years. 
“Manufacturing a range of equipment 
built on the experience of the brand, 
Burco Commercial has an oven to suit 
the size and demands of almost any 
establishment,” comments Diane. “The 
Large Convection Oven is capable of 
baking, roasting, holding temperature 
and grilling, providing the ideal 
solution for chefs looking for all round 
performance and versatility in a compact, 
space saving, countertop unit.

“Featuring a durable stainless steel 
construction and a toughened twin pane 
glass door, the unit is built to withstand 
the demands of a busy kitchen set-up, 
while a UK 3-pin plug allows for easy 
transportation without the need for hard-

“The growth of combi-
ovens, the modern day 
popularity of convection 
ovens and the unique 
nature and theatre of 
solid fuel ovens has led to 
caterers having a wealth 
of choice when it comes to 
choosing the correct oven 
for their set-up”

Brakes Catering 
Equipment offers 

ovens from a wide 
range of different 

manufacturersOvens, combi-ovens  
& microwaves

“Despite a traditional range cooker remaining a popular piece of commercial kitchen 
equipment and used throughout the industry, the development of more specialised, 
unique units offering increased flexibility and sustainable cooking methods have 
ensured the majority of catering operations are becoming increasingly aware of other 
alternatives available,” says Diane Ho, commercial product manager, Glen Dimplex 
Professional Appliances. QuickBite finds out more about what’s on offer
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wiring or a permanent gas supply.

“Despite a minimal footprint which 
is ideal for countertop positioning, 
the oven features impressive 4 x 1/1 
Gastronorm compatibility and is available 
with an optional floor stand for ease of 
positioning and use.”

Diane says that the Large Convection 
Oven is not short of innovative cooking 
features either with an efficient 
convection air circulation system helping 
to ensure even and consistent cooking 
of large joints, bakery products or other 
goods every time.

A 50°-300° temperature range also helps 
to ensure increased flexibility, while a 
cook and hold facility means the chef 
can programme the oven to cook food 
and then preserving and holding at the 
desired temperature until it is ready to 
serve. 

For establishments where space can 
be a limitation, the Burco Countertop 
Convection Oven provides all the same 
features of its larger brother but on an 
even smaller footprint. Featuring a 0°c – 
250°c temperature range and a 59 litre, 
2/3 Gastronorm tray capacity, the unit is 
said to be ideal for establishments with 
restricted available space, which are 
looking for increased levels of flexibility.

However, the type of oven required will, 
of course, depend on what needs to 
be cooked or baked. “There is nothing 
wrong with having more than one 
brand of oven in a kitchen, in fact it’s 
quite common,” comments Tina Carter, 
Marketing Manager, Brakes Catering 
Equipment.

“Some manufacturers only make combi 
ovens for example, not convection 
ovens, so it’s not always possible to have 
uniformity throughout the kitchen even if 
the caterer wanted to. That is one of the 

reasons why Brakes Catering Equipment 
offers ovens from a wide range of 
different manufacturers.

“In fact, it can be advantageous to 
have two or even three smaller ovens 
rather than one large one. Customer 
numbers can fluctuate quite substantially 
depending on the day of the week, 
weather, seasons, school holidays and so 
on, so it can be very useful to have two 
or more smaller ovens as they may well 
prove to be cheaper to run than a large 
oven operating at half capacity. Also, if 
a site has more than one oven there is 
a back-up available if one unit breaks 
down.”

Combi ovens

Combi ovens offer an all-in-one cooking 
solution, combining multiple cooking 
functions in a single appliance and 

Foodservice Equipment Marketing (FEM) 
has launched the new Alto-Shaam CT 
PROformance range of combi ovens.

FEM’s PROformance combi ovens are 
said to offer new levels of efficiency and 
consistency as well as saving kitchen 
space by combining the functions of 
convection ovens, kettles, steamers, 
fryers, smokers and dehydrators in one 
unit. 

The simple, one-touch PROtouch control 
allows operators to set the temperature, 
humidity and fan speed in order to 
achieve the desired results. For example, 
meat joints can be roasted with the right 
levels of heat and humidity to ensure 
the meat is tender and succulent, but 
the skin is crisp and golden. Cooking 
temperature, time and probe temperature 
set points for popular recipes can be pre-
programmed for consistent replication.

“The type of oven required 
will, of course, depend on 
what needs to be cooked  
or baked”

Lincat says that when making a new purchase, you will 
need to ensure that you buy the correct level of duty



44    |    Issue 14 December 2014

equipment focus
A PROpower mode delivers an instant 
‘turbo’ boost of heat to speed-up 
production times. This enables, says 
the company, the PROformance combi 
ovens to cook 20% faster than standard 
combi ovens and 80% faster than 
conventional cooking methods while also 
providing rapid temperature recovery 
after the door has been opened.

Three power levels allow the user to have 
increased control over cooking times and 
food quality. The expanded temperature 
range of up to 302°C, shortens 
preheat times and recovery between 
loads, enabling the chefs to increase 
production by 60%. As well as being 
time-efficient EcoSmart technology is 
said to save 40% of energy compared to 
conventional cooking methods and uses 
80% less water. 

The ‘zero clearance design’ enables the 
combi ovens to be positioned where 
required, next to any piece of equipment, 
saving valuable floor space and 
preventing heat transfer. The variety of 
sizes and configurations means they are 
ideal for cafes or delis as well as larger 
restaurants and banqueting facilities.

An optional combi smoke feature allows 
chefs to use the combi as a smoker 
oven. For kitchens where space is at a 
premium the ovens are available with 
retractable door recesses to keep the 
door out of the way when open.

Overcoming challenges

“The catering at the vast majority 
of catering establishments is often 

challenged by a hugely varied menu 
and choosing which oven equipment 
will best handle the variation of cooking 
requirements is essential to continued 
smooth running,” advises Michael Eyre, 
product director at Jestic Foodservice 
Equipment. 

The movement away from traditional, 
simple, quick and easy food offerings to 
more sophisticated menus, enhanced 

flavour combinations and freshly 
prepared meals has highlighted the 

importance of quality ovens for 
chefs throughout the industry. Not 
only must the oven equipment 
be easily adjustable for different 
food products, but it must also 
have a high-speed cooking time, 
as demand for ‘fast food’ rises, 
without reducing the quality of 
the dishes.

Brand new to the UK market, 
Jestic Foodservice Equipment 
brings the Atollspeed AS300T to 
the foodservice industry. “This 
advanced hybrid oven combines 

hot air impingement and microwave 
heating technology, enabling baking, 
frying and cooking up to 10x faster than 
conventional ovens,” says Michael. “The 
Atollspeed’s ability to cook a wide variety 
of products at rapid speeds with a very 
high repeatable standard is ideal for 
caterers who would like to take a bite of 
the snack or grab and go business.

“Popular favourites such as panini’s, 
pizzas, pies and pasties are all welcomed 
by the Atollspeed AS300T and will be 
served to the customer to enjoy in just 
minutes, whilst the team at Jestic has 
had huge success in producing the likes 
of outstanding roasted joints of meat, full 
of flavour and succulence, baked salmon 
en papillote, toad in the hole and chicken 
shish kebab, through to oozing chocolate 
fondant and moist jam sponge pudding 
using the technology in the Atollspeed. 
In doing so, the AS300T has provided 
chefs with the opportunity to explore new 
menu prospects and get creative in the 
kitchen.”

Featuring an advanced touchscreen 
that is quick and easy to use it can also 
store up to 100 pre-programmed menu 
choices – the oven includes a USB port 
for transferring updates to help bring 
your kitchen up to date.

Catering for your needs

When making a new purchase, you will 
need to ensure that you buy the correct 

“It can be advantageous 
to have two or even three 
smaller ovens rather than 
one large one”

Jestic’s Atollspeed AS300T

Panasonic says that 
a microwave is a 
fundamental item that is 
invaluable to any kitchen
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A Burco Countertop 
Convection Oven

level of duty. Don’t expect a light-duty 
countertop item to withstand heavy 
use. Equally, don’t pay thousands of 
pounds for heavy-duty kit if you’re 
working in a small catering outlet.

“If you’re planning to do lots of baking, 
an electric convection oven could be 
ideal, as it generally offers more even 
heat distribution,” advises Paul Hickman, 
development chef at Lincat. “By 
contrast, a traditional oven tends to be 
hotter at the top, cooler at the bottom, 
which is helpful if you need different 
temperatures for different dishes at the 
same time. Holding dishes in the cooler 
lower section whilst continuing to roast 
in the hotter top part would be a good 
example.

“Then it’s a choice of bespoke or 
modular equipment. The key advantage 
of freestanding, modular equipment 
is that you can change things round if 
you subsequently decide that another 
layout, or different kit, would work better. 
Modular, pull out equipment also makes 
for easier cleaning.”

Paul says that other things to look out 
for include ease of use and safety of 
operation. “Well-designed equipment 
from a reputable manufacturer will 
meet stringent European safety 
regulations which, for example, limit the 

temperatures 
that surfaces 
and control knobs 
can reach. Check 
that controls are well 
placed and that doors and 
runners operate smoothly 
and positively.”

The six-burner range still reigns supreme 
in kitchens across the board. Why? 
Because they are very flexible as a range 
allows you to roast, bake, boil, poach 
and pan fry, all at the same time, if you 
wish! Additionally, the close proximity 
of the oven to the hob is very useful. 
There’s no need to carry the pan across 
the kitchen to a separate combi or 
convection oven.

However, Paul says that combi steamers 
are ideal for a variety of outlets as 
they offer supreme versatility and so 
can replace other items of equipment, 
making them ideal where space is 
limited. “It’s important to realise that a 
combi can be used to roast, steam, boil, 
bake and grill,” says Paul.

Microwave ovens

In terms of light equipment, a microwave 
is a fundamental item that is invaluable 
to any kitchen, regardless of the style 
of service or food on offer. In a recent 
survey with Craft Guild of Chef members, 
Panasonic discovered that 89% of those 
questioned had a microwave in their 
kitchens and, whilst there were many 
uses quoted by the chefs, including 
drying herbs and scrambling eggs, 24% 
stated their ovens were used for making 
desserts, 41% used them for chocolate 
work and 71% used them for reheating 
sauces.

“In busy establishments where single 
portion throughput is high and quality 
and consistency matter, the ‘just 
launched’ Panasonic NE-1853 is a true 
workhorse and will be available from 
leading wholesalers in the autumn,” 
comments Iain Phillips, sales & marketing 
manager, Panasonic UK.

The NE-1853 boasts 15 power levels, 
where its predecessor had only three, 
offering much more accuracy and 
flexibility in cooking, especially when 
tempering chocolate for example, and it 
comes with 30 programmes, including 
5 stage heating, where the old model 
had only 20 programmes and 2-3 stage 
heating capability. 

equipment focus

“A microwave is a 
fundamental item that is 
invaluable to any kitchen, 
regardless of the style of 
service or food on offer”

New Alto-Shaam PROformance combi from FEM
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With hot food & ice cream windows, occupying a prime position 
on the esplanade, with uninterrupted views across the Solent, 
Southsea, Hants. 

Detached, single storey building (circa 1996) with Gas C.H. Tastefully 
furnished 40-cover restaurant with bar servery, adjacent screened café 
area offers beach views and seats 34, plus 8 outside. Well equipped 
catering kitchen (3-phase electrics), adjacent hot food take away and 
ice cream windows. Same hands for 17 years. Open all year round 
from 10am until sunset. Scope for functions, later opening and to 
exploit full on-licence. 

Average turnover £6,000 p.w. including. approx. 20% take away 
sales. Overall GP 70%. Accoounts record a net turnover of £263,621 
(excluding VAT). GP £183,653. Council lease for a term of 125 yrs from 
March 1996 @ current rental of £13,250 p.a.x.  
OIRO £450,000 + S.A.V. (Ref. C.3509) *PRICE REDUCTION*
For more details contact Andrew Greenwood Business Transfer on 
01794 522228 or email info@andrewgreenwood.com

Exceptionally well presented pub with spacious 
5 bedroomed owners accommodation, set in 
An Area of Outstanding Natural Beauty

Serving the local village, as well as the 
surrounding area, The Hart Inn has a well 
established reputation for quality and an excellent 
year round trade. 

A traditional character country village pub 
serving well kept ales and high quality food, using 
the best local produce. This established reputation 
has ensured a high level of repeat all year round 
trade. The pub has featured in the Michelin Pub 
Guide, the Great Game Guide 2014 and awarded 
a TripAdvisor Certificate of Excellence. 

The business is supported by the local and 
surrounding communities, also attracting tourist 
and holiday makers in summer and shoot parties 
in the winter. The owners promote the business 

through Facebook and the website www.
thehartinn.com

Sales represent a trade split of 51% to food and 
49% to wet sales. They believe there is still the 
potential to develop the business including longer 
opening hours and offering cream teas in the 
garden in the summer.

The property is a Grade II listed building, 
sympathetically refurbished over the past few 
years, whilst retaining many of the original 
14th Century features. The accommodation 
briefly provides a main bar, family dining room 
and a games room with a total of 54 covers, a 
commercial catering kitchen and spacious 5 
bedroomed owners accommodation.

Outside to the rear there is an enclosed walled 
garden with a trade terrace, a covered smoking 
shelter and seating for approx 18. The lawned 

garden area provides further seating with 5 picnic 
tables and benches. There is also an open fronted 
barn with comfortable seating for 14. Beyond the 
garden is a patrons car park with 5/6 spaces.

The Hart Inn is a leasehold property with a 
guide price of £17,500. Details are available from 
the Stonesmith website www.stonesmith.co.uk  
and viewings arranged by calling 01392 201262.

Purpose built cafe, party venue and play centre
A unique and purpose fitted cafe and play centre in Tiverton is for sale through licensed and 
leisure property specialists Stonesmith of Exeter.

Monsters Mansion is an established indoor play centre and party venue with a cafe. The 
present owners developed the business from scratch with the view to offering a state of 
the art facility and an environment that provided a safe haven for children to play whilst 
their parents have somewhere to catch up with friends over coffee or lunch. Food and 
Refreshments are served in either the indoor cafe area, or outside in a fully enclosed garden.

Established in 2008 and situated adjacent to Elmore Football Club, the property is a single 
lockup unit which briefly comprises a purpose built play frame, 40 cover cafe, 30 cover party 
area, commercial kitchen, staff area/store room, fully enclosed outside seating area with 10 
covers and parking to the rear.

Good levels of trade and profit are achieved and there is still scope to develop many 
aspects of the business, still further.

A leasehold business, Stonesmith are looking for offers off a guide price of £29,950. More 
information on the Monsters Mansion can be obtained by viewing  
www.monstersmansion.co.uk and property details can be downloaded from the Stonesmith 
website www.stonesmith.co.uk. Viewings can be arranged by calling 01392 201262.

indoor Play centre & cafe, tiverton

Property

licensed restaurant & beach front café, southsea

the hart inn, hartland, north devon

Property Our property pages highlight 
businesses for sale, nationwide!
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the barton inn 
Barton St David, Somerton, Somerset

Type: Detached character wet led freehouse 
being the only pub in this Somerset village

Price: £295,000 Freehold
Details: www.stonesmith.co.uk

the royal oak inn
Lostwithiel, Cornwall
Type: Stunning Cornish Inn bought by 
experienced licensees and hoteliers

Guide Price: £59,950
Details: www.stonesmith.co.uk

Property

the royal george
Appledore, North Devon
Type: A unique waterfront village freehouse 
overlooking the Taw and Torridge Estuary

Price: Offiers in excess of £300,000 Freehold
Details: www.stonesmith.co.uk

sold

caFÉ bar & restaurant 
Poole, Dorset
Type: Fashionably furnished, air-con bar 
(capacity 175) doors to paved seating area

Guide price: £80,000 + S.A.V.
Details: www.acgreenwood.co.uk

under
85k

oiro
300k

under
300k

under
100k

tea rooM & restaurant 
Winchester, Hants.
Type: Ground floor entrance with stairs up to 
dining room that seats 48

Price: £95,000 + S.A.V.
Details: www.acgreenwood.co.uk

Property Focus

To advertise in this feature 
contact Sandra on  
freephone 0333 003 0499
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We take a look at some of the latest products available!

what’s new

Paddles Company: Cream Supplies   Product: ‘Paddle’ series
Contact: 0845 226 3024   www.creamsupplies.co.uk

LSA’s stunning new ‘Paddle’ series is now available from Cream Supplies.
This simple yet effective idea is inspired by bars in the Tyrol whereby a simple wooden tray allows a 

number of drinks to be carried at one time, in one hand, stylishly and securely. 
The paddles are hand finished in oak and, depending on the capacity, feature either one or two handles. 

Cream Supplies’ selection includes paddles that securely hold several shot glasses, porcelain bowls, dip 
sets or presentation cloches.

Prices start at £25 (ex VAT) for a set of six frosted vodka/shot glasses with oak paddle.

Labelling 
Company: Planglow  
Product: Gastro Nutri Label 
Contact: 0117 317 8600

Eco packaging and labelling experts - 
Planglow - have created a new Gastro Nutri 
Label, as well as revising the designs of six 
pre-existing label designs, to accommodate 
the information some providers will now 
need to give due to new legislation laws 
coming into force this month.

The new legislation predominantly 
governs the presentation of allergen 
information and by law all food providers will 
need to make their customers aware of the 
presence of 14 potential allergens within all 
of their products.

Rachael Sawtell, marketing director for 
Planglow said: “Due to changes in the law 
we have developed seven labels for our 
customers to ensure we continue to offer 
the best possible labelling solutions for 
everyone.”

induction hobs

Exclusive Ranges adds to its ‘Plug & 
Play’ collection with newly launched SINA 
(Standalone Induction Appliance) induction 
hobs from Menu System.

Joining the HotmixPRO thermal mixers, the 
Salvis Salamander Grills and the Hold-o-mat® 
holding cabinet from Hugentobler, the induction 
hobs form an assortment of appliances under 
the ‘Plug & Play’ series for the professional 
chef, available solely from Exclusive Ranges.

The SINA range of compact hobs comprises 
a single, a twin and a wok cooker, all of which 
are able to deliver 3kW of power in seconds, 
from a compact footprint, whilst allowing 
precise control of that heat at all times with 
patented SLIDECONTROL technology and 
automatic pan recognition.

Company: Exclusive Ranges
Product: SINA induction hobs
Contact: 01707 361770
www.exclusiveranges.co.uk

Chillers
Company: Nisbets   Product: Polar Back Bar Chillers 
Contact: 0845 140 5555   www.nisbets.co.uk/brand/Polar

The new range Polar Back Bar Chillers from Nisbets offers 
improved energy efficiency, including the use of LED interior 
lights and an environmentally friendly refrigerant gas (R600a). 
This natural gas is far kinder to the environment than traditional 
refrigerant, making it an ideal choice for those looking to reduce 
their carbon footprint.

And whilst the new models are available at the same great 
price point as the previous Polar Back Bar range, improved 
efficiency will see operators benefiting from a reduction in 
running costs.

Other features include an integral temperature controller and 
auto-defrost function, redesigned adjustable shelves and auto 
self-closing, lockable doors.

Company: Hoshizaki   Product: IM ‘N’ Series
Contact: 0845 456 0585   www.hoshizaki-europe.comIce maker

As part of its ongoing campaign to improve sustainability, Hoshizaki has designed 
its latest IM ‘N’ Series of ice makers to draw significantly less water than previous 
models.

Function is not affected and the machines continue to perform with outstanding 
efficiency.

In fact, across the eight models that make up the range, water consumption is 
cut from around 42% to more than 60% (dependent on model). The implementation 
of a new, intelligent, control circuit has contributed to the saving, partly due to its 
total accuracy and partly because it eliminates any opportunity for operator error.

tableware

An unbreakable alternative to porcelain, the melamine 
collection of tableware from Primeware Ceramics not only 
looks the part, but has the added advantages of being cost 
effective, dishwasher safe and chip resistant.

With a choice of plates, platters and bowls, in a variety 
of shapes and sizes and a choice of colour – classic white 
or striking black - the Primeware melamine collection has 
something to suit every catering operation.  

There are also white mugs, cups and saucers, and black 
and white tapas and triple bowls, perfect for olives, crisps 
and snacks. Matching serving spoons add the finishing touch.

Company: Primeware Ceramics   
Product: Melamine collection
Contact: 0208 995 1306   www.primeware.co.uk
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Due to popular demand award winning food brand Atkins and 
Potts have launched four of their best-selling relishes and 
chutneys in smaller 100g jars.

There are four flavours available:
• Spiced Pear and Date
• Balsamic Plum (Great Taste Gold 2010)
• Red Onion and Jalapeno (Great Taste Gold 2011)
• Caramelised Onions

The relishes and chutneys are really versatile flavours to 
have on your shelves. The Caramelised Onions are a classic 
with goat’s cheese and the Balsamic Plum works wonders in a 
cheddar sandwich.

To try these new 100g mini chutneys Atkins and Potts have a 
low MOQ and marketing support available – just ask for details.

relishes & chutneys Company: Atkins and Potts   Product: Mini chutney jars
Contact: www.atkinsandpotts.co.uk

Lec Commercial has announced the introduction of two appliances 
designed to expand on the company’s quality yet affordable 
essenChill range.

The Gastronorm compatible, 600 litre freestanding refrigerator and 
freezer models have been developed in response to the popularity of 
the existing 200 litre undercounter and 400 litre freestanding models 
in the essenChill range. 

The 600 litre units offer a convenient solution to maximising 
storage without comprising on quality. A 2/1 Gastronorm compatible 
design makes optimum use of storing trays and pans, while the 
choice of a white or stainless steel finish, ensures the appliances fit 
neatly into the layout of an existing kitchen.

Taylors of Harrogate has expanded its single origin range with five new coffees, as 
well as increased the pack size to a 1kg format.

John Sutcliffe, Out-of-Home and Convenience Controller, Taylors of Harrogate 
explains: “Provenance is high on the agenda - just as with food, consumers want to 
know where the product has come from. We’re seeing increasing demand for single 
origin coffee out-of-home thanks to the rise of artisan coffee houses, and tapping 
into this market means operators can differentiate their menus from competitors, 
while demanding a higher price point.”

The five new products are: Colombia Cali Caremelo; Rwanda Lake Kivu; 
Guatemala Bombón Tenango; Mexico Finca Chiapas; Peru Mochica Selva.

refrigeration

coffee

Company: Glen Dimplex   Product: essenChill range 
Contact: 0844 815 3742   www.gdpacatering.com

Company: Taylors of Harrogate   Product: Single origin range 
Contact: 01423 814006   www.taylorsoutofhome.co.uk

bean-to-cup machines

Versatile and multi-functional, the new 
Egro Zero from The Coffee Machine 
Company allows up to 16 different drinks 
to be programmed. It has an intuitive user 
interface featuring a backlit keypad with 
capacitive Touch technology and a button 
which flashes throughout the brew process. 
It also has an advanced boiler management 
system with two separate boilers, one for 
steam and one for brewing.

Available with either one or two grinders, 
the Zero is offered in a 
choice of models, with a 
steam wand for manual 
milk frothing or with an 
optional milk fridge 
for  the automatic 
delivery of milk 
based products 
such as cappuccino, 
lattè etc.

Company:  
The Coffee Machine Company
Product: Egro ‘Zero’
Contact: 020 7237 6862
sales@coffeemachinecompany.co.uk

see your  
product here!

Want to see your new product or piece 
of equipment in What’s New?

Then call 0333 003 0499

Company: Metcalfe   Product: Titan Series Max Cut
Contact: 01766 830456   www.metcalfecatering.com

Dicer/wedger/corer

The Titan Series Max Cut is the first and only all-in one stainless steel 
Dicer, Wedger, Corer, and French fry cutter.

The exclusive patent-pending design lets you move quickly and easily 
from wall to table mounting with the available quick connect bases. Plus, 
the quick change pusher and all stainless steel blade assemblies with 
protective wash guards feature the largest cutting surface available. Add 
in heavy duty dishwasher safe construction, NSF certification and multiple 
cutting options and you’ve got maximum performance from just one 
machine.

French fries, steak fries, lemon wedges, diced tomatoes and onions, 
even cored apple wedges; just snap in the appropriate blade and pusher.

bain-maries 

Pantheon’s new BMR2 countertop wet heat 
bain-marie is a twin, 4.5 litre (8 pint) pot unit in a 
versatile plug-in format.

Its stainless steel construction gives it 
durability and ease of cleaning while its stylish 
design makes it suitable for all types of front of 
house setting as well as in the kitchen.

It has two, circular, lidded pots that are suitable 
for holding various types of pre-cooked foods, 
sauces or soups at their optimum temperature 
for up to two hours. The bain-marie heats in just 
ten minutes with the contents of the circular pots 
being easily stirred.

Company: Pantheon   
Product: BMR2 countertop  
wet heat bain-marie
Contact: 0800 046 1570 
www.pantheonce.co.uk



We feature some of the up-and-coming events 
taking place over the coming months

dates for your diary

the  
hospitality show

January
2014

19th-20th
location
nec
birMinghaM

The Hospitality Show returns to the NEC 
Birmingham from 19-21 January 2015 to celebrate 
the Best of British hospitality. 

The Show is pleased to announce a not-to-be 
missed interview with Michelin-starred chef 
Simon Rogan, covering his burgeoning empire 
of restaurants and rise to prominence as one 
of Britain’s most unique and respected cooking 
talents.

The show will again be one of the largest and most 
important foodservice and hospitality events of the 
year, which promises to have everything you need 
to develop your business.

Registration to the Show is now open and you can 
register for free at www.hospitalityshow.co.uk, 
saving £20.
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casual dining show

February
2015

25th-26th
location
bourneMouth  
bic

Visitor registration is now open for Casual Dining 
2015 – the award-winning trade show dedicated to 
the restaurant and pub sectors.

Fresh from winning the prestigious ‘Best Trade 
Show (under 2000sqm)’ award for their inaugrual 
show, Casual Dining will return to the Business 
Design Centre, London in February for what is set 
to be even bigger and better. Catering specifically 
for buyers and decision makers from group and 
independent restaurants, pubs, hotels and contract 
caterers, visiting will allow you to:

•  Meet over 200 food, drink, equipment, 
technology and table-top suppliers (50% more 
than 2014)

•  Learn from a FREE Keynote Theatre programme - 
names already confirmed for 2015 include Karen 
Forrester (MD, TGI Fridays UK), Scott Macdonald 
(MD, Bill’s) & Alisdair Murdoch (Chief Executive, 
GBK)

•  Network with like-minded colleagues at your 
essential industry event

•  Visit exciting new features for 2015 including a 
new Drinks Menu Innovation Theatre, a whole 
new show floor level, the ‘King of Craft’ awards 
plus countless new product launches and 
innovations!

You can register now for your free ticket by visiting 
www.casualdiningshow.co.uk.

hotel & catering  
show 2015

March
2015

17th-18th
location
bourneMouth  
bic

One of the biggest hospitality shows dedicated 
to hoteliers and caterers in the South and South 
West returns to Bournemouth BIC next year. Event 
organiser Evisstar is promising a range of new and 
exciting features to attract the highest ever visitor 
numbers when doors to the Hotel & Catering Show 
2015 open on 17th and 18th March. 

Show favourites such as the ‘Liquid’ tasting 
zone return, with producers and wholesalers 
showcasing everything from speciality teas, 
coffees and soft drinks right through to beers and 
spirits. Mixologists and bartenders from across the 
region will also be hosting live demonstrations and 
interactive workshops for visitors.

The ‘Artisan Producers Market’ is back by popular 
demand – this time with a larger area dedicated 
to highlighting the very best local and regional 
produce that the South and South West has to 
offer. The Live Cooking Stage once again promises 
demonstrations from a host of leading chefs, who 

will be on-hand to impart their knowledge, skills 
and experience.

A number of exciting new features have also 
been introduced for 2015, including the much 
anticipated ‘Grazin’ Kitchen’. An area dedicated 
to manufacturers and distributors of cooking 
equipment, the working kitchen will feature live 
demos and delicious tastings, with suppliers 
and their development chefs creating the perfect 
‘grazing’ area for visitors. 

Boasting shorter and sharper sessions than 
previous years, the 2015 seminar programme 
‘Hospitality Talks’ will cover everything to do with 
running a hospitality business. The 15min sessions 
will give visitors succinct tips to help them develop 
their business, with talks from a number of key 
industry figures.

To book a stand or to enquire about sponsorship 
opportunities visit the website at www.hotel-expo.
co.uk or call George Doyle on 01932 301249.

the london 
coffee Festival

2015

30th April -
3rd May

location
old truMan brewery,  
brick lane, london

The London Coffee Festival celebrates London’s 
bustling and vibrant coffee scene.  With over 22,000 
visitors expected, The London Coffee Festival 
promises to be an unmissable event for discerning 
coffee lovers and those working in the coffee scene. 

The festival will feature over 250 artisan coffee and 
gourmet food stalls, tastings and demonstrations 
from world-class baristas, interactive workshops, 
street food, coffee-based cocktails, live music, DJs, 
art exhibitions and much more.

Visitors will also gain access to Milk & Sugar, the 
new festival feature showcasing some of the most 
inspirational brands spanning from fashion to 
design and food.

The London Coffee Festival is also proud to be the 
official launch event of UK Coffee Week™.

There will be two industry days held on 30 April and 
01 May from 10am- 5pm. To buy tickets visit  
www.londoncoffeefestival.com/buytickets.
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Disposable Heat Resistant Food Safe Liners for Bain Marie Pots

Order your free sample at www.easybags.net/free-samples

cuts  
cleaning 
time by
95%

Ltd

Other sizes available, see website

Any food product burnt onto a Bain Marie pot can’t be served. 
Using a Potliner keeps your food moist so that every last drop can be used.
That means more PROFIT & YIELD from each pot you serve.

& save money
serve more product

1 Put liner in pot

2 Food remains in liner

3 Dispose of liner
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www.meadowvalefoods.co.uk

Chicken
at its very 
best!


