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Welcome to the April edition of QuickBite magazine. 

Since the introduction of the UK sugar tax, many soft drink companies have 
evolved to offer a healthier alternative for outlets. To help our readers understand 
the broad spectrum of soft drinks available, we’ve packed this edition full of the 
latest popular brands in the exciting ‘Cold Drinks Review.’ 

Next, we transport you into the mysterious micro world of bacteria in our 
‘Improving Kitchen and Food Hygiene’ feature. To help you combat these threats, 
we’ve sought expert advice from the Food Standards Agency and British Pest 
Control Association, as well as some leading industry experts.  

In our ‘Mobile and Outside Catering’ feature, we look at why setting up a street 
food business is such an attractive proposition. We’ve invited contributors to 
help us explore the latest trends, important considerations, and the equipment 
available to aspiring vendors. 

And, for some real insight into the street food world, our Business Profile features 
an exclusive interview with Mark Fairley, Founder of BBQ Bus. In 2016, Mark 
imported an authentic American school bus from Arizona. With the help of a 
government-backed start up loan, and his skills as a former engineer, he converted 
the school bus into a successful mobile food operation. 
The ever insightful ‘Big Interview’ feature, gives an inside view into the technology 
company, 3R Telecom from Company Director, Ramesh Patel. We hear how his 
youthful passion for innovation and technology, led him to become a co-founder 
of the ambitious Essex based telecommunications company. For Ramesh, it’s a 
positive customer experience that shapes the company ethos and drives 3R into 
the future. 

As always, we bring you all the latest industry news coverage, as well as our 
regular columns from our law, finance and property contributors. 
Until next time, 

The QuickBite Team
Would you like to have your say? We’d love to hear from you. Please get in touch 
via editor@mvhmedia.co.uk or you can tweet us @quickbitemag
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Leeds City 
Council 
prosecutes 
fast food shop 
manager

Nosherwan Sarfraz, the manager of 
a fast food shop in Leeds has been 
ordered to pay £2,395 after successful 
prosecution for hygiene offences. 

An investigation was launched into 
‘Dixy Chicken’ on New Briggate, after a 
customer complained of food poisoning. 

Leeds City Council Environmental 
Health Officers discovered several food 
safety legislation violations including: 

- There were no measures in place 
to prevent risk of contamination likely 
to render the food unfit for human 
consumption, injurious to health or 
contaminated in such a way that it would 
be unreasonable to expect it to be used 

- Items that touch food were not kept 
clean and disinfected to avoid the risk 
of contamination; or in such good order 
and repair so as to minimise the risk of 
contamination. 

- The premises were not kept clean or 
generally in good repair and condition. 

- The hand wash basins in the main 
kitchen and the downstairs preparation 

room had no materials for cleaning hands 
and both hand wash basins were dirty. 
The hand wash basin in the downstairs 
staff toilet had no drying towel.

- There was not an effective way to 
manage food safety in the business.

Nosherwan Sarfraz pleaded guilty to the 
offences. 

The prosecution comes just weeks after 
the former owner of Dixy Chicken was 
prosecuted for waste control offences. 

Cllr Lucinda Yeadon, Executive Member 
for environment and sustainability 
at Leeds City Council said: “It is very 
disappointing that we have had to bring 
the same business to court twice in 
one month for two different offences. 
Hopefully this will remind the manager 
and the new owner of the importance of 
keeping a clean and tidy business both 
inside and out, so they don’t fall foul of 
the legislation again.”

Just Eat teams up with 
Morrisons to bring UK’s 
first takeaway inside a 
supermarket 

Bombay Bites Express will be the first 
ever takeaway to operate from a UK 
supermarket.

 

The Asian Street Food business is part 
of the Bombay Stores Empire, a Bradford-
based family run company. 

From Saturday 18th March, Bombay 
Bites Express will be serving customers 
at the Morrisons in the Victoria Shopping 
Centre, Bradford. Visitors will have the 
option to eat in-store, or place an order 
for collection or delivery via Just Eat. 

The menu consists of everything from 
Indian breakfast favourites, to main curry 
dishes and classic desserts.

Commenting on the news, Graham 
Corfield, UK Managing Director at Just 
Eat added: “Bombay Bites is what Just 
Eat is all about, producing great food at 
the heart of the community, and thanks 
to Morrisons we have a local business 
expanding. This is a perfect hat-trick for 
us all.”

“We are thrilled that we have the 
opportunity to partner with large and 
trusted brands such as Morrisons and Just 
Eat, so we can really bring something new 
into the food industry” said Samir Kader, 
Director at Bombay Bites. 

He added: “I have enjoyed these 
authentic recipes for years now, and am 
happy that we can share this taste now 
with the rest of the UK. Like always, we 
will strive to continuously innovate and 
hope that one day we can become the 
trusted brand for Indian Food throughout 
the UK.”

News Round-Up
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Clea Grady, Marketing Manager at 
Veganuary said: “Not only have we seen 
the largest number of people taking part 
to date, but participants have been so 
engaged and positive that it’s been an 
absolute pleasure to introduce them 
to the world of animal-free eating. The 
recipes and food pics created and shared 
have been just fabulous, and the wealth 
of vegan food available on the high street 
has made veganism accessible to all.

“We’d like to congratulate our wonderful 
Class of 2017, and remind everyone 
that — while Veganuary’s high-profile 
campaign takes place in January — we 
are here all year round to offer advice, 
encouragement and support to anyone 
thinking of reducing or eliminating animal 
products from their diet.”

The results from this year are as 
follows: 

88%                 of those who took part 
were female 

44%                 were meat-eaters
47%                 cited animal protection as 

their reason for participating
32%                 cited health as their 

reason for taking part
97%                 report they feel healthier 

after one month as a vegan
14,012,825     animals were spared as a 

result of Veganuary 2017
5 million         vegan meals eaten during 

Veganuary 2017

99%                 recommend taking part 
in Veganuary

And in total …
67%                 say they will remain vegan 

in the future
(59% of omnivores, 64% of pescetarians 

and 75% of vegetarians)
 
And of those not staying vegan...
95%                 say they will reduce or 

stop eating meat from cows
92%                 say they will reduce or 

stop eating meat from chickens

Veganuary 2017 saw 60,000 abstain 
from animal products this January

Launched 4 years ago, the annual event has seen its highest number of participants 
so far. 

Printed Cup Company 
appoints Cengiz Avci as 
Managing Director

Cengiz Avci has been newly appointed 
as Managing Director of Printed Cup 
Company. 

Previously, Cengiz was the International 
Sales Director at Printed Cup Company; 
a position he has held for the past three 
years. He will bring a wealth of experience 
in manufacturing and printing industries 
to his new role and will be focusing on 
accelerating the growth of the company.

Commenting on his appointment Cengiz 
said: 

“I feel very privileged to be given 
the opportunity to become Managing 
Director. We have a tremendous team 
here at the Printed Cup Company and 
I feel very proud that we are a UK 
manufacturer making millions of cups 
locally here in Clitheroe, Lancashire.

I would like to personally thank Mark 
and Jenny Woodward for giving me this 
opportunity, I look forward to following 
on from the excellent foundations 
they have set in place. I look forward 
to continuing the rapid growth we are 
experiencing; there are exciting times 
ahead for PCC.

Founder of Printed Cup Company Mark 
Woodward said: “We are thrilled to have 
Cengiz as the Managing Director, he has a 
proven track record in growing businesses 
and inspiring teams and we’re all excited 
to work with him during the next phase of 
our continued growth and development.”

About the company: 
Printed Cup Company manufacture 

bespoke printed paper cups in Clitheroe, 
Lancashire. Alongside their sister 
company, Paper Cup Company they have 
been specialising in branded paper cups 
for over 10 years. With no minimum 
order quantity and a range of lead times 
starting from 24 hours ready to dispatch, 
PCC are the fastest manufacturer of 
printed cups in the UK.  

Website: www.printedcupcompany.
co.uk  

Email: sales@printedcupcompany.com  
Telephone: 01200 449900 
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UK’s home delivery market 
is growing fast

The home delivery market is growing 
10 times fast than the eating-out 
market. 

Market analysis company, NPD 
Group, has reported the food delivery 
market grew ten times faster than the 
eating-out market. 

As of December 2016, food delivery 
was worth £3.6 billion according to 
NPD Group. The figure is up 6% on 
the previous year. Total ‘eat-out’ visits 
reached 11.3 billion, whilst deliveries saw 
a 10% increase by reaching 599 million 
in 2016. 

Ordering ready-to-eat food for delivery 
via an app or by phone is growing so 
fast that ‘eating in’ is becoming the 
new eating out” said Cyril Lavenant, 
Foodservice Director UK at the NPD 
Group.

He continues: “It goes beyond getting 
delivery of conventional ‘takeaway’ 
food because full-service restaurants 

are offering delivery too. Delivery 
obviously saves on the effort of visiting 
the foodservice outlet – ready-to-eat 
food comes to your door of course. 
But it’s now easier to duplicate at 
home the quality and enjoyment you 
always associated with eating out at a 
full-service restaurant.  Plus, you can 
effortlessly order a wide selection of 
takeaway food not just from one local 
restaurant but from several. Millennials 
are pushing the trend. It’s ultra-
convenient for them just to ‘tap an app’ 
to order.

 
“We believe delivery will keep growing. 

The aggregators will surely view the 
current low level of penetration at 
breakfast and lunch as irresistible market 
opportunities. How soon will it be until 
we go beyond getting a basic take-away 
breakfast on the way to work and opt 
instead for a fancy breakfast delivered 
to our workplace on a work day or even 
order a breakfast to our home when we 
are not working?

“By the end of 2020, the value of the 
delivery channel could grow by nearly 
50% to reach £5.3 billion. This is based 
on a likely faster rate of 10% growth in 
2017 and the same amount in each of 
2018, 2019 and 2020.”

Death of the Sunday Roast?

A report from Bookatable by Michelin 
suggests the British are turning their 
back on the traditional Sunday Roast. 

The quarterly report reveals that only 
one in five diners have a Sunday Roast 
every week, compared to 44% of diners 
ten years ago.

 
The report by Bookatable suggests 

that the Brits are turning to more 
contemporary options. Sunday bookings 
for non-European cuisines has risen 
by 71% in 2016 and Thai restaurant 
bookings have seen a 61% increase since 
2015. 

Josephine Ellis, Head of 
Communications for Bookatable Europe 
says: 

“Over the past ten years, Britain has 
cemented itself as one of the food 
capitals of the world. While in the past, 
meals were often regimented around 
British ingredients, today, people are 
looking to be more adventurous with 
their food as they get out more and 
discover the range of food options on 

their doorstep. 
“This is not to say that British cuisine 

is no longer a popular choice just that 
people are looking to enjoy everything 
that the UK food scene has to offer. 
With this in mind, it is not a surprise that 
British traditions are changing.”

Do you still have a roast dinner on a 
Sunday? Let us know by tweeting @
quickbitemag

News Round-Up
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Help to Grow programme 
funds £600k expansion 

OakNorth gives £600,000 loan to fund 
the expansion of coffee chain, Notes. 

The OakNorth Bank has completed 
its first deal under their Help to 
Grow programme. The Help to Grow 
programme provides debt finance of up 
to 2 million GBP to fund expansion plans. 

Loan recipient, Notes, was launched in 
2010 and currently has 6 sites in central 
London. The loan will be used to open 
two new sites in Victoria and Angel Court. 

Alan Goulden and Edward Halfon, 
Directors at Notes, commented on 
the deal: “Between January 2015 and 
February 2016, Notes grew from two 
sites to six and we added a central 
production facility that can cope with up 
to 14 more sites. We are a very ambitious 

company that wants to continue scaling 
at pace, so we’re delighted that we now 
have the finance enabling us to do that. 
Like us, OakNorth is an entrepreneurial 
business that moves quickly – the entire 
deal was completed in weeks meaning we 
were able to get back to focusing on our 
business and firm up plans for our two 
new sites.”

Ben Barbanel, Head of Debt Finance, 
and Deepesh Thakrar, Debt Finance 
Director, at OakNorth Bank, said: “We’re 
delighted to have completed this deal 
with Notes – not just because it is a 
fast-growing and ambitious business 
like ours, but also because it is the first 
deal we have closed under the Help to 
Grow programme. This is exactly what 
the programme was set up for and we 
look forward to working with the British 
Business Bank to close additional deals in 
the future.” 

Just Eat 
announces 
mouth-watering 
profits
Pre-tax profits increased by 164% in 

2016 according to Just Eats full-year 
results.

Online takeaway ordering giant, Just 
Eat, announced considerable financial 
growth in its end of year results. 

To December 2016, the company’s orders 
grew 42% to £136 million. Pre-tax profit 
more than doubled to £91.3 million. 
David Buttress, Chief Executive at Just 

Eat said: “Just Eat posted another strong 
financial performance in 2016, with 
revenues up 52% and underlying EBITDA 
rising by 93%.

“This reflects robust order growth across 
the business, strong cash generation 
and further underlying EBITDA margin 
expansion as we consolidated our market 
leadership in every geography where we 
operate.”

Out-of-home eating trends 

NDP have released fourth quarter 2016 
report for the foodservice market 

Market intelligence company, NPD, 
have announced their report on out-of-
home eating trends in the UK. 

The report shows that in Q4, the 
foodservice market saw a 7% increase in 
consumers eating out during breakfast. 
Lunch diners also increased by 4%. 
However, the sector saw a decline of 
6% of consumers eating out for evening 
dinner. 

Overall, the foodservice industry saw an 
increase in both spends and visits for the 
out-of-home market. 

 • + 2.8% spend
 • + 2.1% average check 
 • + 0.8% visits 

Off-premise eating saw a rise of + 3% 
which NDP says is driven by morning meal 
and lunch traffic. 

News Round-Up
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+2.8%

Increase in overall
customer spending

-6%

For customers eating
out for evening meals

+0.8%

Increase in
visits

+7%

Customers eating

+4%

For lunch time 
visits

Increase for off-
premise eating

Industry
Insight

O
ut-of-hom

e eating trends

-3%
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Huhtamaki to exhibit at 
2017 Packaging Innovations

The global food and drink packaging 
manufacturer, Huhtamaki, will be 
exhibiting at the Birmingham NEC.

The Packaging Innovations 2017 
Exhibition takes place on the 1st and 2nd 
March at the Birmingham NEC.

At the show, Huhtamaki will be 
displaying their latest in packaging 
innovations; GreeNest and FutureSmart, 
which is a global drive to sustainable 
packaging.

The 100% recycled huhtamaki’s 
Molded Fiber range is recyclable and 
biodegradable. Huhtamaki will also 
be exhibiting their new GreeNest egg 
carton. The GreeNest is a naturally 
sustainable product made with 50% grass 
fibres.

Extra Mushrooms please
It's not pepperoni, chicken, 
bacon or chillies..

Mushroom has been revealed as the 
UK’s most popular pizza topping.

Yes… that’s right, two-thirds of Britain 
like mushroom on their pizzas.

In a surprise result, mushroom topped 
the poll ahead of onions, ham, peppers 
and pepperoni.

From Hawaiians to Hot & Spicy, what 
you top your pizza with is a contentious 
topic and one of those debates that will 
no doubt rage on through history.

Take the recent furore over whether it’s 
acceptable to add pineapple for instance.

As a result, in a bid to find out where 
us Brits stand, YouGov has revealed the 
nation’s most popular topping.

With that said Mushroom came out 
on-top, literally.This result lead to a minor 
uproar on social media as users posted on 
multiple sites to show their dismay.

The so called favourites weren’t too far 
behind the humble fungus with onion 
(62%), ham (61%), peppers (60%), chicken 
(56%) and pepperoni (56%) close behind.

The survey also weighed in on the 
pineapple debate to reveal that 53 percent 
of Brits say that they like it on their pizza 
scoring more than other toppings like 
spinach (26%) and olives (33%).

The two fish options, tuna (22%) and 
anchovy (18%), proved to be the least 
popular on the list.

Chinese is the 
UK’s favourite 
takeaway

New research reveals Britain’s 
favourite cuisines and how much we 
spend

Over 1 in 3 Brits voted Chinese 
as their favourite type of takeaway, 
Indian came in second and Pizza third. 
According to a survey conducted by 
Paymentsense on 2000 people across 
the UK, more than a fifth of people order 
a takeaway once a week.

The average amount spent on a 
takeaway is £9.75 so this means the 
people who get a takeaway every week 
spend £507 a year.

Women on average spend more than 
men on takeaways however, they seem 
to order them less frequently – the 
majority of women order takeaways less 
than once a month. Whereas the majority 
of men order them at least once a month.

Who do people order takeaways with? 
Over half of Brits order their takeaways 
with their partners but 14% order their 
takeaways on their own! A fifth of 18-24 
year olds order takeaways with their 
friends and more than 1 in 10 25-34 year 
olds order takeaways with their parents.

Interestingly, despite the rise of 
technology and mobile apps to order 
takeaways, calling the takeaway to order 
food is the most popular way to do it 
(57%), online is the second most popular 
way to order and physically going in to 
the shop is third. Only 18% of people 
order their takeaways through an app.

News Round-Up
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The Real Estate Investment Trust, Shaftesbury, 
has announced over 14,000 sq ft of new restaurant 
lettings and openings in the West End’s Chinatown.

The openings include:

XU - new Taiwanese restaurant and bar concept.

Hovarda – a Greek and Turkish inspired restaurant.

Bubblewrap – street snack waffle brand.

Hot Pot – Thai hot pot specialists.

Leon – natural fast food chain.

Julia Wilkinson, Portfolio and Group Restaurant 
Strategy Executive at Shaftesbury, says:

“The diversity and quality of these latest signings 
highlights the eclectic mix of Chinatown London’s 
culinary offer and its reputation as an iconic and 
exciting destination for food in the West End. We 
are also delighted Chinatown London has secured 
debut sites for XU and Bubblewrap, both of which 
will be bold and innovative additions to our great 
mix of restaurants.

“The signing of all five brands reflects our creation 
of Chinatown London to create a destination that 
mirrors the changes taking place in East Asia, where 
old traditions are fusing with modern influences.”

Five new restaurants in 
Chinatown, London
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Preoday and Worldpay 
partner to offer integrated 
online ordering and 
payments

Preoday, an online and mobile 
ordering technology company, and 
Worldpay, the global leader in payments, 
today announced a new strategic 
and preferred partnership to provide 
integrated online ordering and payment 
solutions to their clients around the 
world.

The partnership will provide clients with 
a combination of Worldpay’s expertise in 
secure and reliable online payments and 
Preoday’s white-label, market-leading 
technology platform for online and mobile 
ordering facilities.

With consumers’ growing reliance 
on technology, businesses must 
become ever more digitally-focused to 
compete. The partnership will provide 
cost-effective integrated payment and 
ordering solutions for food, beverage 
and merchandise at a wide variety of 
businesses including stadiums, pubs, 
events, quick service restaurants, coffee 
shops, in-house caterers, conferences, 

race-courses, airlines, universities, and 
hospitals.

Andrew White, CEO of Preoday, said, 
“Consumer demand for online and mobile 
ordering is booming and many businesses 
are running to catch up or to get ahead. 
Almost none have the desire or budget 
for a home-made solution, built from 
scratch. Instead, they’re looking for 
market-proven, end-to-end and trusted 
online platforms.

Our flexible and scalable solution 
means that businesses can provide online 
ordering far faster to customers than they 
would otherwise be able to get it. This 
partnership means that Worldpay clients 
will easily be able to access and white-
label all the high-performance and reliable 
ordering technology they need.”

James Frost, UK Chief Marketing 
Officer, Worldpay, commented, “We see 
this partnership as another way of helping 
our hospitality and events customers 
keep up with consumer demand and 
market trends. Through our pre-built 
integration with Preoday we will be 
able to provide our customers with the 
technology they need to offer a seamless 
customer experience – whether ordering 
for collection or delivery, online or on the 
move. We’re excited about the potential 
of this partnership.”

Is it a new Pizza, dough?

Bakery specialists, Dr. Oetker 
Professional, launches new fresh dough 
pizza base.

Founded in 1893, the family 
business has introduced a new product to 
help businesses provide an ‘Italian classic 
out-of-home.

“Pizza has always been a popular dish on 
menus but its recent top ranking means 
there has never been a better time to 
introduce one of the nation’s favourite 
dishes” says Emma Haworth, Senior Brand 
Manager for Dr. Oetker Professional (UK).

Describing the new base, she adds: “We 
also wanted to create a base that takes 
the hassle and costly wastage associated 
with frozen dough packs. These not only 
have to be thawed and proved overnight 
but – depending who is on service – 
pressing can mean a variation in base 
size and thickness leading to inconsistent 
results and a headache for operators.”

News Round-Up
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Half of UK’s curry houses to 
close within 10 years.
 
The Asian Catering Federation predicts 

50% of curry houses will disappear 
from Britain’s high streets. 

The ACF is a nationwide non-profit 
organisation, which claims to be the ‘voice 
of the curry industry’ and represents 
35,000 restaurants and takeaways. ACF 
Chairman, Yawar Khan said: 

“We British Bangladeshis can be very 
insular and inward looking, we fail to 
regard other cuisines as competition and 
we are slow to adopt new marketing 
opportunities, such as social media 
platforms.

“For years we have been telling 
restaurants they need to up their 
game with shorter menus, offering 
lighter healthier options with more fish 
and vegetable dishes, with genuinely 
authentic regional food.

“Many rarely see a customer at lunch 
time, whilst pubs and chains like Nandos 
are serving thousands of spicy dishes 
throughout the day.

“Restaurateurs feel that there’s 
no demand for spicy dishes when 
temperatures rise – as if it never gets hot 
on the subcontinent.

“Looking at drinks menus, you would 
never know that they grow tea in India – 
where are the green, oolong and white 
teas. Where’s the Darjeeling, Assam, 
Dooar, and Travancore?” asked Khan.

Fast-food for vegans 

Are UK fast-food restaurants catering 
well enough for vegans? 

Last year, market research company, 
Ipsos MORI, reported that the number of 
vegans in Britain has risen by more than 
360%. 

The Vegan Society says that the study 
proves veganism is now one of the UK’s 
fastest growing lifestyle movements. 

And according to the Vegetarian Society, 
2000 people in the UK are turning 
vegetarian every week, with an estimated 
total of 4 million vegetarians in Britain.

With such a huge demand (and market 
potential), are UK fast-food and quick 
service restaurants doing enough to 

respond to the calls for meat-free 
options?

 Across the pond, VeganBurg, is a fast-
food restaurant which serves 100% plant-
based food and claim to offer ‘the burger 
of the new generation.’ The company 
opened its first store in Singapore in 
2010. Five years later, VeganBurg opened 
its first US store in San Francisco. The 
burger menu consist of soy patties, 
mushroom patties, crispy patties, and a 
paleo option. 

The US has also warmly welcomed other 
vegan and vegetarian fast-food outlets 
such as Amy’s Drive Thru and ‘by CHLOE.’

 
Here at QuickBite magazine, we’ll be 

exploring this topic over the coming 
months. In the meantime, we’d love to 
hear whether your business offers a vegan 
option? If so, tweet us a photograph of it 
@quickbitemag  

Pizza Huts European 
business restructure  

Pizza Hut International has announced 
that they will be restructuring its 
European business. 

In an attempt to strengthen its 
business capabilities, Pizza Hut 
International has announced they will be 
consolidating Pizza Hut Europe and Pizza 
Hut UK & Ireland into one single entity. 

As part of the restructure, former 
CEO of Pizza Hut UK & Ireland, Raphael 
Miolane will take over as Managing 
Director of Pizza Hut Europe & UK. 

Commenting on the restructure and 
appointment, Raphael said: “Across the 
European region, we are continuing to 
invest in our franchisees and to build our 
reputation as one of the most loved, and 

fastest growing, global brands. This is a 
really exciting time for our business.”

Pizza Hut UK & Ireland’s Chief Financial 
Officer, Neil Manhas, will be taking on 
the new role of General Manager of Pizza 
Hut Delivery and Express UK. Neil has 
over 10 years’ experience with Pizza Hut 
UK & Ireland and was delighted with his 
new appointment. He commented on the 
news saying: 

“I am delighted to be taking on the role 
of General Manager and look forward to 
building on the outstanding work Raphael 
began in this market.”
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Les Simmons Joins 
Precision in Dubai

Vastly experienced professional clicks 
with British refrigeration manufacturer

 

Precision has appointed Les 
Simmons as Managing Director of the 
company’s Middle East sales office in 
Dubai.

 
Les is one of the catering equipment 

industry’s best known faces, having 
worked with some of its top refrigeration 
brands, including Scotsman and Hoshizaki, 
for over thirty years.  Most recently he has 
represented Gram Hoshizaki in the Middle 
East.   

 
He retired in December 2016 – and 

decided it wasn’t for him.  “I still have fire 
in my belly,” he says.  He soon found he 
had several job offers, but Precision was 
the one that appealed most.  “I met Nick 
Williams (Precision’s Managing Director) 
about four years ago and we clicked.  Of 
course his father Mike is a legend in the 
industry.  What I like about Precision 
is the positive attitude throughout the 
organisation, the quality of the equipment, 
the impressive R&D, and the fact that they 
really listen to their customers.  It’s my 
type of company.” 

 

Nick Williams is delighted to welcome 
Simmons to the Precision family.  “Our 
brand is still relatively new to the Middle 
Eastern market,” he says.  “However, we’ve 
made great inroads over the past couple of 
years, supplying equipment to some of the 
region’s leading hotels, restaurants and 
fine dining establishments.

 
“Les has vast experience and knowledge 

of the Middle East market and we plan 
to build on this foundation to establish 
Precision as the "go to" company for 
quality refrigeration in the region.” 

 
Les says, “I’m going to enjoy promoting 

and selling top quality, British made 
refrigeration. Precision offers a full range 
and that’s important - in the Middle East 
companies prefer the ‘one stop shop’’.

News Round-Up

Some 55 per cent of the UK’s population can order a car through Uber and the 
company aims to replicate that with UberEats.

UberEats, the food delivery service introduced by ride sharing giant Uber, will expand 
across more than 40 towns and cities in the UK before the end of the year as it continues 
to compete with rivals Deliveroo and JustEat.

Uber, whose car-hailing app has caused upheaval in the taxi industry, disrupted the 
takeaway market in London when it launched UberEats in June last year. The app is now 
also available in Manchester and Birmingham and more than 1 million customers have 
downloaded it since its launch, according to the company.

Jambu Palaniappan, regional manager for Europe, Middle East and Africa at UberEats, 
said : ‘‘We’re really excited about the future of the business which is why we’re investing 
heavily in an ambitious plan to launch the app in at least 40 towns and cities in the UK 
by the end of the year.’‘ Some 55 per cent of the UK’s population can order a car through 
Uber and the company aims to replicate that with UberEats.

UberEats has so far partnered with over 2,000 restaurant in the UK including frozen 
yoghurt chain Snog, Lebanese restaurant Comptoir Libanais, Vietnamese street food 
restaurant Pho and La Bodega Negra, a Soho-based Mexican restaurant.

Deliveroo rival UberEats to expand 
across more than 40 UK towns and 
cities in 2017

Upcoming coup at 
Manchester’s Pizza Hut 
restaurant
Manchester Pizza Hut will be 

letting their apprentices take charge 
As part of the National Apprenticeship 

Week, the Pizza Hut management team 
in Manchester’s Trafford Centre will be 
handing over the reins to participants of 
its extensive apprenticeship programme.

More than a dozen apprentices from 
Manchester, Chester and Stockport will 
be taking on the running of the Pizza Hut.

Kathryn Austin, HR and Marketing 
Director, at Pizza Hut Restaurants, said: 
“We have complete confidence in handing 
our whole Trafford Centre Hut to our 
apprentices to run for the day. As part 
of our apprenticeship programme, we’ve 
invested in high quality on-the-job training 
which means they’re well equipped to 
cover the entire spectrum of our business 
– whether that’s working in the kitchen, 
front of house or being the manager in 
charge. We have a fantastic team in place 
for the Manchester takeover and I can’t 
wait to see what they achieve.”

Aaron Oreschnick, Deputy Manager 
at Pizza Hut Restaurants’ Manchester 
Trafford Hut, was one of the first to enrol 
on the company’s degree level programme 
in September. He said: “I’m really looking 
forward to the apprentice takeover. It’s 
a great opportunity for apprentices at 
all levels to get together and showcase 
what they’ve learnt. I’ve previously 
been involved with the learning and 
development side of the business so will 
be able to offer some tips for success too.

“The degree apprenticeship programme 
has been great for me. It combines on 
the job training with formal modules 
which has really helped me to develop my 
management skills and enhance mycareer 
with us.”
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New street food store 
in Chinatown gets huge 
welcome

Bubblewrap, located on Wardour 
Street, is a new street snack waffle 
store. 

The stores opening on Thursday 9th 
March, saw huge queues of customers 
wanting to try the Hong Kong inspired 
street food. 

The store serves egg waffle cones 
with a variety of flavours and sauces. 
Cocoa waffle with berries, sea salt and 
dark chocolate, to matcha waffle with 
mocha and red bean, are just some of the 
flavours on offer. 

Have you tried one yet? Let us know 
what you think @quickbitemag

Buongiorno to Chelsea’s new 
pizzeria 

Italian pizzeria Lievito opens its debut 
pizza dining concept on Fulham Road 

A new Italian pizzeria has been revealed 
by the Sloane Stanley Estate. The new 
restaurant will be located at 273 Fulham 
Road and caters for 40-45 covers and 
includes a grab and go service. 

Besides pizza, Lievito will be seriving 
traditional Calabrian dishes native to the 
south-west region of Italy. And to wash 
it all down, a selection of specialty craft 
beers are on offer. 

Commenting on the news, Hannah 
Grievson, Commercial Property Manager 
at Sloane Stanley said: “Lievito is a 
fantastic addition to the Fulham Road.  
Their authentic Italian offering builds on 
the exceptional existing line-up of dining. 
With an international catchment, affluent 

residents and a reputation for excellent 
retail and food operators, this is an ideal 
place for Lievito to share the authentic 
taste of Calabria with the UK”.

Rocco Caridi founder of Lievito, added: 

“Our concept breaks 
the mould of traditional 
pizzerias, marrying 
innovation with authenticity 
and in turn producing 
something one-off.  
Our restaurant reflects Calabria both in 
style and identity, and we are delighted 
to showcase this in London, specifically 
in Chelsea.  As a brand, we desire to grow 
and reach new customers, and there is 
no better place for us to do this than the 
Fulham Road”.

NEWS
NIBS

News Nibs
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New Micro Pie from 
Hollands

Lancashire based baker launches its 
new Micro Pie 

In light of British Pie Week, Holland’s 
Pies has announced the launch of a 
microwavable Micro Pie. 

Available in chicken, leek & bacon or 
steak & ale flavours, the pies have a RRP 
of £1.50. The new pies will be available 
in over 400 Tescos stores across the UK 
from the 13th March. 

Leanne Holcroft, Brand Manager at 
Holland’s Pies, said: “The UK frozen pie 
market is worth over £160m at RSP, our 
new micro pie range offers innovation 
to the pie category, which will increase 
this market even further.  We’re really 
excited about this latest new product 
development within our frozen pastry 

range.  
“As convenient as they are delicious, 

these tasty snacks bring our products 
to life in a completely new way.  We’ve 
invested a lot of time in perfecting a pie 
that offers an even crispier and shorter 
pastry, an oven-baked taste and Holland’s 
signature flavour and we’re delighted 
with the finished product. We look 
forward to hearing the feedback from 
shoppers and expanding this new range 
to even more retailers in the near future.”

Will you be trying these new micro 
pies? Let us know by tweeting us @
quickbitemag 

Global Fast Market set to 
reach $690.90 billion in 
2022

Zion Market Research predicts a 4.2% 
growth in the fast food market. 

Florida based industry analysis 
company, Zion Market Research, has 
released its “Fast Food Market by Type 
(Chicken, Burger/Sandwich, Asian/Latin 
American Food, Pizza/Pasta, Sea-Food, 
and Others): Global Industry Perspective, 

Comprehensive Analysis, and Forecast, 
2016 – 2022.”

The publication reports that the global 
fast food market was worth $539.63 
billion in 2016, and is set to reach 
$690.90 billion by 2022. 

Zion Market Research says the report 
is based on “in-depth qualitative and 
quantitative analyses of the global Fast 
Food market.”
You can purchase the report at https://
www.zionmarketresearch.com/report/
fast-food-market
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 FPA AWARDS

FPA AWARDS WINNERS 2017 - 
Brighton Rocks!  

The biggest and brightest FPA awards 
night ever was enjoyed by 450 FPA 
members and their guests in the splendid 
surroundings of The Grand Hotel 
Brighton, with the winners of the 2017 
FPA Awards announced by celebrity 
guest comedian, Jo Caulfield - hailed as 
Britain’s funniest woman. 

From the pre-dinner cocktails and 
canapés to the superb three course 
meal, and the after party sing-along, the 
evening was, as always a huge success.  
The generosity of FPA members once 
again exceeded expectations with more 
than £5000 raised for our new charity 
Great Ormond Street Hospital.  

A CREDIT TO THE INDUSTRY
FPA Chairman Howard Colliver reported 

on a bumper year for entries, especially 
for the two new Awards, Food & Drink 
Manufacturer and Rising Star.  Not only 
is each award highly competitive, but it 
is a great credit to the FPA that the panel 
of independent judges, who volunteer 
their time , are leading experts in their 
fields, ensure objectivity and uphold the 
credibility of the FPA Awards. 

HUGE THANKS
Huge thanks go to all our sponsors 

for the afternoon and evening, without 
whom so much fun would just not be 
possible: Afternoon Tea: Euro Packaging 
and Jena; Pre-Dinner Cocktails and 
Midnight Snack: Wrap Films Systems; 
the wine: Huhtamaki, Coveris UKFC, 
LINPAC Packaging, Tri-Star Packaging 
and Wrapex; the Casino: CMC DayMark, 
napkins: Swan Mill Paper Co.
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THE WINNERS…..

MANUFACTURER OF THE YEAR 
FPA Manufacturer of the Year 2017 as 

voted for by FPA distributor members and 
sponsored by Bunzl Catering Supplies

RAPID ACTION PACKAGING
Highly Commended: amipak, SCA 

Hygiene Products 

NATIONAL DISTRIBUTOR 
FPA National Distributor of the Year 

2017 as voted for by FPA manufacturer 
members and sponsored by SCA Hygiene 
Products

 TRI-STAR PACKAGING
Highly Commended: Bunzl Catering 

Supplies, Socius Network, Alliance 
National 

REGIONAL DISTRIBUTOR 
FPA Regional Distributor of the Year 

2017 as voted for by customers and 
sponsored by Northwood Hygiene 
Products 

ALL PURPOSE CLEANING AND 
CATERING SUPPLIES 

Highly Commended: Magenta, London 
Catering & Hygiene Solutions 

FOODSERVICE RETAILER 
FPA Foodservice Retailer of the Year 

2017 as voted for by FPA members and 
sponsored by Deb

PRET A MANGER 

FOOD & DRINK MANUFACTURER 
FPA Food & Drink Manufacturer of the 

Year 2017 as voted for by FPA members 
and sponsored by Bidvest Foodservice 

BAKKAVOR 

FOODSERVICE OPERATOR
FPA Foodservice Operator of the Year 

Award 2017 as voted by FPA members 
and sponsored by Dart Products Europe

COMPASS

PHOTO

PHOTO
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PRODUCT INNOVATION
FPA Product Innovation Award 2017 

as judged by an independent panel and 
sponsored by CEDO

SMITH ANDERSON for Deli 2 Go Hot 
Paninis and Toasties 

Highly Commended: Smith Anderson, 
for Greggs Pizza Pocket, Tri-Star 
Packaging for Gourmet 24.7, Rapid 
Action Packaging for Open Sandwich 
Box, Rapid Action Packaging for Strip 
Laminated HandwRap, Euro Packaging for 
Meal Deal Combination Carrier, 

Ones to Watch: Frugalpac for Frugalcup, 
Huhtamaki  UK for Future Smart and Euro 
Packaging for Meal Deal Combination 
Carrier

CORPORATE SOCIAL RESPONSIBILITY
Corporate Social Responsibility Award 

2017 as judged by an independent panel 
and sponsored by SEDA

BRAKES for Meals and More campaign 
Highly Commended: Bidvest 

Foodservice 

SUSTAINABILITY 
FPA Sustainability Award 2017 as 

judged by an independent panel and 
sponsored by RPC BPI Refuse 

NOVAMONT for dual use compostable 
carrier bag 

Highly Commended:  Delphis Eco and 
Vegware

RISING STAR AWARD 
The FPA Inaugural Rising Star Award to 

KATHERINE FLEET, RPC Group

CHAIRMAN’s AWARD 
Chairman’s Award 2017 to NEIL 

WHITTALL, Huhtamaki UK 

JUDGES
CSR & SUSTAINABILITY JUDGES
Helen McFarlane – McDonald’s 

Restaurants
Iain Ferguson – Co-op

Trewin Restorick – Hubbub
Paul Rhodes – Greggs
Professor Rob Holdway – Brunel 

University and Giraffe Innovation
Paul Vanston – INCPEN
Derek Robertson – Keep Scotland 

Beautiful

PRODUCT INNOVATION AWARD JUDGES
Matt Spencer  – Caffe Nero
Karen Graley – Waitrose
Dick Searle – Packaging Federation
Paula Chin – Pret A Manger
Phil Chadwick – Packaging News
Nehal Thakkar – KFC
Mike Hanson – Baxter Storey
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 Eurilait

Eurilait adds new, innovative 
packaging to its Merci Chef goats 
cheese range

The new paper wrap helps protect the 
goat cheese log during transportation and 
during handling, preserving the quality 
of the cheese and providing an effective 
barrier against contaminants.  The sleek 
fitting wrap offers a space saving advantage 
and provides an environmentally friendly 
packaging solution.  The paper wrap is also 
re-sealable, enabling re-use as many times 
as needed.  

Made by the award-winning Soignon 
goat cheese producers, the Merci Chef 
portfolio benefits from over 100 years of 
cheese making experience, heritage and 
tradition and offers an excellent flavour 
profile, a soft and creamy texture with a 
clean, white appearance and a mild, fresh 

aroma.  

What’s New
Santa Maria Oregano

Most chefs have no idea about the 
contents of their dry store and their origin. 
And that’s a fact. When Maria put some 
of the UK’s leading chefs to the test, they 
owned up that they didn’t always know 
what to look for in exceptional spices and 
herbs.

 So Maria’s challenging chefs who value 
quality ingredients, to see who really 
knows what’s going into their dishes. 

The ‘Maria’s in Town’ campaign is all 
about showing chefs what they’re missing 
out on.

Maria is now taking her funky truck 
on a nationwide road trip, starting in 
Birmingham at the end of March. She’ll be 
visiting chefs to check out what they’ve 
got in their dry store and give them a 
sensory spice and herb experience, saying 
“I’ll show you mine, if you show me yours”.

Santa Maria’s Mexican oregano is dried 
in the sun to lock the flavour in and 
hold its fresh green colour. It’s packed 
with the leaves and flowers that contain 
the essential oils for the best flavour. 
Competitors’ oregano is bulked out with 
the stalks and twigs you don’t want in your 
dishes. Once you know what to look for, 
the difference is clear to see, smell and 
taste.

Offering a wide choice of formats for 
a range of culinary uses, the Merci Chef 
goat cheese range has a product to suit 
all wholesale or foodservice operations.  
For ultimate versatility Eurilait offers 
Individually Quick Frozen goat cheese 
discs, cubes or crumb, suitable for a 
multitude of applications.

Eurilait is one of the UK’s major suppliers 
of quality and innovative speciality cheese 
and dairy products, as a subsidiary of two 
leading French dairy cooperatives (Laita 
and Eurial), Eurilait is able to offer an 
extensive range of dairy goods to provide 
menu options for a variety of foodservice 
sectors and levels, within the industry.

Eurilait’s products are unrivalled in their 
quality and heritage; a network of twenty 
certified creameries throughout western 
France produce market leading dairy items 
such as goat and cow milk cheeses, butter, 
cream and yoghurts. 
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What’s New

 Brindisa

Healthy and indulgent –
 it’s the perfect catering snack

Timeless, tasty almonds deliver an 
authentic taste of Spain

Often listed amongst the healthiest foods 
of all time, almonds are the food stuff of 
legends. Now, Brindisa has captured the 
magic of Spain’s finest nutty export, with 
an exceptional range of snacking products 
that deliver genuine, natural flavours – not 
to mention a satisfying crunch.

Available in 100-150g or 1kg catering 
packs, Brindisa’s almonds are a convenient 
snack to accompany a cold beer or chilled 
glass of dry sherry - the perfect pre-dinner 
appetiser. An excellent source of protein, 
magnesium, fibre and vitamin E, almonds 
are highly nutritious and good for heart 
health. These virtuous kernels are also a 
friend in the commercial kitchen, being a 
versatile addition to sauces, salads, crumble 
toppings, pilafs, risotto and stews

 Beanitos

Beans are Better™  with Beanitos 
Chips!

Empire Bespoke Foods is proud to 
lead the snacking and free-from category 
evolution with Beanitos Beans Based 
Chips. Shoppers will love the great taste 
and crispy crunch of the 3 wonderful 
flavours: Simply Pinto (pinto bean based), 
Original (black bean based) and Restaurant 
Style (white bean based)… while enjoying 
all the benefits of the beans themselves! 
Beanitos Bean Chips provide a source of 
protein and are high in fibre.

Additionally, Beanitos are Gluten-Free, 
suitable for Vegetarians and Vegans, have 
low glycaemic index, don’t contain any 
flavour enhancers (no MSG), are GMO-
free, just lightly salted, made only with 
high quality ingredients and with no 
preservatives. Be ready for the beans 
revolution!

 Get ready to sizzle! 

Tigg's have taken the wraps off their 
new dressing - Smokin' Tomato - and phew, 
this one may get you a little hot under 
the collar. Succulent, tangy tomato with 
a subtle smattering of smoked paprika, a 
nibble of red chilli and a delicious dash of 
apple cider vinegar.

 It will add a gentle warmth and smokiness 
to any dish - without blowing anyone's 
socks off.

 We're Meringue New

The Drops Are Landing

Diddy, dainty - and definitely 
dynamite. Expect an explosion of colour 
and flavour from a stunning range of new 
Meringue Drops. Dinky little drops of 
handmade, Swiss-baked meringues in a 
kaleidoscope of colours - for snacking, 
desserts and gifting. 

These rainbow finished meringues are 
the creation of sweet treat innovators 
Flower & White - and are a new addition to 
their award winning collection of gourmet 
Merangz.
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The first marketed soft drinks 
appeared in the 17th century as a mixture 
of water and lemon juice sweetened with 
honey.

Over 300 years later, the cold drinks 
landscape has developed massively. Soft 
drinks has become an incredibly dynamic 
category with a diverse customer base 
and a huge number of trends to cater for.

British consumers have continued 
to shift towards healthier, low calorie 
drinks over the last few years with the 
Government’s decision to introduce the 
Soft Drinks Industry Levy (otherwise 
known as the sugar tax) as a key part of its 
plan to combat childhood obesity.

Categories perceived as “healthy” have 
experienced impressive growth as a result 
of consumers becoming more educated 
about what goes into their drinks – people 

now have a ‘healthy scepticism’ about a 
product’s actual ingredients and no longer 
accept what the company says.

Yet, soft drinks is a constantly 
evolving category and the prospects for 
carbonates, juice and concentrates are 
still very positive.

Big brands continue to help shape choice 
with Coca-Cola remaining the biggest-
selling brand in the soft drinks category.

 Adult soft drinks are enjoying a strong 
growth; much of this trend has been 
attributed to consumers looking for 
healthier, more interesting options and 
the increasing move towards drinking less 
alcohol. 

In relation to the growth in adult soft 
drinks, understated but always chic, the 
G&T is suitable for almost any occasion. 

Tonic water, always the underdog to gin, 
has been given a flavour make-over and 
now occupies a trendy niche of its own. 
We take a look at the broad range of tonics 
making it one of the fastest growing soft 
drinks in the UK.

Meanwhile, coconut water appears 
poised to take on a new role as an 
ingredient, with new carbonates and 
sports drinks highlighting their coconut 
water base. Furthermore, Birch Tree 
Water and Aloe Vera are also among the 
emerging plant based drinks.

Taking all this into consideration, the 
QuickBite team got to work testing 
the broad spectrum of cold drinks the 
UK market has to offer, with the aim 
of uncovering what products outlets 
should look to add to their shelves and 
countertops to tempt customers……

Cold
Drinks - Review
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Cold Drinks Review

 7up Mojito ( Sugar Free)

Soft Drinks is one of the most dynamic 
FMCG categories and manufacturers like 
Britvic (owners of 7up) are constantly 
working to evolve their product offering.

With health at the top of the agenda, 
last year 7UP refreshed the sugar-free 
fruit flavoured carbonates category with 
the launch of 7UP Free Mojito, a crisp and 
light-hearted combination of lemon, lime 
and mint.  

With sugar being a key factor in shoppers’ 
purchasing decisions and the zero-sugar 
variant 7UP a key driver of sugar-free 
growth in carbonates, 7UP Free Mojito 
is the perfect option to attract health 
conscious consumers who are looking for 
something a little bit different.

 R Whites

Britvic relaunched its historic R 
White’s lemonades at the end of 2016 with 
a striking new design for the core range 
and the addition of three new flavours; 
Traditional Cloudy Lemonade, Raspberry 
Lemonade and Pear & Elderflower. The 
new lemonades have been crafted and 
designed to appeal to adult drinkers, 
containing real lemon and fruit juices and 
up to 3.9g sugar per 100ml.  

As one of the top five soft drinks category 
in the leisure sector, lemonade is worth 
£579m and offers great sales potential for 
operators. 

The premium R White’s range has all 
the right assets to drive sales within the 
channel. R White’s lemonades are available 
to buy in single 330ml cans in packs of 6 x 
330ml and 24 x 330ml, as well as premium 
single 330ml glass bottle formats in packs 
of 12 x 330ml and 24 x 330ml.

In terms of taste R Whites did not 
disappoint, a great tasting range which 
retains its classic heritage.

Soft Drinks –
 Sugar free leads the way
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 Pepsi Max Ginger (Sugar Free)

Britvic Soft Drinks has spiced up the 
cola category in the UK with the launch 
of Pepsi MAX® Ginger, the first cola and 
ginger flavour to hit the UK market. 

An invigorating combination of refreshing 
cola and warming ginger, Pepsi MAX 
Ginger has been created for the growing 
number of health-conscious consumers 
looking for bold, interesting new flavours. 

Containing natural ginger flavouring and 
no sugar, the new variant is available in 
330ml can, 500ml and 600ml PET bottle 
formats. 

Pepsi MAX Ginger joins the original 
and cherry variants in the popular Pepsi 

MAX range which continues to thrive in a 
challenging market as the no1 tasting no-
sugar cola*.

 The new variant was launched in March 
and is priced at a parity to other products 
in the range.

With health and vitality remaining at 
the fore-front for consumers Britvic have 
again developed a great sugar free drink, 
the Pepsi MAX® Ginger is a true champion 
of health and continued innovation and 
shall definitely help benefit retailers in the 
future.

 Double Dutch Tonics

For the first time since the QuickBite 
Cold Drinks Review started we are having 
a look at the broad range of tonics available 
in the UK.

First up is Double Dutch tonics where 
the finest ingredients, the latest scientific 
research and the craft of mixology combine 
to create soft drinks that intensify the 
flavour of spirits and thrill the palate.

Double Dutch offer a range of 4 dazzling 
flavours such as Cucumber & Watermelon 
or Pomegranate & Basil. With a focus on 

quality ingredients, Double Dutch are 
100% natural and 30% less calories than 
standard soft drinks.

 Double Dutch mixers have revolutionised 
the enjoyment of spirits and certainly 
impressed the QuickBite team and the 
world’s best mixologists through to Sir 
Richard Branson who gave the twins the 
Foodpreneur Award of 2015.

With the Cucumber and Watermelon 
flavour proving very popular, this range 
of tonics is at the top of their game and 
should be stocked by operators looking to 
elevate their gin game.
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Cold Drinks Review

No shortcuts,
No weird stuff,
and
No compromises. 

 Squareroot

No shortcuts, no weird stuff, and no 
compromises. Square Root sodas and 
tonics contain only fresh fruit, top quality 
botanicals, fairly traded sugars and water.

Square Root drinks are delicious treats, 
naturally low in sugar, and naturally high in 
bright, bold flavours.  Perfect for cocktails, 
luscious served solo over ice, explore their 
range for the classics, plus some more 
unusual flavours which you won’t find 
anywhere else.

In terms of being unique the Squareroot 
range definitely ticks the box. Offering 
great, high-quality alternatives to the 
staple beverage choice. This range of 
drinks has something for everyone. 

 Fentimans

Fentimans Botanically Brewed 
Beverages has been family owned and 
run since 1905 and is the only brewer in 
the UK to use the time-honoured process 
of botanical brewing to produce natural, 
richly flavoured drinks. 

Fentimans continues to drive demand 
in the soft drinks and mixer sectors by 
delivering new and compelling products 
that have a distinctive consumer appeal.

Recent launches from Fentimans include 
Wild English Elderflower, Jasmine and 
Lime and Pink Grapefruit Tonic Water 
and the range now comprises 17 varieties  
- seven mixers, ten soft drinks plus a 
selection of pre-mixed alcoholic beverages 
and the craft beer.

The QuickBite Team were treated to a 
range of different flavours from Fentimans 
and they did not disappoint, each different 
product is full of natural ingredients and 
the fizz doesn’t overpower the palate. 

Fentimans continue to innovate and their 
growth doesn’t look like slowing down 
soon. 
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 Lurvills Delight

A botanical soda that was originally popular in Wales 
between 1896 and 1910. Created by twin brothers from 
the Rhondda, profits from the drink were used to pay for 
150 coal miners and their families to immigrate to the 
USA. It ceased production in 1910 due to a shortage of 
dock leaves in the local area. 

Now, it’s been resurrected by Dave Steward, a veteran 
of the drinks industry. Made again in Wales, using Welsh 
spring water and bottled at source, Lurvill’s only contains 
natural ingredients including rhubarb, nettle, dock leaves 
and juniper berry extract.

 It's free from artificial flavours, colours, preservatives 
and added sugar.

 It’s dry, low in calories (66/330ml) and gently sparkling.

Lurvills Delight is a perfect option for operators looking 
to up the sophistication of their product offering. In 
addition, Welsh operators can look to benefit from the 
regional values of this product by emphasising the Welsh 
heritage. Mynd Cymru!

Mynd Cymru!

 Luscombe 

Luscombe Drinks has been creating 
beautifully crafted soft drinks in Devon 
since 1975, using natural raw organic 
ingredients harvested from Luscombe’s 
own orchards and trusted growers.  

An artisan producer and independent 
family business, Luscombe Drinks produce 
22 soft drinks, juices, crushes, ginger beers 
and bubblies.  

Flavours in the range include Damascene 
Rose Bubbly, Wild Elderflower Bubbly, 
Madagascan Vanilla Soda, Raspberry 
Crush, Sicilian Lemonade and Hot and 
Cool Ginger Beers. 

 
A Champagne alternative and a 

celebration of the Majestic rose of the 
Orient, Damascene Rose Bubbly is crafted 
using Muscat grape juice, Damascene rose 
water and Sicilian lemon gently combined 
with sparkling spring water. 

Its subtle effervescence indicates it’s a 
celebratory drink. The Damascene Rose 
Bubbly is available nationwide from 
independent retailers, farm shops, food 
halls and delicatessens in a 32cl glass 
bottle, RSP from £2.20 or a sharing bottle 
(74cl), RSP from £3.60.  

Luscombe Drinks’ new blend of flavours, 
truly explores the popular trend of adult 
soft drinks.

According to Gabriel David, the founder 
and chairman of Luscombe ‘It’s all about 
the taste’ and he is not wrong; it sums up 
their approach to making drinks. They’re a 
real pleasure to taste. A real alternative to 
ordinary fizzy drinks.
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Cold Drinks Review
 IRN BRU 

Launched in 1901 in Scotland, 
IRN-BRU is a carbonated soft drink made 
to an original secret recipe, which from 
1901 has contained 32 flavours.

AG Barr is proud to announce the 
national roll-out of IRN-BRU XTRA, a new 
fuller flavoured variant containing XTRA 
IRN-BRU taste and no sugar.

The soft drinks market has evolved 
with 57% of shoppers looking to reduce 
their sugar intake, offering retailers an 
additional sales opportunity by offering a 
greater choice of low calorie products. 

However consumers are not prepared 
to compromise on taste and a growing 
number are looking for low and zero sugar 
options featuring the full-on flavour they 
get from regular products.

“IRN-BRU, the UK’s No.1 flavoured 
carbonate brand’’ is ideally placed to 
respond positively to shoppers’ changing 
attitudes,” says Adrian Troy, AG Barr 
Marketing Director.

Sales of XTRA delivered a 10% increase 
on total IRN-BRU sales, showing its 
potential to drive sales of the overall 
flavoured carbonates category.

IRN-BRU XTRA will be available in a 
comprehensive range of pack formats 
including 330ml cans (singles and 
multipacks), 500ml and 2 litre PET and 
750ml glass bottles in both plain and 
price-marked options.

AG Barr recommends that retailers 
display new IRN-BRU XTRA prominently 
next to regular IRN-BRU.

 Karma Cola (Sugar Free)

Globally 1.9 billion cola branded 
drinks are drunk every day (that’s over 
a million a minute) but the people who 
discovered the name ingredient, the cola 
nut, have never earned a penny from it.

So Karma Cola decided they’d try and do 
something about that: every time someone 
buys a bottle of Karma Cola, part of the 
proceeds go back to the people who grow 
cola in Sierra Leone - through the Karma 
Cola Foundation.

Karma Cola’s determination to find the 
highest quality ingredients extends to 
the other drinks in the range – Gingerella 
ginger ale and Lemony lemonade. 

They’ve sourced the best Fairtrade 
organic ingredients they can find on the 
planet from countries including West 
Africa, Sri Lanka, India, Sicily and South 
America.

Karma Cola is good looking, great tasting, 
and good for our planet, and as good for 
you as a fizzy can be. This range of drinks 
would be perfect to offer alongside on-
trend food dishes in casual dining outlets.

UGLY Drinks 

THE NATURALLY INFUSED 
SPARKLING WATERS WITH NO SUGAR, 
NO SWEETENER and NO CALORIES 

Say no to sugar in 2017 and switch your 
soda for an Ugly, a range of two great 
tasting, naturally infused sparkling waters 
that contain no nasties.

Whether you’re looking to cut down on 
sugar, replace your diet soda or find the 
perfect zero calorie mixer, it’s never been 
easier to refresh your hydration habits. 

Each drink is made only with sparkling 
water infused with natural fruit flavours, 
so you’ll find no sugar, no sweeteners, no 
calories and nothing artificial in these  guilt  
free, beautifully different waters. There 
are two flavours in the Ugly family, each 
offering a great, natural taste:

Lemon  &  Lime – a  great  alternative  to  
sugary  sweet  lemonades.  Drink ice cold 
for maximum refreshment. 

Grapefruit & Pineapple – awesome 
tropical refreshment. Like a disco in a can. 
As well as being 100% natural and free  

from sugar, sweetener and calories,  the 
drinks also contain no carbohydrate, no 
fat and no salt.
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 Franklin & Sons

Sparkling quality – A business that 
has been making superior beverages for 
more than 100 years   from their small 
family confectioners shop at 171 High 
Street, Rickmansworth, London.

130 years after its humble beginnings, 
Franklin & Sons was relaunched in the UK 
& Internationally. Its heritage is celebrated 
in today’s range of crafted soft drinks 
and tonics & mixers, which combines 
unique ingredients to deliver the naturally 
refreshing taste of Franklins.

They offer a range of sophisticated 
flavour profiles but they are complete with 
premium branding and packaging, very 
easy on the eye and they taste great too. 



  Radnor Hills

Radnor Hills have been producing innovative soft drinks for over 25 
years and this year they are set to launch a brand new range of drinks; 
Fruella Hydrate is a brand extension from the popular Fruella Fruit Juice 
range from Radnor Hills. 

With the continuing focus on sugar in drinks this new option offers 
healthy hydration with a combination of 60% fruit juice and 40% natural 
spring water. 

Fruella Hydrate is available in a 250ml prisma carton format which is 
perfect for on-the-go drinking with no preservatives, no added sugar 
and one of your recommended five- a -day in every carton.

Their 8 sided carton creates a truly unique feel in your hand whilst the 
modern branding and great tasting juice inside offers the ultimate on 
the go drinking experience!

 Astera

TreeVitalise Birch Water is insulated 
birth tree sap, wild harvested in early spring 
in the Organic forests of The Carpathian 
Mountains, where the locals have been 
tapping for a perfectly clear freshly sweet 
‘living water’ for generations.

 Only a small amount of sap is taken 
from the tree, and they are then left to 
thrive year-round. The Organic range of 
tree water from TreeVitalise includes 2 
refreshing tea-like infusions that will leave 
you wanting more. At only 10 kcal, 75% less 
sugar than coconut water and bursting with 
manganese.

The product is an exciting new addition 
to the ever-growing plant based waters 
category and will help drive the emerging 
category offering. It has less sugars than 
many leading soft drinks and ticks all the 
boxes in the leading consumer trends.

It’s a healthy treat to be had!

 CocoMojo 

According to Research the Coconut 
water market is now worth over £100 
million in the UK and it continues to grow 
each year.

Coconut based drinks offer a strong 
value proposition of functional, low sugar 
alternatives to juice.

Coco Mojo creates a “better for you” range 
of Coconut drinks for improved Health and 
Wellbeing, the range consists of Coconut 
Water, Pure and flavoured versions. 

CocoMojo has sourced the finest young 
green Vietnamese coconuts which are great 
tasting and naturally sweet so there is no 
need for us to add anything to our water. 

The blended coconut water recipes follow 
the same principals, take the finest pure 
coconut water and add the best juice to 
make great tasting blends.  

They have recently launched their latest 
drink blending Coconut Milk, Coconut 
Water with the finest Arabica coffee to 
create a nutritious low caffeine drink. 

Coco Mojos new range of drinks are a 
tasty refreshing product for all the family 
and they shall continue to prosper as 
consumers become more aware of the 
recognised positive health benefits and 
convenience it has to offer. 

Plant Drinks –
“Plant Power”
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Cold Drinks Review

Concerns over sugar have prompted 48% of juice drinkers/ buyers to switch to 
bottled water from other drinks such as cordials and juices. Overall usage of bottled water 
remains relatively unchanged, so this appears to have come from existing drinkers using it 
more often, with sparkling flavoured water the main beneficiary.

Sales of bottled water could therefore benefit from the renewed focus on sugar in other 
soft drinks surrounding the implementation of the sugar tax over the next year.

Faced with the rising cost of 
ingredients, imports and the prospect of 
Government taxation, never before has it 
been so important to create cold drinks 
that consumers love and which will have 
lasting appeal.

FrieslandCampina‘s leading brand 
YAZOO Milk Drinks has the knowledge 
and capability to do this and believe it 
or not, they have found a way of using 
the sugar found naturally in milk, which 
means they don’t have to add extra sugar 
or sweetener to some of their products!

It has been around for nearly 30 years 
and now the UK gulps down over 80 
million bottles every single year.  

Last summer FrieslandCampina 
announced the launch of Yazoo No 
Added Sugar, another great-tasting milk 
drink, the first of its kind, containing only 
sugars found in milk AND no artificial 
sweeteners. 

Coming in three delicious variants; 
banana, strawberry & toffee, there’s a 
flavour for everyone.

Water Drinks –
 “The Clear Winner”

 Voss Water  

VOSS Artesian Water from Norway 
comes from an artesian spring in a 
sparsely populated area on the southern 
tip of Norway. Confined in an aquifer 
deep beneath the earth, its pristine 
natural condition is protected from the 
source to the bottle.  

Naturally low in sodium and other 
minerals, VOSS has a fresh clean 
refreshing taste perfect for all hydration 
occasions and is also the choice of world 
renowned chefs wishing to enhance a 
fine dining experience. 

Recognized for its distinctly iconic 
bottle design, VOSS is now offered at the 
finest hotels and restaurants in over 50 
countries worldwide. VOSS is available in 
still and sparkling. 

Recently, VOSS introduced Lemon 
Cucumber and Tangerine Lemongrass 
flavoured sparkling. Both unique and 
delicious flavour combinations are all-
natural, unsweetened and have zero 
calories. 

The whole range is made with spring 
water and packaged in one of the most 
attractive glass bottles the cold drinks 
industry has to offer. With the sugar tax 
being introduced at some point this year 
consumer demand may shift towards 
healthier, low calorie drinks such as 
water, this very trendy artisan water is 
perfect for operators looking at creating 
a sophisticated drinks offering. The Voss 
products really are in a league of their 
own when it comes to bottled water and 
it could be a great way of tapping into this 
change in consumer demand.

Milk Drinks –
 “More about Milk!”

 Shmoo

The UK’s No1 selling thickshake 
concept, is becoming a head turner in 
the soft drinks market.  Shmoo is mixed 
and served in regular or large sized pet 
branded cups with domed lids. Cream and 
toppings are often added. It certainly turns 
heads in the high street with its colourful 
looks and eye catching branding.

Over more recent years Shmoo’s healthy 
side has shone through.  The strongest 
probably being it’s low in sugar declaration.  

All flavours contain less than 5% sugar.

The ‘thickshake’ American concept  with 
schmoo leading the way is taking the UK 
by storm, creamy and fruity milkshakes 
have been making a comeback in the 
food industry over the last couple of 
years and they don’t intend to stop with 
the increasing amount of “milkshake bars” 
dedicated exclusively to milkshakes being 
opened across the UK.

Yazoo
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As the cold drinks landscape evolves, emerging is a strong interest in sports nutrition 
and high protein products. People today expect experiences and products to match their 
evolving lifestyles. The demand for quality, non-alcoholic alternatives in the soft drinks 
category is increasing because people want something that can fit around their healthier, 
busier lifestyle…

Many consumers are now seeking convenient healthy options and amongst the biggest 
needs are for high protein and no added sugar foods and drinks.

 UFIT

Has quickly become one of the UKs 
most loved protein drinks and for good 
reason. Each bottle is packed with 22g 
of protein goodness with added fibre, 
vitamins and minerals.

 Made from milk protein, UFIT is designed 
to support the demands of an active 
lifestyle and can be used at any time of the 
day to help you fill the gap and keep you 
energised.

UFIT drinks are designed to fit seamlessly 
into modern, busy lifestyles and attract a 
wide consumer group beyond purely the 
traditional gym users and exercisers. 

UFIT is primarily targeted at those who 
are pushed for time who understand that

they need to ensure they are consuming 
adequate amounts of good quality sources 
of protein throughout the day. 

By grabbing a UFIT shake you are getting 
the protein equivalent of a chicken breast 
or 4 eggs in a delicious and enjoyable 
milkshake.

The breakfast market is well suited for 
products such as UFIT, current trends 
suggest that a significant proportion of 
people already have shakes to start their 
day. High-protein dairy drinks can appeal 
to younger people (16-34s) as they are 
more likely to place a greater value on 
convenient on-the-go breakfast drinks.

 

Berry Hop is the only one of its kind in the UK and the first of three flavours in the 
range. Berry Hop is a healthy and sparkling alternative to everyday soft drinks and is 
produced from a blend of berry, fruit and unique hop flavours. 

Meant to be consumed with 100% taste and 0% guilt, Berry Hop does not contain any 
caffeine, aspartame or phenylalanine.

Launched last month at IFE this product is truly unique, nothing like the team & I have 
ever tried before. This product is 100% worth stocking and suitable for all ages. Its 
unique berry and hop flavouring makes it very appealing to all ages, including children 
who want a refreshing drink as well as health-savvy adults who want a fresh beverage 
without the calories.

This is not your standard carbonate and definitely one for the future.

Your Greener Drinks -
 “BerryHop”

Fruit Drinks –
 Bring a healthy boost to sales!

34    |    Issue 43 April 2017



Cold Drinks Review

  B-Fresh

B- Fresh - B.fresh is the first British 
grower and producer of cold pressed juice; 
all of their drinks are pressed on their 
farm in Shropshire. They use meaningful 
amounts of vegetables and leafy greens to 
lower the natural sugar content. 

No heat is used to treat the juices which 
gives a great fresh taste and keeps higher 
levels of nutrients. Because there is 
nothing else added at all to the juice they 
do tend to separate; this is completely 
natural, just give them a quick shake to see 
their true colours! 

No added sugar, no additives, just 100% 
raw juice.

We were lucky enough to try the new 
#GoldenGlow product which included 
Carrot, Turmeric and Apple; a great tasting 
drink high in Vitamin A. This range of drinks 
is perfect for simple healthy hydration on 
the go when you need that natural boost.

 IBC Fruit Smoothies

 IBC’s  Simply ‘blendable’ fruit based 
smoothie concentrates are available in 
a whole range of innovative flavours 
including the more unusual combos of 
cherry and passionfruit, pomegranate and 
blackcurrant and blueberry and blackberry.

 
To serve, just add ice and blend until 

smooth.  There’s no wastage, no prepping 
in advance, no storing of fresh fruit and no 
skill required to use. 

Plus, using these concentrates it’s easy to 
ring the changes and jazz up the beverage 
menu at short notice with a dazzling mix 
of the finest fruit flavoured smoothies 
which are perfect for anytime of the year, 
particularly the summer months when 
customers may be looking for light and 
fruity thirst quenchers.  
 

 Pago

Pago Juices stimulate all the senses to 
provide an intense fruit experience. With 
a history spanning back to 1888, Pago’s 
original core values still ring true today. 

Pago juices are only produced from 
natural ingredients, sourced from the 
best producers in the world. Its green 
distinctive bottle captures the secret of 
taste intensity through a broad number 
of delicious fruity flavours, indispensable 
in the best bars, cafés and restaurants 
across Europe.

In the UK Pago can be found in a number 
of bars, restaurants, cafés and delis 
throughout the country.

We tried a range of different  from Pago 
including their new Rhubarb product; 
a lovely tasting drink full of the finest 
selected premium fruit. It offers consumers 
a healthier option soft drink, that doesn’t 
compromise on taste.

Fruit Drinks –
 Bring a healthy boost to sales!
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BUSINESS
Profile
Old School BBQ Bus

Tell us about BBQ Bus 

We create ‘Low-and-Slow’, Texan-
style smoked BBQ food, using fresh, 
handmade ingredients, and sell them from 
an authentic school bus that was shipped 
in from Arizona, it is 35 years old and is 
now a classic vehicle so we had to call 
ourselves The Old School BBQ Bus (OSB).

We’re based in Failsworth, just outside 
of Manchester, where we trade on a 

local pub carpark, and we often travel to 
different events up and down the country. 
We’ve also done some local festivals, the 
Health fest 2016, the big bang 2016, and 
hopefully next ParkLife Manchester.

 
I launched the business a year ago in 

April 2016 with the help of a £24,000 
government-backed Start Up Loan. Since 
then, we’ve grown a loyal following for our 
traditional American BBQ food.

Our exclusive interview with
Founder, Mark Fairley
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How was the BBQ Bus born? 

I was working as an engineer and had 
done for 12 years but I’ve always loved 
cooking, and traditional American BBQ 
food has long been my favourite. I class 
myself as enthusiastic cook - self-taught, 
learning from spending hours and hours 
watching countless YouTube videos and 
food programmes. Over time I learnt how 
to start smoking meat from smokers in 
my back garden, eating countless pounds 
of brisket and pulled pork and ribs.  I now 
have my own recipes for all of the sauces 
and rubs we use on the OSB. 

While developing my wholesome 
American cooking skills, I got to the 
point where I wanted to take the next 
step and work for myself while sharing 
my food with locals – and making a 
business from it at the same time. That’s 
when I decided to completely change 
careers. Engineer-turned-chef isn’t a 
common career path so I knew I’d need 
some support along the way. Initially I 
struggled to get hold of funding to help 
get the idea for the Old School BBQ Bus 
off the ground - as traditional funding 
sources turned me down. That’s when I 
approached the government-backed Start 
Up Loans Company, which provided me 
with £24,000 and some much-needed 
mentoring support to kick-start the idea.

I used the money to buy and ship an 
authentic American-style bus all the way 
from Arizona and the business began from 
there. 

 What kind of food do you serve?
 Is there a dish you recommend?

We serve a full menu of slow-smoked 
Southern barbeque classics. We use a 
variety of flavours and meats, serving 
16-hour smoked pulled pork, six-hour 
smoked Texas style belly ribs, chicken 
wings, burgers and BBQ chicken cooked 
in traditional slow-smoked Southern BBQ 
style. We often change up our menu to 
give customers a variety of choices. 

My favourite dish, and the one I’m most 
proud of is our Eccles Cake Burger, it’s also 
our most popular creation, which went 
viral last summer. I shared a picture on 
Twitter and overnight, people were talking 
about it on social media. Suddenly I was 
getting radio, media offers, even MPs were 
tweeting about it – it’s our speciality dish 
and we’ll be selling the burger again this 
summer too.  

 It’s made up of Eccles cakes which 
Manchester’s oldest family bakery 
Robinsons made especially for us, as well 
as our 8oz steak patty, home-smoked 
sticky streaky bacon, Monteray Jack 
cheese and maple syrup. It was great to 
mix one of Manchester’s local recipes with 
American style BBQ food.
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 Who is your main competition and what 
makes you different? 

Our main competition probably comes 
from the burger joints in Manchester city 
centre as well as other van-based street 
food venders that pop up here and there, 
but I think we’re so different from both of 
these. 

We give customers a true American BBQ 
experience, as well as creating sauces and 
new burgers from scratch. We always come 
up with new flavours and try something 
new, this often comes from customer 
feedback, new trends we see coming from 
across the pond, and by experimenting in 
the kitchen. You’ve got to have fun with it. 

That’s why I set up the business in the 
first place, because I genuinely enjoy 
cooking this type of food. I spend a lot 
of my time cooking the meats myself so 
customers know they’re getting high-
quality and authentic food. And something 
they wouldn’t get elsewhere. 

 What is next for BBQ Bus? 

I’ve got so many ideas for the Old School 
BBQ Bus and what we can achieve next. I 
want to be setting up at more festivals this 
summer to get our name out there with 
new customers. We’re now going to set 
up in our own permanent spot and buy an 
11-metre log cabin for indoor seating and 
a Tequila and craft beer bar.

 There’ll be an open scaffolding two-
storey building for our outdoor area, my 
own smoke pit masterclass area and a stage 
built for live music - then my customers 
can eat their food on-site and have an 
awesome time; we can also host local 
community events, eventually hosting 
cooking classes. We’re also growing the 
business’ online following - I’ve started 
doing cooking videos and sharing tips with 
customers. All of that, plus continuing to 
cook up the best authentic American BBQ 
food of course.

 If you could go back in time, would you 
still open BBQ Bus?

Without a single doubt. It’s been hard 
work, especially as my previous background 
didn’t offer me any experience in the food 
industry. Even factors like purchasing the 
equipment needed to produce this type 
of food proved to be a big challenge, but 
luckily I received so much support. From 
family and friends, but also from my mentor 
with the Start Up Loans Company. I’m 
finally working for myself and doing what I 
enjoy - and when you hear great feedback 
from customers it makes it all worth it.
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Mobile
&
Outside 
Catering April 2017
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The Dream 

Street food is as old as civilisation 
and means bringing great and affordable 
food to the people. But is life on the road 
right for everyone? “I would recommend 
anyone looking to start almost any food 
business to get psychiatric help or failing 
that, try mobile catering first” says Geoff 
Dixon from Saucy Fries. He continues: 

“Mobile catering offers you the 
opportunity of paid sampling, market 

research and trial, so that you can adjust 
your menu and pricing then get feedback 
that you cannot get away with as much in 
a fixed location. 

It is also an environment where there 
will be a lot of invaluable trade banter and 
help from other food sellers, when you are 
all numb from the cold and the rain going 
sideways, that you cannot get in a fixed 
location with a closed door.

“Independence, nomadic freedom, the variety of places 
and customers is mind-blowingly fun and interesting” 

says Henry Kemp, Founder of Lovabite. 
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You will find what sort of customer likes 
your product, so will have a better idea 
where a land based unit should be based 
on that. You will also know what size place 
you can get away with. Your margins will 
be obvious too so you know what land 
based unit you can afford – if any. By then 
you will know many of the pitfalls and 
the economies that can make the more 
expensive fixed unit more cost effective. 
Obviously set up costs are a fraction for 
mobile units, therefore lower risk and you 
are only signing up to a day, not a ten year 
lease.”

“Mobile catering setups are becoming an 
increasingly popular provision for caterers 
around the country” says Ian Harbinson 
Product Marketing Manager at Burco 
Commercial.  “Offering operators the 
opportunity to generate a greater income 
during the warmer summer months and 
put on special events for key occasions 
throughout the year, ensuring the food 
and beverage provision is undertaken 
correctly is vital to making the most of this 
opportunity.”

The Trends 
“Streetfood has advantages over fixed premises in terms 

of alternative offerings. To even hope to get a place at a 
market/event you need a differentiated offering.”

Says Olly Kohn

For Olly Kohn, Co-founder of The Jolly 
Hog, standards in the market are high 
and customers know what they want. He 
explains: “Consumer’s expectations have 
really risen in the past few years. They are 
looking for an experience. Many demand 
restaurant standard food – even when 
they’re in the field! You can’t assume just 
because it’s not plated up nicely it should 
look less appealing or taste any different.”

“The flavour trend is … choice of flavour” 
says Geoff Dixon. “Street food got trendy, 
so apart from traditional vans on industrial 
estates and laybys, venues with a number 
of street food outlets tend to have new 
start-ups mingled in with the white vans, 
offering a great variety of tasty foods and 
flexing their culinary muscles. They serve 

a great variety of flavours of food from 
around the world to whet any appetite. 
But people still love the standard burgers 
too!”

We asked Henry Kemp more about what 
the people are looking for. “Latest flavour 
trends still seem to be dominated by 
burgers, curries, Mexican, Middle Eastern, 
and Korean options. I wish I could say 
local sustainable British sourced food 
was in the top three, because that’s what 
we do! This category is the driver of UK 
farmers markets and it is at odds with 
street food in the UK. We are a farmer’s 
market street food company, which is 
kind of on an uphill fight to get custom, 
especially as higher quality ingredients 
require a higher price point. Those that 
get what we are doing, love it. But many 
just make a beeline for a burger.”
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He adds: “Streetfood has advantages 
over fixed premises in terms of alternative 
offerings. To even hope to get a place at 
a market/event you need a differentiated 
offering. That can be a curse as much as 
a panacea though. Rigid lines between 
hot food, soups, and drinks can limit 
diversification. A different problem is 
for instance when offering food which is 
not accepted as healthy by many due to 
fashion. We do cheese toasties with real 
sourdough bread and artisan cheese, highly 
nutritious and unprocessed. But we often 
hear – ‘oh that got to be so many calories, 
I couldn’t’ - half an hour later they will be 
eating junk food. We believe in educating 
people about good food, but only worth it 
if they are ready to listen.”

 “Not only is it a requirement but 
you need to have the confidence that 
you are not going to make anyone ill. 
You can scupper your reputation far too 
easily as well. A spotless clean unit and 
professionalism inspires confidence and 
increases sales. Every potential mobile 
location will want to see your insurance 
cover, so always have it with you or be 
prepared to be sent back home after 
getting up at 5am. You also need to train 
staff not to need the loo for at least 10 
hours.”

Henry Kemp reiterates the importance 
of taking hygiene seriously. “It’s a question 

of customer safety above all. It’s useful 
to imagine the strictest health inspector 
visiting daily. We need to be ahead of 
the game on safety. Also, we use gas. Gas 
safety training and vigilance is therefore 
essential. Using electricity shouldn’t be 
taken for granted either. It’s not just plug in 
and go, especially outside with electricity. 
You need to consider moisture, trip 
hazards and charge build up. For instance, 
many people don’t know that leaving a 
cable coiled up makes an electro-magnet 
that can get so hot it melts the cable!”

The Training 
“All staff need to go through the hygiene training and 

take it seriously whatever food they are doing”
says Geoff Dixon.
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Geoff Dixon gives some advice on 
how to add value. “Be the best at whatever 
food you are doing. Research, research, 
research. There will probably be great 
food of your type being done elsewhere in 
the world, with a fantastic slant you have 
not thought of. Go on more courses if you 
need to. Get decent signage. Don’t buy 
a tent that is going to blow away in the 
first gust of wind. Develop a good brand 
name that everyone knows and loves so it 
has value. Get a logo. Turn up regularly for 
your regular customers. Look at how you 
can save money without cutting corners, 
so your business shows a healthy profit. 
Try to have a unique slant and play to it.”

It may be time to get out those old math’s 
books, according to Henry Kemp. “With 
metrics you can see what the customer 
wants and comes back for without 
guessing” he says. “Do the numbers. I 
mean crunch the heck out of them. We 
traders need to know markup, margin and 
the difference for every serving. Cash flow 
is king, so you can’t live in the land of the 
blind. Do cash flow projections religiously. 
Being an independent mobile trader is no 
different to any other business. You need 
to manage everything just as a huge 
multinational corporation does - maybe 
even more precisely and ethically. It’s a 
riskier startup business! The saving grace 
is as a sole trader, accounts are simple 
compared to limited companies.”

Olly Kohn tells us how consistency is 
key: “Our main aim is to create a food 
destination that people want to visit again 
and again, because it delivers quality food 
and a fun, lively experience. Building 
atmosphere is key to making sure we 
achieve a high dwell time. We do this 
by adding elements of food theatre like 
carving a hog and music with our opera 
singing chef.”

How to
add value 
“As with any business, adapting to change is vital for 

survival.” 
says Geoff Dixon. 
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The 
Equipment 
“As with any new venture, choosing the right 

equipment can make or break your business.” 
says Geoff Dixon. 

Geoff Dixon gives us his advice:  
“We chose a route needing the least 
equipment possible. Nobody is keen on 
stinky, noisy generators in a relaxed food 
environment. So we opted for LPG and 
a small battery to power the sink pump. 
Luckily our only packaging is a cone that 
folds flat so takes little space. Research is 
key, see what is out there, and ask people 
in the industry. Does the pilot light blow 
out every five minutes? Does the water 
get hot enough? Does the ice cream 
melt?”

With so much equipment available to 
mobile caterers, it may take some trial and 
error. Henry Kemp explains: “Equipment, is 
the source of so much joy and pain! When 
starting out say we buy a rice steamer, a 
bain-marie, whatever, and we think we are 
sorted. The thing is equipment is never just 
right for our needs first time out. So the 
costs of equipment are very dangerous to 
fledgling startups cash flow. You buy some 
equipment - but you should factor on the 
cost four times over: once for getting it 
wrong, twice for maintenance/servicing 
& certifying, thrice for repair, fourth for 
replacement.

Equipment is super critical because it 
affects your peak performance capacity. 
Mobile trading is variable. When you do 
get big queues you need to be primed 
to turn over covers fast enough. If your 
equipment is wrong, your process has no 
chance. This is everything to success - 

other than quality safety and marketing of 
course.”

We asked Sam Walker, Business 
Development Manager at Biopac to talk 
us through the packaging options. “Mobile 
and outside caterers face increasing 
environmental challenges, as customers 
now expect sustainably sourced food and 
drink. Biopac’s range of biodegradable 
packaging helps meet this expectation. 
Making your entire product more 
environmentally friendly, demonstrates 
your commitment to protecting the 
environment.
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“One of our most popular products with 
mobile and outside caterers are trays. An 
open food tray is perfect for customers 
eating on the go. We have a variety of 
different options, all of which are very 
kind to the environment.

Card Trays -
These are made from an FSC approved 

virgin material. Ideal for quick serve street 
food. Fully compostable, and stronger 
than recycled board.

Sugarcane Trays – 
These are also compostable and stronger 

than the card trays so perfect for heavier 
foods. The key feature of these, compared 
to the non-environmentally friendly 
equivalent – polystyrene – is that they 
eliminate sweating, so no soggy chips or 
oily residue.

Palm Trays – 
Fully sustainable and compostable, 

these are made from individual leaves 
which are collected and pressed to make 
each tray unique. These are very popular 
with street food traders, their stylish look 
makes them ideal for special occasions 
such as weddings.”

“When planning a hot beverage offering 
at a pop-up or mobile bar, the key is often 
in considering the type of equipment used 
to produce the hot beverage” says Ian 
Harbinson Product Marketing Manager 
at Burco Commercial. He adds “With 
a requirement to be mobile, yet also 
to produce water at a consistently hot 
temperature, operators should carefully 
consider the suitability of their equipment 
prior to purchasing. 

“It is not just the physical food offering 
and production that needs to be 
considered when planning mobile and 
outside catering, but also the cleanliness 
and hygiene of staff and customers too. 
With this in mind, the provision of hand 
wash facilities and waste disposal units is 
essential.”

As always, proper planning is essential. 
David Watts, Buffalo Brand Manager for 
Nisbets explains: “If mobile and outside 
catering units are to ensure success from 
day one, then it’s essential for them to 
spend time carefully planning which 
pieces of equipment they will need to 
deliver their menu beforehand. 

“With space often at such a premium 
within mobile kitchens, versatile pieces of 
kit that can be used for multiple tasks are 
some of the best bits of equipment that 
mobile caterers can choose.

”It’s important to note that for reliability 
and consistency even the smallest of 
mobile catering units should invest in a 
commercial, rather than a domestic model 
– ensuring their grill is built to last.”
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“They are attending more events and 
eating when they get there. Hopefully this 
means continued growth in the food to 
go sector. For us, it is going to be a busy 
year. Our plan is to work hard and have 
as much fun as we can along the way. 
We’ve carefully targeted the events where 
The Jolly Hog has a presence and over 
time built a very loyal audience of brand 
ambassadors.”

Henry Kemp builds on Olly’s point and 
adds: “Mobile and outdoor catering has 
seen an explosion in the UK in the last 
five years. I think this was redressing a 
void in the market, on the continent, and 
globally mobile has been much bigger. I 
think now its hit a saturation point, and 
traders are seeing generally an effect 
in drop off in trade. There needs to be a 
rebalancing between market organisers 
and traders. Organisers are expecting 
fees commensurate with the best days of 
trading, but traders need reasonable rates 
to even make a living. Too many organisers 

are happy just to bring in green traders, 
who don't know the numbers and end up 
losing out as well as affecting established 
traders livelihoods. Ten percent of takings 
doesn’t sound much, but that equates 
to at least twenty percent of profit. The 
majority of markets take fixed fees which 
equate to more like twenty percent of 
takings on off peak days- potentially forty 
percent of profit. I think this needs to 
change.”

Geoff Dixon finishes on a final note: 
“With the quality and range increasing 
all the time, more and more customers 
are going to buy street food more often. 
It offers much more selection, is not 
mass produced but still often cheaper. I 
personally think mobile food is going to 
expand into and take over the takeaway & 
delivery sector in a huge way before long, 
but if I told you how, I would have to kill 
you.”

The Future
So what does the future hold for mobile and outside 

catering? “People are looking for new experiences, both 
culinary and in life.”

says Olly Kohn.
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H
YGIENE

Improving 
kitchen and food 
hygiene 

We explore the potential hazards 
in commercial kitchens and how 
businesses can fight back. 

The threats of microbiological, 
biological and chemical agents of 
disease lurk around the corner in every 
commercial kitchen. Effective mitigation 
of this threat is not only vital to protect 
business continuity, but is imperative to 
safeguard public health. 

Two-thirds of all life on earth is invisible. 
Whilst most of the micro world is harmless 
to humans, understanding the variety of 
dangers in the kitchen will certainly help 
businesses provide a safe platform for 
their customers.

To help us, we’ve invited some top 
experts and industry voices. Joining us 
this month:  

Bradley Smythe, Food Standards Agency 
– the UK Government body responsible 

for protecting public health in relation to 
food. 

Dee Ward-Thompson, Technical 
Manager at the British Pest Control 
Association – the BPCA represents 
professional pest controllers of public 
health and nuisance pests, providing 
training, research and industry insight. 

Deborah Bland, Hospitality Marketing 
Lead at Diversey Care UK & Ireland - a 
global leader in food safety and security, 
facility hygiene and product protection. 

Rag Hulait, UK Director of Sales at 
Monika – a leading supplier of safety 
monitoring technological solutions for the 
foodservice industry. 

Peter Alsworth, Chemical Sales Director 
at Winterhalter – specialist provider of 
warewash machines and solutions to the 
catering and foodservice industry. 

Poor food hygiene can have far reaching 
consequences, Bradley Smythe from 
the Food Standards Agency explains: 
“Businesses selling and supplying food 
with poor food hygiene practices could 
be putting their customers at risk of 
food poisoning and could be liable to 
enforcement action including formal 
requests to make improvements. Where 
there is an imminent risk of injury to 
health, inspectors can immediately close 
the premises and the business could face 
prosecution for breaches of legislation.”
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But the financial risks shouldn’t be 
ignored either as Rag Hulait from safety 
monitoring technology company, Monika 
explains: “The outbreak of a food borne 
illness caused by poor hygiene in a catering 
operation can be significantly more 
damaging than to the business reputation 
alone. With costs often running into tens 
of thousands of pounds, legal proceedings 
being a lengthy process and the food 
standards authorities subsequently 
maintaining a close eye on an operation, 
the impact on a catering provision and the 
operators themselves can be enormous.”

“The biggest risk is the introduction 
and spread of infections that can cause 
illness to customers and staff. If these 
occur, they not only cause suffering but 
can lead to disruption to the ongoing 
business” says Deborah Bland, Hospitality 
Marketing Lead at Diversey Care UK & 
Ireland, a global leader in food safety 
and security, facility hygiene and product 
protection. But infection is not the only 
risk as Deborah explains: “They can 
also adversely affect the reputation of 
the business and in the most extreme 
cases lead to regulatory sanctions and, 
ultimately, forced closure.”

Bradley Smythe agrees and adds: “The 
Food Hygiene Rating Scheme makes it 

easier for consumers to choose places 
with good hygiene standards when 
they’re eating out or shopping for food. 
The food hygiene rating tells them about 
the hygiene standards in restaurants, 
pubs, cafés, takeaways, hotels, 
supermarkets and other places they go 
to for food. If poor hygiene practices 
are observed during an inspection by an 
Officer it will be reflected in a low score 
which can be visible to customers. A 
poor score could have implications on a 
business’s reputation.”

It’s not just bacteria or the health 
inspectors that will come knocking if 
poor food hygiene practises are followed. 
Dee Ward-Thompson, Technical Manager 
at the British Pest Control Association, 
tells us of another potential visitor: “The 
risks posed by pests in any food handling 
premises are diverse – the spread of 
disease, damage to property (including 
foodstuffs), adverse public opinion, 
damage to reputations, the risk (and 
expense of) prosecution and, taken to its 
extreme, even closure of the premises, 
and perhaps with it the business.”

Dee continues: “There are a few pest 
species that are particularly hazardous 
because of their habits and dispersal, 
mainly rats, mice and cockroaches, which 
can spread throughout the entirety of a 

kitchen looking for food and harbourage. 
This ‘behaviour’ brings the pests into 
contact with a variety of areas, including 
worktops, food storage areas and 
production areas. 

“It is likely that these pests have 
previously been living in unhygienic areas 
such as sewers, drains and waste areas so 
will potentially transfer harmful bacteria 
to surfaces around your kitchen. 

“House flies are another major problem 
to food businesses. While often not 
recognised for having a serious impact on 
public health, flies can spread diseases 
because they feed freely on human 
food and any types of waste and faeces. 
Flies pick up disease-causing organisms, 
making them a pest you do not want in 
any kitchen.”   

“In these days of social media no 
establishment can risk bad publicity. 
Even staff uniforms can tell a story” says 
Peter Alsworth, Chemical Sales Director 
at Winterhalter – specialist provider of 
warewash machines and solutions to the 
catering and foodservice industry. 

Hygiene

48   |    Issue 43 April 2017



The legal side

By Bradley Smythe, Food Standards 
Agency 

The most important food hygiene 
regulations for Food Businesses are:

• Regulation (EC) No. 852/2004 on the 
hygiene of foodstuffs

• Regulation (EC) 178/2002 which 
lays down the general principles and 
requirements of food law

•The Food Safety and Hygiene (England) 
Regulations 2013 (as amended) (and 
equivalent regulations in Scotland, Wales 
and Northern Ireland)*

These set out the basic hygiene 
requirements for all aspects of food 
businesses, from their premises and 
facilities to the personal hygiene of their 
staff. 

There are special requirements for 
rooms where food is prepared, treated 
or processed. The design and layout of 
the room must allow good food hygiene 
practices, including protection against 
contamination between and during tasks. 
These apply to floors, walls, ceilings, 
windows, doors, surfaces, and washing 
equipment. 

Businesses must ensure that food 

is handled hygienically so that it is 
protected from harmful deterioration 
and contamination from the moment 
it is received, right through storage, 
preparation, cooking and serving. 

One of the key requirements of the 
law is that businesses must be able to 
show what they do to make or sell food 
that is safe to eat and have this written 
down. This is known as a food safety 
management system and is based on the 
principles of HACCP (hazard analysis and 
critical control point). 

Businesses must:
• Keep up-to-date documents and 

records relating to their procedures
• Review their procedures if you change 

what you produce or how they work. 
There are packs available from the FSA 

that can help businesses put in place a 
food safety management system, these 
include; 

• Safer food, better business – England 
and Wales

• CookSafe and RetailSafe – Scotland 
• Safe catering pack – Northern Ireland 

Information on the legal requirements 
for food safety and hygiene can be found 
online at food.gov.uk and businesses may 
also wish to contact the Environmental 
Health service at their local authority for 
advice.

For more information:
https://www.food.gov.uk/business-
industry/food-hygiene 

https://www.food.gov.uk/sites/default/
f i les/mult imedia/pdfs/publication/
hygieneguidebooklet.pdf

Food businesses must make sure that any 
staff who handle food are supervised and 
instructed and/or trained in food hygiene 
in a way that is appropriate for their work 
activity and should enable them to handle 
food safely. There is no legal requirement 
to attend a formal training course or get 
a qualification, although many businesses 
may want their staff to do so. The 
necessary skills could be obtained in other 
ways, including on-the-job training, self-
study or relevant prior experience. 

For more information: 
https://www.food.gov.uk/business-
industry/food-hygiene/training

Pests:

By Dee Ward-Thompson, Technical 
Manager at the British Pest Control 
Association

The regulatory framework (principally, 
the Food Safety Act 1990 and the Food 
Hygiene Regulations 2005 made under 
it) deems food unsafe if it is considered 
to be injurious to health or unfit for 
human consumption. It lays down general 
hygiene requirements for all food business 
operators. 

The layout, design and construction of 
food premises should permit good food 
hygiene practices including protection 
against contamination and, in particular, 
adequate pest control. 

The procedures should be based upon 
the Hazard Analysis Critical Control 
Point (HACCP) principle generally. This 
identifies processes, which are most 
hazardous, so measures can be taken to 
reduce risk. 

Pest management is part of the Good 
Manufacturing Practices (GMP) for food 
businesses, which is a prerequisite for the 
HACCP-based procedures in place. 

Effective pest management programmes 
should not only prevent the introduction 
of pests anywhere on a food site but also 
reduce the conditions that may encourage 
pest presence or facilitate their survival 
should they establish a presence. 

Hygiene ratings can be seriously affected 
if regulations are not met or if a problem 
is ignored.
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Poor ratings can have major 
repercussions to the reputation of 
any food business – damage can be 
devastating often irreparable.

Pests are in general attracted by food 
and warmth and that’s why every premises 
involved in the provision of food should 
have a robust hygiene system in place.

That covers cleaning, storage and 
preparation and should also involve pest 
proofing work combined with regular 
inspections.

Owners of food outlets who regard it 
as a peripheral matter or an unnecessary 
expense are taking a massive risk.

Customers who spot any sign of an 
infestation, or who are perhaps affected 
by bacteria caused by contaminated food, 
will run a mile and won’t be back. 

They’re also likely to tell the world and 
his wife, post damaging online reviews 
and probably inform the authorities.

It’s therefore far better, and potentially 
much cheaper, for businesses to be 
proactive, rather than reactive, when it 
comes to pest control.

If you know where to look and how to 
monitor, most pests are easy to detect. 

Evidence such as droppings, insect skin 
casts and damage rodents may cause are 
all signs of pest activity. 

The best approach is prevention and this 
is where the expertise of a professional 
pest controller is best. 

Advice on proofing and hygiene to 
prevent the ingress of rodents or insects 
should be sought and followed, such 
as sealing of gaps large enough to allow 
rodents access and the fitting of fly 
screens.

Insects can be more difficult to detect 
if pest control contractors do not have 
monitors located in the correct locations. 
Many are cryptic and nocturnal pests, 
which makes monitoring a key part to any 
pest control programme.

Any pest can be difficult to control 
where the contractor and site have poor 
communication and/or do not carry out 
recommended proofing and hygiene 
activities. 

Unfortunately, there is no magic wand 
and so contractor recommendations must 
be completed to assist in the control and 
prevention of repeated infestations.

In general, a food business should have 
integrated pest management systems in 
place which include having the building 
proofed to a very high standard to prevent 
pests gaining access in the first place. 

The proper disposal of food waste is 
also important as pests will quickly collect 
where waste food is left hanging around.

It’s important to ensure pest management 
is carried out by a professional company.

Properly qualified technicians will ensure 
food premises are as protected as they can 
be and are likely to combine expert advice 
with a review of a company’s procedures.

Pest management should not be a simple 
box-ticking exercise and every business 
handling food needs to ensure controllers 
have the right credentials.

Every member of the British Pest 
Control Association is required to hold key 
qualifications – an initiative that delivers 
vital peace of mind.

They’ll be CEPA Certified, which means 
they operate to high standards recognised 
throughout Europe, also hold appropriate 
insurance allowing them to work safely at 
any premises and will have been assessed 
on a regular basis to ensure they provide 
a thoroughly professional and consistent 
service.

Hygiene
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Inspection:

Any sort of business inspection can 
be daunting. However, a food safety 
inspection can be especially intimidating. 
But it need not be if procedures are 
followed from the start. Deborah Bland 
explains:

“Good cleaning and hygiene should be 
embedded into the tasks that any business 
serving food undertakes as part of its 
food safety regime. Appropriate cleaning 
processes, properly implemented with the 
right products at the right intervals should 
ensure that hygiene levels meet the 
standards required during a food safety 
inspection.”

Knowing what inspectors will look for 
can help alleviate any anxiety. Bradley 
Smythe, 

Food Standards Agency gives us the 
official low down: “During a food hygiene 
inspection, an Environmental Health 
Officer will check if a business produces 
food that is safe to eat. To do this, they 
will look at:

• the premises
• the kinds of food they make or prepare
• how they work
• their food safety management system

“The inspector will assess the business 
against the legislative requirements and 
therefore food businesses should be able 
to demonstrate their compliance through 
implementation of their food safety 
management system. As these inspections 
are usually unannounced food businesses 
need not do anything further than what 
they do on a daily basis

.  

“Inspectors will always give feedback, 
which means if they identify any issues 
during an inspection they will advise the 
business on how these can be avoided. If 
the business is asked to take any action 
as a result of the inspection, they must 
be given the reasons in writing. If the 
inspectors decide that the business is 
breaking a law, they must tell them what 
that law is and should give a reasonable 
amount of time to make changes, except 
where there is an immediate risk to public 
health.

“Businesses that sell or supply food 
directly to consumers will also receive 
a Food Hygiene Rating.  This is based 
on three of the areas assessed at the 
inspection. Each of these three elements 
is essential for making sure that food 
hygiene standards meet requirements 
and the food served or sold is safe to eat.

• Hygienic food handling including 
preparation, cooking, re-heating, cooling 
and storage

• Cleanliness and condition of facilities 
and buildings including having appropriate 
layout, ventilation, hand washing facilities 
and pest control, to enable good food 
hygiene.

Management of food safety: 

Ensure that there are systems or checks 
in place to ensure that food sold or served 
is safe to eat, evidence that staff know 
about food safety, and the food safety 
officer has confidence that standards will 
be maintained in future.

“A hygiene rating from '0 – urgent 
improvement necessary' at the bottom to 
'5 – very good' at the top, will be given 
based on the hygiene standards found at 
the time of inspection. 

“Businesses will be provided with a 
sticker showing their rating which they 
can display to customers. In Wales and 
Northern Ireland it is mandatory for 
businesses to display their rating in a 
prominent place at their premises. All 
ratings are published online at www.food.
gov.uk/ratings.”

Equipment and training: 

“Hygiene should be an integral part of 
training and education for all members of 
staff, whether new or existing,” says Rag 
Hulait.  

He continues: “An essential part of a 
catering setup, all staff must be aware of 
the legislation and regulation that governs 
this area, while also given comprehensive 
and regular training in the process and 
procedures around ongoing monitoring 
for hygiene purposes. 
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Hand Hygiene Products:
 First and foremost, everyone handling and 
preparing food should employ strict hand-
hygiene procedures to prevent the risk of 
spreading any infections. This will include 
frequent washing of hands, but especially 
always after going to the toilet and when 
changing between handling different foods 
such as uncooked ingredients and cooked/
prepared dishes. 

“With traditional monitoring systems 
relying solely on the operator’s ability to 
accurately record completion, inaccuracy 
or incorrect logging could be a real issue. 
However, with modern, automated, 
remote systems, this has become much 
less of a concern. Despite this, education 
should still play a key role in staff training.

“When it comes to equipment and 
technology, caterers should consider 
the very latest systems, which are not 
only designed to provide evidence of 
due diligence but also maintain kitchen 
hygiene standards, while streamlining 
the day to day running of a business. 
Outdated manual cleaning and hygiene 
recordings have been proven to be 
time-consuming and labour intensive at 
best and at worst, inaccurate and non-
compliant with legislation and regulation. 
By implementing automated technology 
and the latest systems, operators are able 
to significantly save on ongoing costs, 
while also demonstrating full compliance 
when required.

“Automated digital technology is able to 
substantially cut down the time associated 
with manual logging while being fully 
HACCP compatible, to allow the operator 
to be able to implement an effective food 
hygiene system. Helping to avoid the 
disastrous effects that a food poisoning 
outbreak can have on a business, a 
comprehensive digital task logging system 
provides proof of integrity to government 
agencies and auditors alike.

 
“Using wireless technology to record 

and transmit remotely to a central server, 
caterers can create a secure record of 
performance and compliance, helping 
to make the audit process quicker and 
cheaper while also being able to streamline 
kitchen management and efficiency 
throughout the business. Eliminating 
the possibility of user-error, especially in 
a busy kitchen or restaurant, the latest 
systems automatically record completion 
of tasks.”

It’s important to remember, teaching 
your staff the correct way of cleaning 
is as important as the products you use. 
Peter Alsworth explains:  “Training on 
cleaning techniques is important, as staff 
will use domestic cleaning products at 
home but they need to understand that 
the chemicals used in the commercial 
cleaning are much stronger and require 
careful handling. These days, concentrates 
that use special dispensing systems are 
generally used throughout the industry. 

He continues: “Staff should be aware 
that general cleaning needs to be carried 
out throughout the day. A cleaning 
roster identifies equipment and gives 
a recommended cleaning frequency. 
This allows staff to get into a routine 
of cleaning, so it becomes part of the 
structure of their day.”

But getting to grips with the different 
types of products you need can be a 
difficult. We’ve asked Deborah Bland to 
talk us through them:

4
product types are essential for the 
majority of daily or routine cleaning 
and hygiene tasks:

Hygiene
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Hard Surface Sanitisers (also known as 
disinfectants): 

These are used to keep worktops and 
other food preparation and storage areas 
clean and hygienic. They are essential to kill 
and remove pathogens that can cause food-
borne illnesses. Food-service sanitisers 
(without perfume to avoid tainting food) 
should be used regularly throughout the day 
and always when changing tasks, such as 
when switching between raw ingredients, 
cooked meals or food that will not be 
cooked (e.g. salads etc.). Most infections 
are spread by personal or hand contact 
or by touching previously contaminated 
surfaces which is why hand hygiene and 
surface sanitising is so important.

Floor Cleaners: 
Regular cleaning helps to maintain the 
appearance of the floor. It also removes 
food debris that can attract vermin and 
harbour the bacteria that cause bad smells 
and illnesses. Keeping floors clean, dry 
and unobstructed also helps to prevent 
slips and trips that are among the biggest 
(and potentially most serious) causes of 
major accidents and injuries in commercial 
kitchens.

Dish and Warewashing Products: 
Keeping cutlery, crockery and cookware 
clean and hygienic is essential for food 
safety. It also helps to create a pleasant 
dining experience and demonstrates that 
the establishment takes hygiene seriously. 

Using the correct detergent/rinse-aid in 
properly maintained dishwashers will help 
maintain optimum machine performance, 
for example to prevent build-up of 
lime-scale which can otherwise cause 
unreliability and inefficient performance 
(scale inside the machine will put a strain 
on components and “insulate” pipework 
so that more electricity is needed to 
heat water to the correct operating 
temperature, which is inefficient.
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TECH NEWS

LOLLY LAUNCHES MERCHANT 
CASH ADVANCE

Technology specialist gets behind 
hospitality start ups and growing 
providers with new offer-

Market research indicates that since 
the Brexit vote UK tourism is likely to 
benefit (1). In response to the hospitality 
sector's continued growth, Lolly, the Point 
of Sale (PoS) specialist, has launched 
merchant cash advance - helping to 
support its customers to increase capacity 
and to meet demand.

Merchant cash advances, repaid as a 
pre-agreed percentage of future sales, 
are becoming increasingly popular due to 
their flexible nature and the fact that the 
repayment plan accounts for seasonal 
income variations.  It provides businesses, 
that take credit and debit card payments, 
with a low risk cash advance.  This financing 
has a much lower impact on their cash flow 
because repayment is based on their day-
to-day trading levels.  

Peter Moore, CEO at Lolly, said: “We 
specialise in supporting small businesses 
across the UK's hospitality industry. And 
we want to help our customers to expand, 
refurbish and restock,  which is why we 
have chosen to launch merchant cash 
advance finance. I believe it is becoming 
the smarter, low risk way to finance their 
business.

"We understand the difficulties that 
seasonal and fledging hospitality providers 
face. For many, it makes sense to have the 
flexibility to receive funding during quieter 
months  - when it’s most needed - knowing 
that payback will happen in mid to high 
season."

The service is offered in conjunction with 
Liquid Finance Partners Limited.

Eligible businesses include those which 
have been trading for 12 months or 
more, and who take between £3,500 and 
£250,000 per month through credit and 
debit card payments.

Unlike a loan, merchant cash advances 
are unsecured and processed faster than a 
typical loan and give quick access to capital 
when needed.

How much and how long a provider 
repays fluctuates with sales volumes - 
giving greater flexibility to manage cash 
flow.

https://www.avondata.co.uk/blog/
industry-news/how-will-brexit-affect-the-
hot

el-industry.php 

Are automated food dispensers a sign of the future? 

Should businesses consider automated food dispensers? 

What if your business could have a presence on a busy street or at a popular event 
without having to pay for new premises or employ multiple staff? 

Earlier this year, a McDonald’s in Boston opened an automated hamburger dispenser 
at Kenmore Square, Boston. The ATM popped out free burgers for 3 hours on the 31st 
January. 

The machine operated without any staff present and required users to just pick a Big 
Mac, send out a tweet and in return, was delivered a fresh burger. 

The idea of a food ATM isn’t a new one. At the unassuming bus stand in India’s Chennai’s 
Koyambedu, a fully automated food dispenser sits in direct competition with several 
conventional eateries. 

Satish Chamy Velunmani, the CEO of the Atchayam Foodbox, calls the machine an 
“intelligent restaurant”. 

The Foodbox serves everything from snacks to complete meals, all made freshly by local 
restaurants in the city. 

Following the popular reception of the Big Mac ATM in America, automated machines 
may be the future of food franchises in the UK.  
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Deliveroo rival UberEats to expand across more than 
40 UK towns and cities in 2017

Some 55 per cent of the UK’s population can order a car through Uber and 
the company aims to replicate that with UberEats.

UberEats, the food delivery service introduced by ride sharing giant 
Uber, will expand across more than 40 towns and cities in the UK before the 
end of the year as it continues to compete with rivals Deliveroo and JustEat.

Uber, whose car-hailing app has caused upheaval in the taxi industry, 
disrupted the takeaway market in London when it launched UberEats in June 
last year. 

The app is now also available in Manchester and Birmingham and more than 
1 million customers have downloaded it since its launch, according to the 
company.

Jambu Palaniappan, regional manager for Europe, Middle East and Africa at 
UberEats, said: 

‘‘We’re really excited about the future of the business which is why we’re 
investing heavily in an ambitious plan to launch the app in at least 40 towns 
and cities in the UK by the end of the year.’‘

Some 55 per cent of the UK’s population can order a car through Uber and 
the company aims to replicate that with UberEats.

UberEats has so far partnered with over 2,000 restaurant in the UK 
including frozen yoghurt chain Snog, Lebanese restaurant Comptoir Libanais, 
Vietnamese street food restaurant Pho and La Bodega Negra, a Soho-based 
Mexican restaurant.



TECH NEWS

Meet the robot chef that could be cooking your 
dinner sooner than you think

London-based Moley Robotics says it will be available for consumer 
purchase in 2018. 

The future of cooking is coming and 
according to Moley Robotics, it will be 
fully automated. 

In 2015, the London-based technology 
company launched a fully articulated 
robot that can learn recipes, cook them 
and even clean up after. 

Moley Robotics, was founded by UK-
based computer scientist and robotics 
innovator, Dr. Mark Oleynik. 

The 2015 prototype is the result of 
a collaboration with Shadow Robotics, 
Yachtline, DYSEGNO, Sebastian Conran 
and Standford University Professor Mark 
Cutkosky. 

The initial prototype replicated the 
cooking skills of Master Chef Tim 
Anderson. However, the consumer version 
launching in 2018, will have an iTunes-
style library with downloadable recipes 
from around the world and can replicate 
the style of your favourite chefs. 

57   |    Issue 43 April 2017



As Dr Mark Oleynik says:

“Imagine your grandmother’s dish that you love. Now you can 
have it cooked by the robot anytime you want. And also your 
great grandchildren can watch the ‘grandmother’ preparation 
and taste the same dish. I think it’s a nice option to save family 
traditions for the future generations, isn’t it? ”

Moley says that some major restaurant chains, hotels and 
airline catering firms have expressed great interest in the robotic 
kitchen. 

According to the International Federation of Robotics, it’s 
projected that sales of robots for domestic tasks could reach an 
estimated value of US$ 13.2 billion by 2019. 

So how will this inventions such as this affect the Quick 
Service Restaurant industry? 

The CEO of YUM Brands, Greg Creed, recently told CNBC 
that robots will replace human workers in the fast food industry 
within the next 10 years. 

With the introduction of order-taking machines from 
McDonalds, public trust in robots is set to grow and may lead to 
the loss of human jobs. 



Tell us about yourself? 
                                  

My Name is Ramesh Patel, I am a 
company Director and one of the 

Ramesh Patel    
3R TELECOM

Founders of 3R Telecom Ltd. 3R Telecom 
has been established since 2001 and has 
been moving  forward stronly ever since. 
My ambition was Innovation and Computer 
Technology throughout my younger years 
which for me played an important part in 
my upbringing and with that my interest 
in both grew; even today this is my drive!  
My original background is within the Retail 
Trade in the convenience sector. I always 
had an eye for computer and electronic 
technology. Having a retail background 
and with my interest in computer and 
electronic technology, I knew I wanted 
to do something more. Something that 
I could do to satisfy my interest and the 
skills I already obtained from my retail 
background – I decided to bring forward 
products to the retail industry that were 
competitive, user-friendly and affordable.  

How did 3R Telecom start?                           
     
  3R Telecom initially first kicked off with 3 
Directors. All 3 director names had started 
with the letter ‘R’. Together we formed ‘3R'. 
3R Telecom originally started with Mobile 
Network products. After successfully 
launching this, we had then introduced 
Business and Payment Solutions and 
EPOS Systems.

What does the company do?  

3R provide state-of-the-art point-of-sale 
till systems and handheld devices which 
are designed to become an essential part 
of your business. 3R provide payment 
solutions and Point Of Sale systems for 
various industries, specialising within the 
Hospitality and Convenience sector.

 
Assembled with detailed reporting 

functionalities which will help to minimize 
your costs whilst maximizing profits, they 
are excellent for both multi-sites and 
single-site businesses. Built on over 16 
years of experience, 3R EPoS’ reporting 
facilities safely stores information 
regarding your business and can be 
uniquely tailored to suit your requirements. 
3R hold the advantages of providing 
customers with: speed of service, better 
staff productivity, cost control, stock 
control, visibility and reduced shrinkage. 
Alongside comprehensive account 
reporting, an increase in profits can 
be realised immediately. 3R EPoS Till 
Systems coupled with our robust, easy to 
use handheld hardware, the results are 
uniquely tailored solutions that meet your 
needs. With complimentary installation 
and training provided, you can simply plug 
in the till and use it from the get go with 
over 40,000 products pre-installed. 

TECH NEWS
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What challenges in the industry does 
3R Telecoms’ products address? 

    
At the moment there are too many 
competitors within our industry but 
that’s understandable and definitely a 
given whether it’s within our industry or 
any other. However, we take pride in our 
customer service and customers and this 
reflects from our customer base that has 
been recommended and loyal to 3R.

What makes 3R Telecom unique?  

3R have an excellent reputation for 
customer service providing personal 
access to assist with customer’s queries 
for fast and efficient deployment; as 
well as providing a personal service to 
assist customers with their growth and 
development. We take the time out to 
listen and review our customer’s queries 
and any ideas on how we can help benefit 
their business and look to deliver what 
they require at all levels. 

What are the ambitions of the 
company?     
  Our ambitions for the 
company are quite simple. We would like 
to provide products that customers want 
and that will help their business. Saying 

that, we would also like to build a bigger 
portfolio for 3R.

 
Describe your first day at 3R Telecom  
     
Very nervous at first but as the day went 
on, I settled in well and began feeling 
more at ease!

What challenges do you or your 
colleagues encounter on a day to day 
basis in this industry?    
    
    
Being in Technology trade every day is a 
new challenge and every day we get to 
learn something new. I look forward to 
every day, come what may!  

Tell us about the best day you’ve had 
whilst working at 3R Telecom?

The best day so far whilst working at 
3R was when I had taken over two 
Companies in 2015. This by far has 
been my biggest achievement within the 
company. I can only hope there will be 
more ‘best days’ to come!

3R uses CES Software, a bespoke, 
integrated development which has 
played a huge part in running a successful 
business.  CES Software is a subsidiary 
company of 3R Telecom Ltd; a software 
and services company which focuses on 
the mobile and digital payment solutions 
for the service sector.

    It builds on established retail 
management software products, and uses 
its experience of these industries to launch 
innovative new services for hospitality 
customers. 

Launched in 1997, CES has over time 
grown a worldwide customer base covering 
pubs, clubs, hotels, restaurant as well as 
fast food & takeaways, convenience stores, 
newsagents and wholesale amongst many 
others.

How many people work at the 
company?  

We have a team of 30 people.

What’s the atmosphere like in the 
office? 

Everyone in the office are like family. 
Everyone gets along really well with one 
another; they can laugh and have jokes 
together. It’s a great atmosphere going into 
the office every day, everyone’s always 
smiling and there is never a dull moment.  
When it comes down to it, everyone is 
well-motivated, supportive, have a good 
understanding of one another and help 
each other grow. 

We have had a few new colleagues join 
us just recently and they have fitted in 
well and we have a few colleagues who 
have been with the company from the 
very beginning. I am truly blessed to have 
maintained a working environment as 
such!
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Peter Watters, Director at McPhersons 
Chartered Accountants

Various rumours were swirling around 
Westminster in the days before Philip 
Hammond rose to deliver his first Budget 
– confirmed as the last time a major fiscal 
statement will be made in the spring.

The Chancellor, still scarcely nine months 
in the job, has a reputation as a cautious man 
and in advance many expected that much of 
today’s speech would be laying the ground for 
the Prime Minister to begin formal negotiations 
for the UK to leave the EU.

That said, the day before Mr Hammond stood 
up to address the Commons, the Organisation 
for Economic Co-operation and Development 
(OECD) upgraded Britain’s growth forecast, 
which inevitably raised questions about 
whether there was yet room for manoeuvre.

Would the Government prove willing to 
make money available to shore up struggling 
services or answer the growing criticism over 
business rates reforms? Would it be tax rises 
or surprise giveaways bothering the headline 
writers?

Economic overview -
In his opening statement, the Chancellor 

said that the resilience of the UK economy 
had continued to defy expectations and the 
country had enjoyed robust growth. Indeed, 

he noted that last year Britain’s growth was 
behind only Germany’s among the world’s 
biggest economies.

Mr Hammond confirmed that the Office 
for Budget Responsibility (OBR) had raised 
its growth forecasts for the year, with the 
economy now projected to grow by two per 
cent in 2017, compared with the previous 
estimate of 1.4 per cent. The independent 
body suggests growth next year will be 1.6 per 
cent and in 2019, 1.7 per cent.

But he made clear that there was no place 
for complacency in the current climate, 
acknowledging that levels of debt were still 
too high (peaking at 88.8 per cent next year), 
productivity needs to be improved and many 
families up and down the country continued 
to feel the pinch almost a decade on from the 
financial crash.

OBR figures also suggest that inflation will 
peak at 2.4 per cent this year, with expectations 
that it will drop off as we approach the end of 
the decade.

Trying to strike a balance between prudence 
and positivity, the Chancellor told MPs that 
the Budget presented an opportunity to put 
money into public services while ensuring that 
the nation continued to live within its means. 
Crucially, he said, the tax and spending plans 
would form the bedrock of the EU negotiations 
ahead.

SPRING BUDGET 
SUMMARY
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Business and enterprise -
Following several weeks of sustained 

criticism over the burden that business rates 
changes would place on many enterprises, 
Mr Hammond announced a three-point plan 
which he said would amount to an additional 
£435million support.

Any firm losing existing rate relief will be 
guaranteed that their bill will not rise by more 
than £50 a month next year. In addition, 
there will be a £1,000 discount for pubs with 
a rateable value of less than £100,000 and 
the creation of a £300million fund which will 
enable local authorities to offer discretional 
relief.

The Chancellor made clear that a fair tax 
system was one of the best ways to make 
Britain a top destination for businesses. 
He reiterated the commitment made by his 
predecessor, George Osborne, to bring the 
Corporation Tax rate down to 17 per cent by 
2020. A reduction to 19 per cent will take 
effect from next month.

Following concerns about the current 
timetable, he confirmed that quarterly reporting 
would be delayed for small businesses for a 
year (at a cost of £280million).

Transport and infrastructure -
Acknowledging that congestion was an issue 

in large parts of the country, Mr Hammond 
said that some £690million would be made 
available to tackle traffic problems in urban 
areas and get local networks moving more 
freely.

The Chancellor also announced a £270million 
investment to keep Britain at the forefront of 
research into biotechnology, robotic systems 
and driverless cars.

An additional £200million will be ploughed 
into projects to help secure private sector 
investment in full-fibre broadband networks 
and £16million put aside for a 5G mobile 
technology hub.

Personal tax -
Controversially, it was revealed that National 

Insurance contributions will rise for the self-
employed.

Under proposals, Class 4 NICs will increase 
from nine per cent to 10 per cent next April 
and to 11 per cent in 2019.

Trying to defend what will undoubtedly be a 
contentious move, the Chancellor said that the 
“unfair discrepancy” in contributions between 
different groups of workers could no longer 
be justified. Critics have suggested the move 
has broken with a commitment in the 2015 
manifesto.

In more positive news, the personal allowance 
will rise to £11,500 – the seventh consecutive 
increase.

The Chancellor reiterated the Government’s 
previous commitment to increase the allowance 
to £12,500 and the higher rate threshold to 
£50,000 by the end of the Parliament in 2020.

There was a boost for road users with 
confirmation that vehicle excise duty for 
hauliers and the HGV road user levy will both 
be frozen.

The Chancellor also announced there would 
be no change to the previous planned duties 
on alcohol and tobacco. There will, however, 
be a new minimum excise duty on cigarettes 
based on a £7.35 packet price.

Pensions and savings -
In what is likely to be an unpopular move, 

Mr Hammond confirmed that the tax-free 
dividend allowance for shareholders would be 
cut from £5,000 to £2,000 as of April 2018.

The Treasury said that the change would 
“ensure that support for investors is more 
effectively targeted”, but critics fear it will 
could further hurt entrepreneurs.



Mr Hammond had faced some pressure from 
his own MPs to plough more revenue into 
public services.

In an attempt to address criticism that 
institutions were buckling beneath the strain, 
the Chancellor confirmed an extra £260million 
for improving school buildings and funding for 
an additional 110 free schools (on top of the 
500 previously announced). There has been 
some controversy, however, that some of 
these are set to be selective.

In an attempt to address the mounting crisis 
in social care, Mr Hammond announced there 
would be an extra £2billion in funding over the 
course of the next three years.  A Green Paper 
will be published later this year with a view to 
drawing up a long-term funding plan.

Tax evasion, avoidance and aggressive tax 
planning -

The Chancellor said that a fair tax system 
required people to pay their dues and a series 
of measures to curb abuses of the system are 
expected to raise an additional £820million for 
the Treasury.

A raft of measures to tackle non-compliance 
was announced, including preventing 
businesses converting capital losses into 
trading losses, curbing abuse of foreign 
pension schemes, introducing UK VAT on 
roaming telecoms services and imposing new 
financial penalties for professionals who help 
facilitate a tax avoidance arrangement that is 
later defeated by HM Revenue & Customs.
Summary -

In his closing remarks, Mr Hammond struck 
an optimistic tone. Whatever the uncertainties 
surrounding Brexit, he told MPs that the UK 
should be confident that our best days lie 
ahead of us.

It would be fair to say that the Budget was not 
strewn with giveaways, but the Chancellor did 
try and take the sting out of some of the main 
criticisms levelled at the Government in recent 
months – including its handling of business 
rates reform and the sluggish response to a 
mounting care crisis.

That said he is also likely to have stirred up 
fresh controversies and the decision to increase 
National Insurance for the self-employed is 
perhaps evidence that in the current climate 
tough choices will still have to be made.

To discuss how any of the above changes will 
affect you and your business, please contact 
McPhersons on 01424 730000 or email info@
mcphersons.co.uk

£
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Our property pages highlight 
businesses for sale, nationwide!

Cafe Restaurant For Sale, Sheffield 
South Yorkshire

Price: £99,950+sav Leasehold
Annual Turnover IRO £370,000. 

This immaculate and impressive cafe restaurant is 
located in a leafy suburb of Sheffield, South Yorkshire. This 
cosmopolitan eatery is surrounded by one off boutiques and 
fashionable shops. There is also a high density of students 
from the nearby University of Sheffield and Sheffield Hallam 
University. With 50+ covers located over two spacious floors 
it serves good coffee, brunches, lunches and is also open 
late for Bistro evenings four nights a week. This is a fantastic 
opportunity to for a new owner to take the business to the 
next level with continued focus on quality cuisine, excellent 
service and extending the current limited trading hours. The 
business was established by our clients in the year 2000 and 
is now only being sold due to our client’s wish to pursue 
other business interests.

For further information please contact Sovereign Business 
Transfer on 0161 486 1958 or visit our website www.
sovereignbt.co.uk

Licensed Cafe Bistro For Sale, Colne 
Lancashire

Price: £87,500+sav Leasehold
Annual Turnover IRO £301,000. 

We are delighted to offer to market this established 
and highly reputed cafe bistro which has been successfully 
trading for over 8 years. Our clients have undertaken a full 
programme of refurbishment meaning the business is in 
full walk in condition. Located on a prominent canal wharf 
which enjoys good levels of pedestrian foot fall. The ground 
floor has 65 covers, as well as a first floor function room 
which also has 65 covers, and if that is not enough there 
is an alfresco area which boasts 35 covers. This is a perfect 
business opportunity for an enthusiastic couple or family to 
run, or an established business person looking to expand 
their portfolio. The purchasers would be acquiring a thriving 
business whose reputation is unrivalled in the area, whilst 
still offering further scope to increase profits by embarking 
on a local marketing campaign and opening the business in 
the evening as a fully licensed restaurant. 

For further information please contact Sovereign Business 
Transfer on 0161 486 1958 or visit our website www.
sovereignbt.co.uk
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Award Winning Restaurant
Devon

Located in the busy East Devon Coastal 
town of Exmouth, award winning restaurant with 
a well-appointed owner’s apartment
Price: £79,950.
Details:  www.stonesmith.co.uk 

UNDER 
£80k

PROFITABLE CAFÉ/COFFEE SHOP
Popular South Devon Coastal Town

This profitable and well regarded café/coffee 
shop, is located in a prominent trading position 
with high footfall within the busy town centre, 
and close to the seafront. 
Price: £99,950.
Details:  www.stonesmith.co.uk 

UNDER 
£100k

£155k

LICENSED COFFEE SHOP
Coastal Resort of Southsea, Hants

Character, mid-Victorian prop. Occupying 
a prom. corner site with forecourt seating for 6. 
Price: £155,000 
Details: www.acgreenwood.co.uk

£200k

CONTINENTAL STYLE CAFÉ/RESTAURANT
City Centre, Portsmouth. 

Staff run business offering easily manageable 
menu with scope for eve and Sunday opening.
Price: OIRO £200,000
Details: www.acgreenwood.co.uk 

16TH CENTURY BAR & BISTRO

Character Grade II Listed timber
frame bldg, radiates ‘olde worlde’ charm
with many exposed beams. 
Price: £125,000
Details: www.acgreenwood.co.uk

Affluent Medieval Town, Hampshire 

£125k

CATERING BUSINESS, SPECIALISING IN COLD 
FOOD BUFFETS & SANDWICH MANUFACTURING 
South Hampshire

Occupying an accessible location amidst 
a small business park. Grnd flr of unit extends to 
approx. 1,309 sq.ft and includes a fully equipped 
production kitchen with sandwich conveyor, etc. 
Price: OIRO £200,000 
Details: www.acgreenwood.co.uk

£200k
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In the next issue:

Packaging - 

The packaging landscape is evolving with 
global environmental pressure its overall aim 
is to minimise the environmental impact of 
packaging, without compromising its ability 
to protect the product. The article will focus 
on what the current packaging options are, 
what is trending, what is ethical, and what 
the future holds for packaging

Grab and Go –

 Food on the go is big business and the 
market is very competitive so we look at how 
you can make your offering stand out.

Coffee - 

We’re exploring the wonderful world of 
coffee. The article will focus on the variety of 
coffee, how businesses can source and serve 
better coffee, what UK businesses can do to 
be more ethical when it comes to coffee, and 
why businesses should consider becoming 
more sustainable

Farm Shop & Deli Show

24 April 2017 – 26 April 2017
NEC Birmingham

Award Winning, Market Leading, 
Specialist Retail Event. At the Farm Shop & Deli 
Show you'll find all the big ideas, innovative 
suppliers and exciting products you need to 
make 2017 a year to remember!

We understand that when you're passionate 
about what you do, finding like-minded 
suppliers is necessary to make your business 
succeed. So make sure you come along to 
Farm Shop & Deli 2017 to touch and taste 
everything it has to offer.

Caffe Culture Show

23rd May 2017 – 24th May 2017
Olympia London

From coffee to cleaning, roasters to 
refrigeration and technology to training, the 
Caffè Culture Show presents a cross-section 
of the best companies from across the 
industry supply chain.

At no other show can your company and 
products be placed in front of the targeted 
audience of potential buyers that the 
Caffè Culture Show delivers. Around 5,000 
visitors attend primarily to invest in products 
and services so don't miss out on the 
opportunity to see so many prospective new 
customers under one roof.

Commercial Kitchen Show 

NEC Birmingham 
6th June – 7th June 2017 

An organiser with the right credentials 
– Commercial Kitchen is organised by 
Diversified Communications, an international 
trade show organiser with a reputation for 
strong marketing, innovation and attention to 
detail.

Commercial Kitchen will cover ALL sectors 
of the diverse foodservice industry to ensure 
maximum return on investment and to provide 
a truly dedicated one stop event for anyone 
in the market to buy quality, innovative 
commercial kitchen equipment.

DATES FOR YOUR DIARY
17
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HOT AND SPICY CHICKEN FILLET

q

Crunchy 
COATING

KEY FLAVOUR 
trendS whole 

muscle

q

q

NEW RANGE 
AVAILABLE NOW
TO ORDER CALL  0845 003 0300

INTRODUCING

Fried 
or oven 
Cooked

q

from

WWW.MEADOWVALEFOODS.CO.UK




