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Welcome to the February edition of QuickBite magazine.

It has been a busy start to the year in the world of food-to-go and quick-service 
restaurants and February is no different. 

The QSR and casual dining industry is in a good place at the moment as 
highlighted by the Great Hospitality show returning once again to Birmingham 
which took place at the end of January.

One story that caught our eye and I’m sure most of the nation’s was JUST EAT 
spending £200 million and more to acquire rival Hungryhouse.

The effects on the delivery market are yet to be seen, but the acquisition is 
consistent with Just Eat’s strategic ambition to accelerate its growth. 

With that said, in this month’s issue we also speak to Dave Breith CEO at 
HeyMenu, a new entrant to the UK takeaway industry which aims to challenge 
industry giants such as Just Eat and Hungry House. We listen to his viewpoint on 
this recent acquisition and the effects it will have on the takeaway industry in the 
future.

Moving onto the features in the magazine, our chips and potato products feature 
will look at some of the latest products and trends on the market, and some of 
our industry experts will give you their insight.

Promotional signage also comes under the spotlight in this issue as casual 
dining and grab & go operators continue to push boundaries and innovation 
to help enhance the experience for customers. We look at how the products in 
the market can help you stand out from the crowd with the help of some of the 
businesses supplying these services.

Our third and final feature this month sees the return of our annual tea review. 
Following on from the success of the feature from previous years we spoke to 
some leading experts about the flavours and trends set to impact the ‘tea-scape’ 
in 2017 and sampled more teas than ever to give you a comprehensive guide to 
the products you should be stocking.

We also look at businesses in the food and drink industry constantly looking for 
the latest products and trends. In this issue we speak to the kebab connoisseurs 
at We Grill creating innovative healthy on-trend menu options for the people of 
London.

As always we start with the industry news so that you can keep up with 
everything in the world of foodservice, as well as our regular columns from 
leading law, finance and property firms.

Until next time, 
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News Round-up

Beyond the Bean bring the UK Barista 
Championship & Brewers Cup back to Bristol
Beyond the Bean are proud to announce that they are bringing the 
UK Barista Championship back to Bristol for 2017, and this time the 
Brewers Cup is coming as well.

26% more Brits eating 
out on Christmas Day 
than two years ago
Research from Europe’s largest 
restaurant booking platform, 
Bookatable, suggests that people 
are shunning tradition more and 
more.

Beyond the Bean are proud to announce 
that they are bringing the UK Barista 
Championship back to Bristol for 2017, and 
this time the Brewers Cup is coming as well.
The Southern heats for both competitions 
will be held at Paintworks on the 14th 
and 15th February respectively and are 
the opening rounds for some of the most 
talented baristas in the UK to showcase their 
skills.
Both events are free to attend and with the 
coffee scene gaining in popularity each year, 
the heats are attracting more attention than 
they ever have before.
The UK Barista Championship (UKBC) and 
Brewers Cup span several months and all 
corners of the UK. The competitions begin 
at Paintworks, Bristol this year and already 
competitor tickets have sold out, building on 
the success of last year’s event.
It will continue with heats in Glasgow, Leeds, 
London and Manchester. The winners of 
both UKBC and Brewers Cup will go on to 
represent the UK at their respective world 
competitions.
The Brewers Cup competition highlights 
the craft of filter coffee brewing by hand, 
promoting manual coffee brewing and 
service excellence. In this event, competitors 
prepare and serve three individual beverages 
for a panel of judges from a whole bean 
coffee given to them and a further drink 
from a coffee bean of their choosing whilst 

delivering a presentation.
The UKBC is considered one of the hardest 
competitions in the speciality coffee 
industry. Each competitor has to make 4 
espressos, 4 milk based drinks and 4 non-
alcoholic signature drinks whilst delivering a 
presentation on them, all in just 15 minutes.
Each barista’s performance is evaluated on 
the taste of beverages served, cleanliness, 
creativity and technical skill,
Beyond the Bean are delighted to be Silver 
Sponsors of this years’ competitions as 
well as offering the BTB Barista Bursary, 
designed to support one barista as they 
compete in UKBC. This year’s winner is 
Darryl Docherty of Dear Green Coffee, 
Glasgow who we will be supporting at the 
Glasgow heats later in the year.
“We have always supported UKBC as 
sponsors, judges and committee members. 
We’re excited to host the Southern UKBC 
heat again this year and to bring the Brewer’s 
cup to Bristol as well” says Gary McGann, 
Sales and Marketing Manager at Beyond 
the Bean. “We are all about supporting UK 
baristas and this is a time where everyone in 
the industry comes together. We are thrilled 
to be hosting such a prestigious competition 
in our home town.”
Beyond the Bean will also be celebrating 20 
years of supplying the café bar industry with 
a party on the 14th February after the UK 
Barista Championship heat.

Europe’s largest restaurant booking 
platform, Bookatable, suggests tradition is 
becoming a thing of the past.

Current research also shows that 5% are 
actually looking for restaurants to go to on 
Christmas Day itself, less than 24 hours in 
advance- increasing the opportunities that 
exist for food-to-go and the QSR industries.

Head of Communications for Bookatable 
Europe, Josephine Ellis, said: “Naturally, 
people want to relax over the Christmas 
period, and with the average turkey taking 
over 24 hours to prepare and cook, it is not 
surprising that people are choosing to dine 
out.”

On average it takes 70% of Brits 3 to 5 
hours to prepare a festive turkey in their own 
home. It’s no surprise then that people are 
now ditching the apron and heading out to 
make the most of their time with family and 
friends.
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Proving foodservice packaging 
is a responsible industry to a 
questioning world
Industry thought-leaders to speak at FPA 
Environment seminar

Contactless spending increases by 
62% in restaurants
Overall spending on contactless has increased by 
166% in 2016

News Round-up
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12 January 2017 sees senior figures from across the foodservice 
supply chain speaking at the annual FPA Environment Seminar, to 
be held on 12 January 2017 at the De Vere Horwood Estate Hotel, 
near Milton Keynes. 

The theme for 2017 is ‘Proving Foodservice Packaging Is A 
Responsible Industry To A Questioning World’.

The seminar features a number of sessions in which speakers 
will explore the topic and delegates will have the opportunity 
for debate. Speakers include retailers, and non-government 
organisations, national associations and not-for-profit operations.

The Rt Hon Lord Deben, former Environment Secretary, former 
Chairman of the Conservative Party and Chairman of the UK 
Committee on Climate Change and Professor Rob Holdway, 
Director Giraffe Innovation, Britain’s leading eco design consultant 
and TV presenter, are the latest speakers to confirm.

In an additional feature, Peter Backman from food-service 
intelligence experts Horizons will deliver a session on key trends in 
foodservice and hospitality and his forecast for 2017.

The speaker line up has been selected to enable delegates to 
hear first-hand different perspectives on the issues confronting 
foodservice packaging.

New research by Barclaycard has announced the continual surge 
of contactless payments, with restaurant spending increasing by 
62% and overall spending increasing by 166% in 2016.

Main body:
As the UK Cards Association (UKCA) announces that the amount 

of contactless cards in the UK has topped 100 million, Barclaycard 
has released statistics to show that restaurants have seen a 62% 
increase in contactless payments.

The research also shows that overall contactless spending in total 
has increased by 166% in 2016, demonstrating the rapid rise of 
touch-and-go payments.

Tami Hargreaves, Commercial Director of Digital Consumer 
Payments at Barclaycard, said: “Brits across the UK are increasingly 
catching on to the speed and ease of ‘touch and go’ payments, 
meaning that for many, contactless is now the preferred way to pay.

“As more retailers continue to accept touch-and-go as a way to 
pay we expect this upward trend to continue well into next year.”

Half of all Brits now use touch-and-go payment method at 
least once a month and 21% of Brits are planning to increase that 
spending next year.

This easy and quick style of payment goes hand-in-hand with 
the QSR and food-to-go industries, and with usage of contactless 
showing no signs of slowing down, it’s clear restaurants need to 
adapt to the technological demands.



News Round-up

British Lion egg processors 
are warning retailers, food 
manufacturers and caterers

Food safety issues from 
European eggs

Aviko’s Great British Breakfast Winner 
Revealed
Great British Breakfast Winner Revealed

Following a number of food safety issues 
linked to eggs produced in Europe, operators 
are potentially putting themselves at risk by 
specifying non-UK egg products.

The British Lion Code lays down specific 
processing standards and targets, and covers 
all systems of production.

There are no equivalent food safety 
standards for processed egg outside the UK.

Systems, such as KAT, seen by some as 
a non-UK alternative to Lion, rely mainly on 
BRC “or equivalent” approval, do not define 
processing standards and do not cover all 
systems of production.

Ian Jones, Chairman of British Lion egg 
processors, says: “There is a common 
misconception within the industry that non-UK 
processed egg can offer similar guarantees of 
food safety to those products produced under 
the British Lion mark.

When you move away from the controls and 
guaranteed standards of the British Lion mark, 
the risk becomes greater.

There is a misunderstanding that 
pasteurised egg is always safe - over the past 
few years that has proven not to be the case 
with non-UK products.

The Government’s Advisory Committee 
on the Microbiological Safety of Food 
(ACMSF) has raised concerns about non-UK 
egg products, highlighting three separate 
cases involving Salmonella in imported egg 
products, and noting that pasteurised egg can 
carry a food safety risk.

The report confirmed that the risk from 
domestically produced egg products will be 
lower. 

“Specifying British Lion egg products is a 
simple way to be reassured that the egg has 
been produced to the highest standards of 
food safety.”

Aviko has awarded Torquay-based bed and 
breakfast, The 25 Boutique, with the title of 
‘Best Hot Breakfast’ following a search for 
the nation’s best morning dish out-of-home.

To enter Aviko’s Great British Breakfast 
Competition, and have a chance of winning 
a weekend for two in London with breakfast 
at the Sky Garden, chefs, caterers and 
operators were encouraged to share – in no 
more than 50 words – what it is that makes 
their breakfast great.

The 25 Boutique B&B’s winning Full 
English Breakfast features bacon and 
sausages from a local butcher, twice cooked 
field mushrooms, a Devon free-range egg 
with a yolk that oozes when broken, oven-
baked tomato topped with a drizzle of olive 
oil, delicious hash brown and a square dish 
filled with baked beans.

Andy Banner-Price, owner of The 25 
Boutique B&B, says: “We’re thrilled to 
hear that we’ve won Aviko’s Great British 
Breakfast competition and that our B&B in 
Torquay has been recognised nationally for 
the superb breakfasts we offer.

“Breakfast is often the final thing our 
guests experience so it’s important to ensure 
it’s memorable. By locally sourcing the best 
Devon ingredients, and offering consistently 
high quality service and presentation, we 
ensure they leave us on a high.

“We offer a large variety of both hot 
and buffet options to choose from but the 
traditional full English breakfast remains as 
popular as ever.”

Building on last year’s successful 
search, the competition forms part 
of Aviko’s Great British Breakfast 
campaign which highlights the increasing 
opportunity the breakfast and brunch 
market brings to operators.

Mohammed Essa, Commercial 
Director UK and Ireland, Aviko, explains: 
“Breakfast is now growing faster than 
lunch in the out-of-home market” so 
there’s an exciting opportunity available 
for operators. We want to encourage 
caterers to meet this increased demand 
and profit from the occasion, which is 
why we initially launched the Great British 
Breakfast Competition in 2015.

“Now in its second year, we’ve been 
blown away by the level of entries and 
want to congratulate The 25 Boutique 
B&B on its winning breakfast. The Full 
English is a morning favourite that Andy 
and the rest of the team execute perfectly 
– it contains all the traditional components 
that people know and love, prepared to a 
really high standard. We hope they enjoy 
their prize!”

Having supplied the foodservice 
industry for over 50 years, Aviko – one 
of the biggest potato processors in the 
world – offers a range of chilled and frozen 
potato specialities made by chefs, for 
chefs from morning favourites such as 
Hash Browns and innovative Hash Brown 
Bites, through to Premium Fries, Mash, 
and much more.
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On your marks, get set, wok!
Wing Yip announce the launch of their Oriental Cookery Young Chef of the 
Year 2017!

Amazon launches 
new Alexa 
ordering update 
in US
Amazon’s latest update lets you 
order takeaways from US Amazon 
Restaurants.

News Round-up
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The UK’s leading Oriental grocer 
Wing Yip is excited to announce the 
launch of 2017 Young Chef of the Year. 
Today (Wednesday 4 January 2017) the 
competition opens to young chefs and 
catering students (18 – 25) across the 
country.

Following an initial paper entry, there 
will be a live cook-off at University College 
Birmingham (UCB) where one lucky chef 
will win a once-in-a-lifetime trip to Hong 
Kong, including culinary work experience in 
some of the city’s top eateries.

Now in its fifth milestone year, the 
nationwide competition has firmly 
established itself on the culinary calendar.

Putting the contestants through their 
paces will be a renowned panel of judges 
– Michelin-starred Chef Glynn Purnell, 
MasterChef finalist Larkin Cen and 
President of the British Culinary Federation, 
Peter Griffiths.

Purnell said: “I’m really looking forward 
to returning as a judge for Young Chef, for 
what I’m sure will be another exhilarating 
competition. For up and coming chefs this 
is an ideal opportunity to gain experience 
and exposure, and challenge yourself in a 
live cook off scenario.

This year we’ll be looking for dishes that 
are created using modern techniques, taste 
authentic and deliver a real wow factor.”

Entrants must submit a two-course 
Oriental menu idea, featuring a street 
food starter and high-end restaurant-style 
main. The most creative and innovative 
menus will be shortlisted, and finalists will 

be invited to a live cook-off at University 
College Birmingham, on Wednesday 5 April 
2017.

Wing Yip director Brian Yip said: “We’re 
excited to celebrate the competition’s fifth 
anniversary this year. It provides young 
chefs with a unique and incredibly exciting 
opportunity to immerse themselves 
in Oriental cooking, and compete to 
be in with a chance of winning a truly 
unforgettable cooking experience in Hong 
Kong.

“Since 2013, the competition has been 
championing some amazing young chefs 
from all over the country, with and without 
backgrounds in Oriental cuisine, and we 
thoroughly look forward to seeing what 
dishes the 2017 competitors come up with”

US Amazon Prime members no longer 
need to dial their phone to order their next 
meal.

Amazon already has new updates and 
support for its digital assistant Alexa.

The latest update lets you order food 
through the retailer’s own takeaway service 
Amazon Restaurants.

Launched all the way back in 2014, 
Amazon Restaurants delivers the food you 
crave from top-rated restaurants. This new 
skill shows how Amazon can benefit from 
Alexa by tightly integrating its own services 
with the assistant.

The online retail giant has enabled 
Alexa devices to reorder from any Amazon 
Restaurant.You’ll need to be a Prime member 
to do so, and the service is only available 
in 20 cities in the US, including Atlanta, 
Brooklyn, Chicago, Dallas, Los Angeles, 
Manhattan, Miami, San Diego, San Francisco, 
and Seattle.

Here’s Amazon’s explanation of how it 
works:

Prime members can ask Alexa to reorder 
from Amazon Restaurants by saying 
a restaurant name or cuisine type, for 
example, “Alexa, order sushi from Amazon 
Restaurants.”

The service pulls a customer’s order history 
from a specified restaurant or cuisine type 
and lists meal options available for reorder. 
The selected meal is then sent for delivery to 
a customer’s default address.

Let’s wait and see if this extends to the UK 
in the near future!



News Round-up

Friesland Campina 
announces new UK 
Managing Director
One of world’s largest dairy 
cooperatives, has announced 
the appointment of its new UK 
Managing Director

The online ordering platform invited the public to vote for their 
Christmas heroes, with the prize matching that of the famous Rom Com, 
‘Love, Actually’.

Hungryhouse launches new ‘Love, Actually’ 
themed marketing campaign

Gavin joins from Diageo to lead the 
company across all FrieslandCampina 
brands, including flavoured milk drink 
YAZOO and OPTIWELL yogurt drinks.

With a strong background in sales 
and business development, Gavin brings 
with him 20 years’ of FMCG experience 
working across a range of companies 
including Diageo, Nestle and Mars 
Confectionery. 

Gavin Blair, Managing Director 
at FrieslandCampina, says of his 
appointment: “FrieslandCampina 
has always stood out in both the soft 
drinks and dairy industry. Its focus on 
producing nutritious and well-balanced 
dairy products is more important than 
ever as health and wellbeing becoming 
increasingly important for UK households.

I’m excited by the opportunity ahead, 
especially as the category evolves 
with more advanced new product 
development, such as the recently 
launched YAZOO No Added Sugar. It 
genuinely is a fantastic time to join the 
FrieslandCampina team.”

Cleverly named the ‘Love Takeaway, 
Actually’, the lucky winners were treated to 
a voucher and a festive doorstep surprise 
inspired by the 2003 film, ‘Love, Actually’.

Matching the famous scene where Mark 
surprises Keira Knightley’s character with 
giant white cards at her home, the winners 
were shocked to see their partners standing 
on their doorsteps in very similar fashion.

The campaign also builds on its previous 
‘reality-TV style’ advertising campaign with 
each person also being surprised by a TV 
crew.

Alice Mrongovius, CEO of hungryhouse, 
said: “Whether it’s being separated from 
loved ones, working or suffering from ill 
health, ‘Love Takeaway, Actually’ was 

designed to share little surprises and treats 
with true British heroes this Christmas.”

One of the winners, Beth Stoyles, 26, is a 
nurse and will be working over the Christmas 
period. Her boyfriend nominated her as part 
of the campaign and she was shocked to see 
him on their doorstep.

Beth said: “I couldn’t believe it when I 
saw Oliver at my front door clutching giant 
white cards with a camera crew behind him, 
so I got a huge shock! But it was worth it 
when I tucked into the delicious takeaway he 
brought me.”

Eva Jasiulaniec, 33, and Tony Elliott, 46, 
made up the remaining members of the 
winning trio.
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Hoshizaki UK is delighted to welcome Steve to head up its UK head office

Hoshizaki UK appoints Steve Loughton as UK director.

Online food delivery service Just Eat is buying rival 
Hungry House for £200m.

Just Eat consumes Hungryhouse for 
£200 million

As Hoshizaki and Gram UK will operate 
under the integrated Hoshizaki business name 
from the 1st January, Steve is set to take 
the reins of the combined organisation from 
exiting MD Glenn Roberts.

After nearly four years as managing director 
at Jestic Foodservice Equipment, Hoshizaki 
UK is delighted to welcome Steve to head up 
its UK head office.

Bringing more than 40 years of foodservice 
sales and distributor experience to the team, 
the company will benefit from Steve’s industry 
background, bringing a fresh approach to 
the innovative and evolving Hoshizaki UK 
business.

With a proven record of driving profit 
growth, Steve has extensive knowledge of 
the EMEA and North American markets, and 
is ready to embrace the challenge of growing 
Hoshizaki’s presence both in the UK and 
Europe. 

Steve Loughton commented, “I am thrilled 
to be joining Hoshizaki UK. I’m fortunate to 
be entering the business at a time of exciting 
change and ambitious growth as Hoshizaki 
UK and Gram UK come together under the 
operating corporate umbrella of Hoshizaki UK.

Change is dynamic for the whole team, 
and I am ready to lead the business and drive 
it forward, sharing our exceptional category 
knowledge with customers.

Glenn Roberts has adeptly created a very 
successful business in the UK, driving both 
an unrivalled reputation for quality innovations 
and customer service, as well as ensuring 
Gram is regarded as leading the way in energy 
efficiency within the professional refrigeration 
category.

He leaves the business in a strong position 
and one, which I intend to further nurture 
along with the core values Glenn has set”. 

Just Eat, a leading global marketplace for online food delivery which 
began in Denmark 2001 and now based in London, operating in 13 
countries around the globe, has paid £200m for Hungryhouse, which it 
bought from Delivery Hero.

Just Eat and its rivals, such as Uber and Deliveroo,have expanded 
the food home delivery market and are battling for market share.

The deal to buy Hungryhouse is a natural consequence of that 
competition.

The Acquisition is consistent with Just Eats’ strategic ambition 
to accelerate its growth and increase its market presence in every 
geography in which it operates.

David Buttress, Chief Executive Officer of Just Eat plc commented:
“The UK has long been an engine of growth for Just Eat. While we 

have significantly expanded internationally in recent years, we have 
remained focused on building a high growth, sustainably profitable 
business domestically. Through this transaction, we would extend our 
market presence in the UK and sustain high levels of growth given the 
considerable opportunity in this market.”

Just Eat is also buying a business in Canada, SkipTheDishes, for 
£66m. Shares in Just Eat rose 2.6% to 615p, valuing the company at 
£4.15bn.

News Round-up
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Lolly gives its technology predictions for the hospitality sector

The year of systems integration IGD forecasts food-
to-go market to be 
worth £21.7bn by 2021
The food-to-go market will be 
worth around £21.7 billion by 
2021, it has been predicted.

Food and grocery research and training 
charity IGD say the sector, which is worth 
£16.1bn this year, will grow by up to 35 per 
cent.

 With food-to-go specialist growing 
their scale and impact across the UK, IGD 
predicts this segment will be worth up to 
£7.1bn in five years.

The quick service restaurant sector is 
expected to be the second largest in 2021, 
worth £6bn, while the coffee segment is 
predicted to be worth £3.9bn.

Food-to-go sales at convenience, 
forecourts and other retailers are predicted 
to be worth as much as £3.3bn in five 
years, while sales at supermarkets and 
hypermarkets are expected to be worth up 
to £1.4bn.

Joanne Denney-Finch, IGD chief 
executive, said: “Over the next five years, 
we are forecasting growth of up to 35 per 
cent for the overall food-to-go market, 
providing there is a favourable economic 
backdrop. 

“Suppliers are seeking ways to expand, 
so the growth potential of this dynamic and 
rapidly shifting sector represents a really 
clear opportunity. 

“However, food-to-go is a different 
market to grocery retail and requires a 
distinct approach to succeed.”

Looking at food-to-go and coffee 
specialists, Ms Denney-Finch said: 
“Changing shopper habits will contribute 
greatly towards the strong growth of these 
two segments. 

“We are seeing a rise in coffee culture 
and our research shows that almost half 
(48%) of drink on-the-go shoppers are 
purchasing hot drinks. 

“Shoppers are also beginning to adopt 
food-to-go as a lifestyle choice which 
presents a clear opportunity for these 
operators, and coffee specialists are 
responding to this by focusing more on 
food and improved lunchtime options.”

On the growth of QSRs, Ms Denney-
Finch said: “Almost all shoppers (92%) say 
speed of service is key to their food-to-
go experience, which is partly why quick 
service restaurants are forecasted to be the 
second-biggest segment in value by 2021.

“A new, modern generation of burger 
bars and an increased focus on healthier 
options is really helping to drive this part of 
the market.”

Peter Moore CEO of Lolly, the PoS 
software house which serves small 
businesses across the UK in the hospitality 
industry, believes 2017 will be the year of 
systems integration. He comments:

“We’ll see technology companies servicing 
the hospitality sectors with a focus on 
creating seamless offerings at the Point 
of Sale. This will range from operational 
applications including reporting, CRM, loyalty 
and finance - encompassing payments and 
accounting. Hospitality specialists will be 
looking to create the best in class.

Moore also believes that card payment 
integration will continue to grow 
exponentially with the huge take up of 
contactless payments. The UK Cards 
Association has reported that spending on 
contactless cards increased to

£2.4 billion (4% of total value) with 
corresponding purchases reaching 275 
million (22% of total volume) in its latest Card 
Expenditure report.

According to the food and grocery 
research and training charity, IGD, the food-
to-go market will be worth around £21.7 
billion by 2021. This would see it grow by a 
massive 35% over the next five years. 

“The sector is seeing stiff competition, 
reinforcing the need for hospitality providers 
to really up their game,” adds Moore. “They 

need to target customers effectively, and 
those who don’t integrate their offering will 
lose business.”

Moore believes that payment processing 
will become simpler from an integration 
perspective, but there will be increased 
challenges centred around compliance - the 
set of security standards designed to ensure 
that all companies that accept, process, 
store or transmit credit card information 
maintain a secure environment.

Looking ahead of 2017, Moore believes 
that self-service tills will become more 
relevant in the hospitality environment.

“Setting up a system like this won’t come 
without its challenges, when it comes to 
security”, he adds: “But given the speed 
and efficiencies it can offer, I do think this is 
something smaller players should consider. 
It has the opportunity to drive more business 
- particularly during busier trading periods 
and it’s already working well within the retail 
environment, for example Amazon’s first 
retail outlet - Amazon Go (1).  This has taken 
it to the next level, and smart hospitality 
businesses should look at adopting similar 
technology.

“And maybe we aren’t even too far away 
from the days of being served by holograms 
- but I’ll leave that for my future predictions, 
beyond 2017…”
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The ‘Oscars’ of the Fish and Chip Industry

The National Fish & Chip 
Awards 2017

Roll out the red carpet and cue the music as the ‘Oscars’ of 
the fish frying industry prepare to return for their 29th year – 
celebrating the Great British tradition of fish and chips, our nation’s 
favourite takeaway.

Having cast the net far and wide during their judging trawl of the 
nation over the past year, The National Fish & Chip Awards are now 
set to make or break the hearts of friers from around the country as 
they announce the UK’s best fish and chip businesses.

Marcus Coleman, Chief Executive at Seafish, comments: “Fish 
and chips are a true British icon, it’s our undisputed national dish. 
The crispy battered flakes of fish and piping-hot chips are an 
inspired combination that has been loved by many generations 
before us, and will remain at our finger tips for generations to 
come.

“The fish and chip trade continues to go from strength to 
strength and it’s only fitting that we celebrate the hard-working, 
passionate friers behind some of the country’s best fish and chip 
businesses. They proudly uphold the high standards of our industry 
and help us to reinforce the UK’s reputation as the home of the 
world’s best fish and chips.” 

Growing from a single award category in 1988 to now 
encompass over a dozen categories, The National Fish & Chip 
Awards showcase a diverse range of accolades that cater for every 
aspect of running a successful fish and chip business, recognising 
everything from traditional takeaways to mobile operators and 
from young fish friers to excellence in staff training and responsible 
sourcing.

The flagship Independent Takeaway Fish and Chip Shop of the 
Year Award, which currently has a top ten regional shortlist, is 
the most hotly contested category with the eventual winner being 
named the ‘best fish and chip takeaway’ in the UK.

Toffs of Muswell Hill in London were crowned the very first 
national champions, and since then there have been 27 winners of 
the flagship Independent Takeaway Fish and Chip Shop of the Year 
Award, ranging from the Halfway Fish Bar in Dorset in south west 
England to The Bay in Aberdeenshire in north east Scotland and 
Petrou Brothers in Cambridgeshire, eastern England to Frankie’s 
Fish & Chips in far flung Shetland – all points of the compass!



News Round-up

Revolution Bars Group plc, a leading 66-strong bar and casual dining 
group, has promoted Myles Doran to Commercial Director.

Revolution bar group promotes Myles 
Doran to Commercial Director

Two men have been arrested 
over the death of 15 year old 
Megan Lee, who died on New 
Year’s Day after apparently 
suffering an allergic reaction to 
a takeaway.

Death of Megan Lee 
highlights importance 
of food safety and 
allergen management

Lancashire police are holding the two 
men, both staff members at an unidentified 
Indian takeaway, on suspicion of involuntary 
manslaughter by gross negligence.

Mike Williams, Director of food safety 
consultancy STS, says: “This tragic case just 
highlights the importance of food business 
operators treating allergenic ingredient control 
with the utmost of care.

Simple mistakes or base negligence can have 
devastating consequences.“Food business 
operators simply cannot hide behind ignorance 
when it comes to food safety and allergens.

Legislation controlling allergenic ingredients is 
no longer new having been formally in force for 
over 2 years, with the Food Standards Agency 
and other bodies running major awareness 
campaigns.

“This is the not the first case and, 
unfortunately, will likely not be the last where 
negligence has led to the death of a young 
person and business owners must stand up 
and accept their responsibility to make sure that 
allergenic ingredients are carefully controlled.

Staff members in food establishments also 
have their own responsibilities and should 
follow guidelines that they have been provided 
with. Ensuring that staff and managers are 
properly trained is of critical importance as 
is remembering that documentation detailing 
allergenic ingredient content must be updated 
as menu items change or alternative raw 
materials are sourced.

“Controlling allergenic ingredient content in 
foods is not necessarily difficult it just needs 
awareness and care with the relevant time 
and attention paid to it. As we’ve seen in this 
case, lapses can result in the worst possible 
outcome.”

Myles joined Revolution Bars Group 
in 2013 as Trading Director and has 
been involved in the Company’s product 
innovation, procurement, marketing and 
merchandising. He has successfully 
implemented internal recognition and 
incentive schemes and most recently has 
overseen external group communications and 
marketing.

Mark McQuater CEO of Revolution Bars 
Group plc said:

This appointment recognises the high 
level of professionalism Myles has shown 
and the successes achieved. From internal 
communications, through to the development 

of our drink range and optimised customer 
service, Myles has more than proven himself.”

Myles Doran, Commercial Director, 
Revolution Bars Group plc commented:

“It’s great to receive this recognition for the 
work undertaken over the last few years. The 
team at Revolution is hugely talented and I 
look forward to working with them to develop 
strategies to grow and evolve the business 
further.”

Revolution Bars Group have opened 
four new Revolución De Cuba venues in 
Harrogate, Reading, Glasgow and Aberdeen 
in the first half of this financial year.
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News Round-up

December rounds up strongest quarter for consumer spend since 2014
New research by Visa shows a steady increase in consumer spend since 2014.

The latest Visa UK Consumer Spending 
Index data pointed to a further solid increase 
in household spending at the end of 2016.

On an annual basis, expenditure was 
up +2.6%, which was down slightly from 
November’s 22-month record of +3.1%. 
Nonetheless, this rounded off the best 
quarter for two years, with expenditure rising 
at an average annual rate of +2.8% through 
the final quarter of 2016.

Channel data signalled that the overall 
increase in expenditure was driven by solid 
growth in e-commerce categories, as online 
retailers enjoyed strong sales over the whole 
Christmas period.

While face-to-face spending rose only 
slightly in December, with bricks and 
mortar retailers seeing an improvement, as 
consumers made a last minute dash for gifts 
on the high street.

According to Kevin Jenkins, UK & Ireland 
Managing Director at Visa :

‘‘Growth was once again led by the 
experience sector, with consumers going to 

Christmas markets, travelling to visit loved 
ones, or venturing to various parts of the 
country to celebrate.

Further to this, food was, unsurprisingly, 
another sector which performed well, with 
spend up 2.9%.’‘

As part of the research, Visa is tracking the 
sentiment of several small businesses across 
the UK on a monthly basis, asking about their 
views on the economy, business conditions 
and forecasts for the month ahead.

Josh Beer, The Illustrious Pub Company, 
Cambridgeshire said ;

‘‘We had an excellent December in terms 
of revenue growth. The mild weather coupled 
with the fact that Christmas Day and New 
Year’s both fell on Sundays, gave our 
customers more opportunities to host parties 
at our pubs throughout the festive period.

The year end is a crucial time for us, as 
revenue can be double that of an average 
month, so we were pleased to find people 
treating themselves to more extravagant 
dinner options.’‘

It’s A Wrap
 
It’s a Wrap manufacture high quality, bio-degradable &  
compostable custom printed greaseproof paper for  
hundreds of casual dining and fast food businesses in the 
UK and worldwide. 

From independent restaurants, through to some of the 
largest chains, we have the capabilities of producing small 
orders starting from 1,000 sheets up to millions of sheets.  
We can print in 1 colour, 2 colours or vibrant 4 colour 
process and all in registered print.

All our artwork set-up and trimming service is free of charge, 
and we have the fastest turnaround in the industry with a 
delivery time of only 7-10 working days from approval of 
artwork.

All of this has enabled 
every business an 
affordable opportunity 
to present their 
food with their own 
branding or message 
professionally. Give us 
a call on 01327 301566 
and let us help you 
make your food stand 
out from the crowd!
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Just Eat fails to 
satisfy investors
Just Eat, the takeaway app, 
failed to meet expectations over 
Christmas, prompting investors to 
cut down their shareholdings.

Omar Allibhoy to open Tapas Revolution, Eldon 
Square, Newcastle
Tapas Revolution joins the heart of shopping and dining in Newcastle

Spanish TV chef, Omar Allibhoy is 
bringing a taste of the real Spain to 
Newcastle in February 2017 with his 
biggest opening yet - Tapas Revolution, 
Eldon Square.

Dubbed the ‘Antonio Banderas of 
cooking’ by Gordon Ramsay, he’s a man 
on a mission to bring authentic tapas to 
the UK and Newcastle is his next stop.

Eldon Square, the heart of shopping 
and dining in Newcastle is the sixth venue 
for Omar’s all day, contemporary tapas 
bar concept.  Offering dishes cooked with 
the finest ingredients sourced from small 
artisan producers in Spain, all freshly 
prepared.

Served alongside premium Gin Tonics, 
in the traditional Copa de Balón (balloon 
glass) and an extensive Spanish inspired 
cocktail list created in collaboration with 
the award winning Cocktail Trading Co.

Omar’s menu will take inspiration from 
his family’s recipes that he grew up with 
and Spain’s culinary culture of sharing, 
socialising and eating. Omar says: “tapas 
is more than food, it’s part of our everyday 
culture: food and life are always best 
shared.”

Madrid born Omar has cooked for a 
whole host of celebrity and royal diners, 
including Penelope Cruz, Johnny Depp, 
Antonio Banderas, Tom Hanks, Bill 
Nighy and Prince William, The Duke of 
Cambridge.

Omar comments: “There’s a great 
restaurant and bar scene in Newcastle 
and I can’t wait to get involved in the buzz 
happening here and bring a little Spanish 
twist to the city.

Tapas Revolution in Eldon Square is my 
version of the lively and bustling tapas bars 
in Madrid, Barcelona and Seville. We can’t 
wait to open our doors!”

Open all day, the menu guides diners on 
a culinary adventure across Spain, from 
breakfast in Barcelona to dinner in Seville.

The menu is simply divided into 
fish, meat and vegetable sections, 
complemented with the best Spain has 
to offer in terms of charcuterie and their 
famous Jamon Iberico, hand carved to 
order by a skilled maestro jamonero.

Expect all the classics, such as tortilla, 
croquetas de jamon, calamares, chorizo 
cooked in Asturian cider and freshly-made 
Churros. 

There will also be ‘Platos’, large tapas 
dishes to share including Txuleton de 
ternera – Rib eye and Sirloin steak from 

10 year old cows in the Basque region 
of Spain, grass fed and aged for 40 days 
giving a great depth of flavour.

For those who just want to stop for 
a quick drink, Tapas Revolution has 
collaborated with the award winning 
Cocktail Trading Co to create a new 
cocktail menu of classics with a Spanish 
twist.

Highlights include Blood Orange & 
Cherry Royal, a blend of Larios gin, blood 
orange, aguardiente de cerezas, pimento 
dram shaken with lemon and topped with 
Cava and the Espresso Blanco Martini 
made with Veterano brandy shaken with 
espresso, milk, dark chocolate liqueur, 
Kahlua and Frangelico.

Also on the Drinks Menu is a selection of 
Spanish craft beers, including an exclusive 
in bringing the famous Rioja region’s only 
draught craft beer to the UK and a monthly 
rotating draft beer from Wylam Brewery.

There is an array of soft drinks and wine 
from a number of small Spanish producers.  
Wine is served Catalonian style with a 
porrón – a traditional wine glass pitcher 
with a long spout that’s perfect for sharing 
and is used to bring extra air into each sip.

Honouring Spain’s position as the 
biggest consumer of Gin and Tonics in 
Europe, Tapas Revolution serves a range 
of premium ‘Gin Tonics’ as well as the 
only exclusively Spanish Gin menu in the 
country.

Tapas Revolution in Eldon Square, 
Newcastle opens 13th February 2017.

Barclays said the overall growth statistics 
released by Just Eat implied that they were 
400,000 orders short of its its expectations 
of 137 million.

The miss was caused by a bigger than 
expected dip in takeaway demand over 
the Christmas period resulting in a further 
slowdown in the company’s rapid expansion.

Competition in the food delivery market 
has been intensifying, with venture capital-
backed rivals to Just Eat - including 
Deliveroo and Uber - making major headway.

Just Eat, which made its stock market 
debut nearly three years ago at 260p per 
share and now stands at more than double 
that, has responded by seeking to buy up 
smaller players.

Last month it announced a takeover of 
Hungry House, once its main challenger in 
the UK, for up to £240m.
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Catering students battle it out to win TABASCO® Hot chef competition
On 24th January 2017, at The Hospitality Show in Birmingham, eight student chefs will compete at the finale 
of the 5th annual TABASCO® Brand Hot Chef Competition in partnership with the Craft Guild of Chefs.

Issue 41 February 2017     |     17

The winning chef will receive an all-
expenses paid trip to Avery Island, Louisiana 
where TABASCO® Sauce has been made for 
nearly 150 years by McIlhenny Company.

The annual event celebrates the next 
generation of emerging chefs with a multi-
stage cooking competition.

This year’s theme centres around the 
growing trend of “slow cooking” which 
challenged catering college students of 
all ages across the country to create a 
slow cooked recipe using their choice of 
TABASCO® pepper sauces as well as two 
sides to accompany the dish.

The 2017 finalists come from four catering 
colleges across the country including 
Westminster Kingsway College, South 
Downs College, Guernsey College of Further 
Education and West Kent College. The 
competitors submitted dishes inspired by 
traditional British ingredients as well as 
Louisiana fare.

Judging the finale are TABASCO® Brand 
Corporate Chef Gary Evans, Vice President 
of Craft Guild of Chefs Steve Munkley, 
Flagship Group Development Director Lee 
Tyan and Whitbread Executive Chef Dave 
Rust.

The judges will be looking for a slow 
cooked recipe that is full of flavour, taste 
and has ease of service. The finalists will 
have one hour to prepare and serve their 
dishes. The competition is from 3:10-4:10pm 
in the Live Theatre. 

Judge Gary Evans said, “TABASCO® 
pepper sauces offer more than just heat, 
they awaken and enliven food, adding real 
flavour. We’re looking for dishes that use our 
sauces to make slow cooking even better.”

Now in its fifth year, the competition 
received 20 entrants in total. In the first 
round, entrants were invited to showcase 
their recipe in front of judges at University of 
West London on 21st November 2016.

Here the students were also given a 
masterclass in TABASCO® pepper sauces 
tasting all four flavours. The judges then 
selected eight chefs to take part in the final 
round at the Hospitality Show.
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Clear up regarding food scares to help prevent 
food chain being compromised
Researchers from the University of Surrey have developed a new 
comprehensive categorisation of food scares, a new study in the British 
Food Journal reports.

In light of new research revealing 
the great British pub continues to 
make way for 6,000 new eateries 
across England, Scotland and 
Wales.

Cafes and Fast Food outlets 
on the rise

The food sector is now a world market with 
products sourced from all over the globe to 
meet the growing demand of consumers for 
diverse food stuffs regardless of seasonality.

Fulfilling such demands has led to the 
creation of complex food supply chains 
which have limited traceability and 
accountability mechanisms, increasing the 
likelihood of food scares.

Researchers in this study found that 
a single, comprehensive and useable 
categorisation of food scares did not exist. 
Such categorisations are useful in developing 
strategies for reducing the frequency and 
severity of scares.

However, those in existence were deemed 
to be too simplistic as they did not allow for 
cross categorisation of factors which could 
compromise the food chain.

To give greater clarity and consistency to 
the sector, researchers from the University 
of Surrey worked with industry experts to 
develop a new categorisation system.

Unlike previous systems, this new 
categorisation structure enables a food scare 
to be classified according to both its physical 
manifestation (chemical/physical or biological 
contamination) and the origins of the scare 
(wilful deception and/or transparency and 
awareness issues).

By highlighting where and how the 
nature of different types of food scares 
overlap, this classification will enable risk 
management teams to address categories 
of potential scares in a systematic way and 

develop effective strategies to avoid future 
occurrences.

Co- author of the report Professor Angela 
Druckman from the University of Surrey said: 
“With food scares becoming more frequent, 
it is important that we have a categorisation 
system which enables efficient development 
of strategies to tackle such compromises to 
our food supply.”

Dr Elizabeth Whitworth from RSK ADAS, 
and formerly of the University of Surrey, said: 
“The salient feature of the new categorisation 
is that it distinguishes between scares 
caused by wilful deception, and those that 
are caused by transparency and awareness 
issues.”

During the study researchers also found 
current definitions of the term ‘food scare’ to 
be inadequate as they fail to acknowledge 
consumers’ lack of trust in the food chain.

Researchers pointed to the 2013 horse 
meat scandal, which although was not 
harmful for human consumption, created a 
wariness amongst consumers of the food 
and supply chain.

Hence a new definition of a food scare was 
developed:

“A food scare is the response to a food 
incident (real or perceived) that causes a 
sudden disruption to the food supply chain 
and to food consumption patterns.” 

This new recommended definition takes 
into account that it is the response of 
consumers in their purchasing decisions that 
elevates a food incident to a food scare.

The largest growth areas included lounge 
bars (116%), cake makers (51%), juice bars 
(46%) and speciality restaurants. 

There was also a 31% increase in the 
number of coffee shops. Indian, Italian 
and Chinese are the most popular types of 
restaurants across England, but there are 
regional quirks as well - in Leeds, there has 
been a rise in Spanish restaurants, while 
American diners are proving to be popular 
in Bristol.

Founder of The Restaurant Club, Louisa 
Walters, says “Eating out has become the 
number one leisure activity in the UK, with 
restaurants and cafes fast replacing pubs as 
the go-to venue for socialising. 

Independent outlets have recognised the 
need for fresh, healthy ingredients served 
in convivial surroundings with a regularly 
changing menu to keep customers’ interest 
piqued.”

“The Restaurant Club is thrilled to be 
working with so many independents who 
have stepped up to the mark, and are 
keeping their customers coming back for 
more by offering incentives through schemes 
such as ours.

 But our restauranteurs tell us they are 
under pressure from the chains who have 
greater buying and advertising power. 
Therefore, we are calling on everyone to 
support their local independent eateries so 
they can continue to offer an outstanding 
experience.”
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News in brief

Meadow Vale 
Foods release new 
Homestyle range

BURGER KING® launches new 
Cheddar Collection 

BURGER KING® has launched its new 
Cheddar Collection. 

For a limited time only, the three cheesy 
burgers will be available for diners to 
sink their teeth into. 
The tantalising new line-up features the 
Cheddar WHOPPER, a combination 
of a WHOPPER patty, a four cheese 
patty which includes cheddar, tomato 
and lettuce topped off with a dollop of 
cheddar cheese sauce and sandwiched 
between a tasty cheddar-infused bun.
Also available is the lip-smacking 
Cheddar Tendercrisp. This features a 
succulent chicken breast, topped with 
a crunchy four cheese patty which 
includes cheddar, tomato, lettuce and 
mayo, with a layer of cheddar cheese 
sauce.
The line-up is completed by the 
premium Smokey BBQ Angus. This 
burger sandwiches a thick Angus patty, 
heaps of bacon, American cheese, 
tomato and lettuce between a corn 
dusted bun. It also includes an added 
layer of tangy BBQ sauce.
Also in the collection is the new Nacho 
Cheddar Bites. 
Gustavo Reichmann, General Manager 
for BURGER KING® UK, said: 
“BURGER KING® is firmly committed to 
delivering innovative, great-tasting food 
at affordable prices for all our customers
“Guests have been asking us for a 
cheese-based menu, and with the 
new Cheddar Collection we hope to 
include burger combinations that suit all 
palates so we can continue to excite our 
guests.”  

 
Meadow Vale Foods have now released 
a range of chicken products to cater for 
the delivery market.  
 
   The new products, known as the Homestyle 
range, will include a hand-cut and hand-
covered coating that keeps the temperature 
within the product higher for longer.

The Homestyle range will be made up of hot 
and spicy bites, breaded strips and southern 
fried fillets. 

Catering to the needs of the delivery market, 
each product will also include whole muscle 
chicken, which looks to keep the meat more 
succulent under a heat lamp.

Meadow Vale are currently offering a bag 
of Homestyle completely FREE to business 
owners.

You can claim your free bag here:  
https://www.homestyletrymefree.co.uk/

 
Wrap it up opens new Liverpool 
store 
 
Wrap it up expand further with all 
new Liverpool store with breakfast 
offerings 

They spent a lot of time considering 
their next store location.
But, finally Wrap it Up! have decided to 
take base in Liverpool.
They will be serving cups of coffee on 
North John Street along with ‘brekkie’ 
treats until 10:30am every day to 
celebrate the new store opening. 
10 classic wraps will also be making an 
appearance like their warm Roti and hot 
Mexican Club. 
Keep an eye out for when they drop 
their FREE WRAP DAY date so you can 
drop all your plans and be the first in 
line.
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Steelite International launches new 
casual dining collection 
 
Market leading tableware 
manufacturer, Steelite International, 
has broken new ground to launch its 
new collection, ‘Scape’. 
   Market leading tableware 
manufacturer, Steelite International, has 
broken new ground to launch its new 
collection, ‘Scape’.
Scape is inspired by the natural world 
with tactile textures and subtle colours. 
Ceramic pieces in pure white or cool 
grey, clear or smoky glass and muted, 
earthy tones of melamine blend together 
into a versatile range.
The collection’s mix and match 
components of 20 ceramic, 16 glass 
and 27 melamine items offers limitless 
combinations of colour, material, texture 
and form. The purpose behind the 

collection is for customers to become 
curators and create a unique style of 
their own.
Steelite’s lifetime edge chip warranty 
guarantees Scape’s ceramic items 
against cracks and breakages, providing 

CESA’s Group Buyer Programme 
will connect VIP visitors and 
exhibitors  

‘Virtual concierge’ helps group buyers 
make the most of their time at the 
Show
   CESA’s Group Buyer Programme is 
back, this time helping key foodservice 
operators get more out of their visit 
to the Great Hospitality Show.  It 
also helps CESA members who are 
exhibiting at the Show, by pointing 
buyers in the direction of products they 
want to see.  The programme was first 
launched at Hotelympia 2016, where it 
was responsible for a 13% increase in 
attendance from group buyers. 
 The Group Buyer Programme gives VIP 
visitors an exclusive virtual concierge 
who will help them quickly find the 
products they want to view. 
 The first part of the programme has 
already been completed, with a highly 
targeted marketing campaign inviting 
VIP buyers to join the programme in 
order to fast-track their visit and make 
best use of the time they have at the 
show. 
 The Group Buyers Programme app, 
available for both IOS and Android, 
allows exhibitors taking part in the 
programme to access data on buyers 
when they visit the stand, including 
contacts, head office records and 
current suppliers.  CESA members who 
sign up for the scheme have access to 
the full universe of every group operator 
and their key buyers, via the app, to 
encourage attendance. 
 The app also features a function that 
alerts exhibitors when VIP visitors are ‘in 
the hall.’

the form and function that customers 
have come to expect from the world-
leading manufacturer.
Heather Lovatt, head of marketing at 
Steelite International, said: “Scape is 
a trailblazing collection that makes 
it possible for operators to stay on 
trend yet showcase their individuality. 
Our customers tell us they want to 
personalise the dining experience they 
offer, and from laid back casual to fine 
formal, Scape will work in harmony with 
any style.
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Chips & Potato Products

The potato has always 
been considered a 
diet staple due to its 
nutritional benefits and 
versatility.

In today’s society where consumers 
have a growing appetite for new tastes, 
food trends and experiences the old 
fashioned chip/ potato accompaniment 
has developed quickly.

Chips have always been a favourite 
with consumers and a high percentage 
of meals in the QSR market will be 
accompanied by some sort of potato.

The many different forms that potatoes 
can be served in means that they are a 
popular choice for many businesses. 

Our newfound love affair with sweet 
potatoes and the emergence of the 

curly fry suggests that chips and potato 
products are here to stay.

Restaurants have started giving 
customers more options through the 
use of multiple potato varieties; different 
cooking oils; additional seasonings, 
spices, dips, and dressings; and even 
other fried veggies.

There is a lot of innovation going on 
right now to build more interest in fries 
as a side or a snack.

Over the next few pages we will speak 
to some of the leading industry voices 
about their products and the way that 
you can use them to increase your 
turnover.

On the panel this month we have:
Catherine Rigg, McCain Foods’ Senior 
Product Manager. Nic Townsend, 
Marketing Manager, Farm Frites UK & 

Ireland. Al Thaker, Marketing Manager, 
McCormick (UK) Limited. Mohammed 
Essa, Commercial Director, Aviko UK.
Calum Richardson, Owner of the award-
winning The Bay Fish & Chips

How important are chips 
and potato products 
to the food-to-go/QSR 
sector?

Nic Townsend, Marketing manager at 
Farm Frites UK & Ireland commented : 
’’the potato is versatile and continues to 
be a popular side dish within the food-
to-go and QSR sector.

 Consumers expect to see a potato 
option to accompany a main dish and 
are increasingly aware of the variety 
of options available when it comes to 
potato products.
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Chips & Potato Products

 As a manufacturer of potato products, 
we are responding accordingly with an 
ever-increasing range of options to add 
more variety to menus.’’

Mohammed Essa added:’’ With 47% 
of all out-of-home potato servings 
being sold in quick service restaurants, 
potatoes and chips are hugely important 
to this sector.’’

Al Thaker also gave some insight into 
the market, saying:’’ Potatoes really are 
the gift that keeps on giving, especially 
to food-to-go/QSR operators.
They are ideal as a blank canvas for 
exciting seasoning products, which can 
elevate them from standard fare to the 
most sublime feature on a menu!’’
Catherine Rigg, Senior product manager 
at McCains agreed with the above, 
however, highlighted the importance of 
quality surrounding the chip and potato 
product market and emphasised the role 
of quality when serving them alongside 
other dishes on your menu.

Callum Richardson commented further 
supporting the importance of quality 
chip and potato products, saying:’’ Fish 
and Chips count for 95% of our sales at 
The Bay Fish & Chips.’’

What are the latest 
trends in terms of chips 
and potato products?

As consumer demand has shifted from 
traditional sit-down meal teams to more 
casual all-day dining, the way chips and 
potato products are being served is also 
changing.

Mohammed Essa said that there has 
been a notable increase in the demand 
for sweet potato products on menus 
over the last few years as consumers 
look for a healthier option.

Speaking to QuickBite, he said:’’ We’ve 
seen sweet potato grow in popularity 
out-of-home in recent years – as 

demonstrated by the success of our 
Sweet Potato Fries – and the consumer 
demand shows no sign of fading. 

There is however, an increased pressure 
for QSR operators to switch up their 
sides which is why Aviko has introduced 
Sweet Potato Diced to the range, 
helping operators to not only meet the 
demand for sweet potato sides but also 
add value to their menus by offering a 
premium product with a real point of 
difference. 

Sweet Potato Diced works hard across 
menus thanks to its versatility – perfect 
as an accompaniment to a main course 
such as a burger, or as an addition 
to light bite menus, the vibrant and 
versatile cubes of sweet potato can 
also enhance a range of dishes as an 
ingredient, in salads and wraps, as well 
as curries and stews.

However, Catherine Rigg touched 
upon the emergence of ‘topped’ chips, 
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saying:’’ ‘Topped’ chips are on-trend, 
easy to prepare and enable you to 
charge a premium price for very little 
additional outlay. 

They are also a simple way to add 
variety and excitement to the menu, 
potentially increasing customer 
enjoyment and encouraging them 
to stay for longer. They can also be 
ordered as a side to make main meals 
more interesting. 
First found on street food and casual 
dining menus, topped chips have been 
so popular that consumers are now 
expecting to see these kind of options in 
other dining establishments. 

We are also now seeing topped wedges 
and even hash browns on menus as 
caterers look to extend the trend and 
find new ways to stand out. If you’re 
not sure about their appeal to your 
customers, start with a simple option, 
such as cheese, or a seasoning, such as 
rosemary salt, to gauge feedback before 



developing the offer.

With that said, Al Thaker added: 
’Seasoned chips are trending hugely, 
consumers are ever more adventurous 
when it comes to food, seeking out new 
flavour experiences. 

But latest research shows they’re also 
creatures of habit who – when it comes 
down to choosing something from a 
menu – will often be happiest enjoying a 
classic or traditional dish. So, operators 
should offer a twist on a classic.

A new take on a classic dish will wow 
the customer and keep the menu fresh. 
The trick is to offer the reassurance of 
the traditional dish but with a twist that 
surprises and seduces!

Yet according to Nic Townsend the 
traditional is still popular, adding:’’Our 
new Ultimate Chip also satisfies the 
demand for premium by offering a 
chunky, rustic looking chip with the 
perfect crunch and fluffy inside. It goes 
beyond triple-cooked and we have 
worked hard to make a product which 
is on a par with what chefs would make 

themselves. Our Ultimate Chip offers 
high quality premium chips with less 
mess and less labour-intensive prep.

Chefs shouldn’t feel they need to 
reinvent the wheel when it comes to 
having a premium side dish. It’s all 
about premium chips.’’
For some operators such as Calum, 
there is no option but to have chips 
on the menu. Chips are at the core of 
The Bay Fish and Chip Shop, Calum 
commented:’’ At The Bay, we prepare all 
of our potatoes on-site.’’

How can food-to-go 
and QSR operators 
encourage add-on 
sales through chips and 
potato products?

Mohammed was first to answer this 
by saying: ‘’ Innovation is key – there 
is increased pressure on operators to 
offer customers something different 
and operators that meet that demand 
will reap the rewards when it comes to 
sales. 

One simple but effective way to do 
this is by upselling more premium 
toppings on potato products. Take 
jacket potatoes for example – it’s easy 
to get stuck in a rut and serve standard 
toppings such as cheese and beans, 
tuna mayonnaise or chilli con carne, 
but with 89% of consumers wanting to 
see greater variety on menus, including 
more innovative fillings, it’s clear that 
consumers want to be offered more 
choice.’’

Nic agreed, adding:’’ Choice sells! 
A variety of potato options allows 
consumers to feel that they can 
personalise their meals and it also 
offers the opportunity for operators 
to upsell.  Whether that’s a choice of 
upgrading from skinny to thick-cut 
chips, wedges to fries or the option 
of a skin-on product – they all offer a 
perceived added value which operators 
can benefit from.

The theme of elevating products to 
encourage add-on sales continues with 
Catherine agreeing re-iterating her point 
on the increased popularity of ‘topped’ 
fries in the market.
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Further to this, Al Thaker also 
comments:’’ Side dishes have been 
taking centre stage recently and there’s 
no better way to encourage add-on 
sales than by elevating fries, chips and 
wedges – and other vegetables – into 
taste-bud tingling temptations.’’

In contrast, Calum Richardson takes 
a slightly different view, saying:’ this is 
where staff training is important. When 
staff have dialogues with customers it 
helps to up-sell items such as Curry 
Sauce or Homemade Tartar Sauce – all 
of which create bigger profit margins.’’

What equipment is 
available to help 
food-to-go and QSR 
operators serve chips 
and potato products 
quickly, without 
affecting taste and 
quality?

Calum commented:’’ You must have 
a good relationship with your potato 
supplier so you can trust they’ll be 
providing you with a consistent product.

 At The Bay, we use a product called 
‘Testo’ which checks the oil quality 
every day. We also have timers on the 
pans, which means I can easily change 
the temperature on each pan to keep it 
consistent. 

Having technology like this in place 
helps me concentrate on other areas of 
the business instead of worrying about 
the temperature and quality of the oil.’’

What does the future 
hold in terms of chips 
and potato products?

Nic was first to answer this by saying:’ 
’Premiumisation will continue to grow 
as a trend as operators catch on to the 
benefits both to their menus and to 
profit through upselling. 

This and the trend for customisation 
is starting to appear in the QSR sector 
from casual dining and I think we will 

start to see more of this in the food-to-
go market too.’’

Calum agreed, adding:’’ The future looks 
bright for potatoes. The potato and chip 
market is huge in the UK and I know it 
will keep growing and growing. 

It all comes down to the relationship 
between the supplier and the business 
and also how the staff tells the journey 
of the humble potato; after all, spuds 
have quite a story to tell!’’
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Calum opened The Bay with his 
wife Lindsay in 2006, and recently 
just celebrated the business’ tenth 
anniversary.  
 
It’s amongst the most highly rated 
restaurants in the UK from the 
Sustainable Restaurant Association and 
is also the first fish and chip shop to 
receive the Marine Stewardship Council 
accreditation for 100% traceability 
of its North Sea haddock from sea to 
plate. The Bay’s white fish comes from 
Coupers in Aberdeen, the langoustines 
are sourced from local boats in 
nearby Gourdon and the lobsters from 
Stonehaven harbour, just a stone’s 
throw from The Bay itself. The Bay’s 
specials board always shows the Catch 
of the Day, which features the freshest 
in-season fish straight from the market 
that morning, and also the farm that 
grew the potatoes used for The Bay’s 
chips. This ensures full traceability, from 
sea to plate and from field to fork.

Calum uses the prime location of The 
Bay to showcase the best of Scotland’s 
natural larder with 95% of ingredients 
being sourced from within a 50-mile 
radius. The Bay is passionate about 
ensuring the delivery of quality produce 

and environmentally friendly business 
practice. They only use environmentally 
friendly cleaning materials and they 
carefully monitor all use of electricity, 
gas and water with real time energy 
monitors bringing considerable savings. 
Any food waste is recycled by a local 
firm and turned into high-grade compost 
and the frying oil is collected and turned 
into biodiesel fuel for a local delivery 
lorry. 

In 2013, The Bay was awarded the 
prestigious Independent Takeaway 
Fish & Chip Shop of the Year Award. 
This was a major highlight in Calum’s 
career and opened up many doors for 
the business. It also enabled Calum to 
become a highly respected ambassador 
for Scottish seafood and Scottish 
fishermen. 

Following the win, everything took off for 
Calum.

To kick things off, Calum created a 
bespoke Premium Bay Batter, which 
is free from any additives or artificial 
colourings. It only contains three 
ingredients; flour, raising agents and 
salt, and is available for both retail 
and foodservice use, as well as being 

the only batter used at The Bay. 
Calum supplies ESS Support Services 
Worldwide, part of Compass Group UK 
and Ireland, with the bespoke Premium 
Bay Batter. The batter is distributed to 
all of the ESS offshore units in the North 
Sea as well as Government Services, 
the Defence Sector and Restaurant 
Associates.

At the beginning of 2015, Calum 
launched The Bay’s first mobile kitchen, 
The Bay on the Road. It’s used to 
spread The Bay’s messaging about 
sustainability, provenance and nutrition 
further afield and it’s in high demand 
for birthday parties, corporate events, 
fundraisers, weddings and festivals – all 
taking place right across the UK.

2016 was a non-stop year for Calum; 
bumper bookings for The Bay on 
the Road, major contract deals 
with worldwide companies for the 
distribution of The Bay’s batter, a trip 
to Japan to promote and showcase 
the best of British fish and chips and 
a major step forward in changing the 
stereotypical, and often negative, 
preconceptions of fish and chip shops 
by presenting the food and premises in 
a positive and sustainable light.
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A pioneer in the 
kebab renaissance 

project
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Businesses in the food and drink 
industry are constantly looking for the 
latest products and trends as well as a 
gap in the market for new concepts.

In terms of kebabs and skewers, the 
high streets of the UK are filled with 
takeaways and shops as the consumer 
demand is high.

All of this means that business owners 
and investors who operate in this sector 
have to stand out. 

With the pace and demands of everyday 
life increasing all the time, so too are the 
demands of consumers in relation to the 
fast food they eat. 

One of the latest trends to take off is 
gourmet fast food and the pioneers 
at We Grill have found the perfect mix 
of healthy on-trend food elevating the 
traditional kebab.

We Grill founded by Tarek El-Yafi strives 
to combine healthy with tasty and local 
with seasonal. 

His aim was to create the finest quality 
products, a vision which continues as 

his business, continues to expand. 
By working closely with customers 
and staff, We Grill stands out from the 
competition as a market leader and it is 
fair to say that they are one-step ahead 
providing a fresh perspective of the 
kebab, combining traditional influences 
with modern techniques.

We Grill is certainly a promising entrant 
in the growing premium product/ casual 
dining market.

We caught up with Tarek to find out 
more about the menu, the demand and 
his plans for We Grill in the future.



We are seeing more 
and more people 

relying on places for 
their lunch. There 

has never been more 
concepts springing 
up in the city than 

“
What is the ethos of the 
company? 
We aim to provide high quality food and 
drink at unbeatable value and speed. To 
source locally where possible and never 
compromise on flavour, speed, health 
and most of all customer experience. 
We also ensure we provide an enjoyable 
place to work for all our staff
 
When did you open we grill? 
 January 2015
 
Where did you get your 
design inspiration for the 
format of the outlet?
 I had worked in various places and 
knew about a lot of concepts in the 
industry from working in the city for over 
7 years
 
How strong is the food to go 
sector at present?
 Very strong. We are seeing more and 

more people relying on places for their 
lunch. There has never been more 
concepts springing up in the city than 
right now 

How would you describe 
your menu?
 Skewers, sides, salads, dips and 
soups. The inspiration for our products 
and flavours come from all over 
the world without being tied to one 

geographical location. This is the kind of 
food you would make at home as part 
of a healthy lifestyle. Furthermore we 
pride ourselves on having no third party 
interference as we make everything from 
scratch fresh daily
 
What are the latest flavour 
trends you are seeing on 
your menu?
We are seeing that our customers love 
a mixture between east and west, north 
and south. For example one of our most 
popular dishes is our sweet potato dip 
which is infused with Cayenne Peppers 
and Miso
 
What are the most popular 
items on the menu?
 Well, the aforementioned dip as well 
as our Red Rice and Red Quinoa salad 
which is dressed in a subtle ginger, 
curry and maple syrup flavour. On the 
skewer side the Cajun Chicken is very 
popular as is our Veggyball with Tahini 
and our Family Recipe Lamb Meatball
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One of our most 
popular dishes 

is our sweet 
potato dip which 
is infused with 

Cayenne Peppers 
and Miso

“

What works best for your 
business delivery or food to 
go? 
Both are integral to our success. We put 
great stock to make sure both are on 
point to deliver the maximum We grill 
experience to all our customer
 
What set you aside from 
other similar businesses in 
your area? 
Our speed, our prices versus quality 
ratio and the health aspect
 
What are your plans moving 
forward? 
We are looking at a second site after 
2 years of full operation. This new site 
will see a tweak to the current concept 
which we are very excited about. It will 
allow the customer more choice and 
deliver a truly unique experience to  
them.



    Tea Review 
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The QuickBite
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Joe’s Tea

 Isle Of 
Harris  
Gin Tea

Tea is the most consumed 
beverage on the planet. 
 
As a nation, Britain has been built on tea. With an estimated 60 billion cups of 
tea being consumed in Great Britain during 2016.

Tea is uniquely an everyday, throughout the day beverage. From a cup of tea 
over the Sunday papers in the local café, to a strong brew to kick-start the 
working day.

However, the landscape of the tea market has changed massively in the past 
few years.

Tea has entered an era of value creation, once deemed a low priced 
commodity, recent growth in the sector has changed the public’s perception. 

As consumers look for what they perceive to be healthier products, growing 
health awareness continues to drive consumers towards fruit/herbal, as well as 
green tea variants.

This change in demand has seen the once national favourite, Black standard 
tea suffer a 2% decline in value in 2015 due to the limited variety.
The ‘tea-scape’ is adapting to the changing demands of the modern-day tea 
drinker, tea is becoming in some parts a luxury product as sales for loose-leaf 
teas have increased a lot over the last few years. 

The market has seen plenty of innovation that can help to encourage the 
purchasing of a wider repertoire of tea products.

Over the next few pages we speak to some of the leading industry voices in 
the world of tea and hear their views about consumer buying habits, the latest 
trends and what to look out for over the next 12 months.

We then taste samples from some of the UK’s finest producers and give you 
the rundown on the blends that you should be selling.

We started by asking our panel about the most popular blends on the market 
at the moment and it was really interesting to hear a difference in opinion.
Hot tea is only second to bottle water in global consumption but with Black 
Tea in decline, how will the industry leaders adapt to this shift in popularity?

The Limited Edition Isle Of Harris Gin 
Tea proved within 12 hours of being 
on sale to be a bestseller. Using the 
same unique botanicals and key 
ingredient, Scottish sugar sea kelp 
as the Isle Of Harris Gin, eteaket set 
about producing a Herbal Tea Blend 
to compliment this truly unique spirit. 
The naturally caffeine free tea blend 
includes juniper, coriander, angelica 
root, orange peel, liquorice root and 
sugar kelp which is hand harvested by 
a local diver from the deep underwater 
forests of the Outer Hebrides.  This 
unusual botanical gives the gin (and 
now this tea) its distinctive flavour and 
special smoothness, along with a zing 
of grapefruit. Eteaket have created 
a tea blend like no other.  Available 
whilst stocks last as 100g Loose Leaf 
(£7.95)  online, in Store (111 Rose St, 
Edinburgh) and at their Tea Room (41 
Frederick St, Edinburgh). 
 
Eteaket Isle of Harris Gin Tea - This 
is a well-balanced loose leaf Infused 
Tea with a rich taste of the juniper 
berries followed by a natural taste 
of tonic. This would be a perfect 
infused Tea to add to your café shop 
menu to create a buzz around your 
offering.  
 

The award winning Joe’s Tea Co. is bringing tea out of the realm of the old 
and stuffy and reinventing Britain’s favourite brew for a foodie generation. 
Our bodies might not be as temple-y as we’d like, but when it comes to a 
simple slurp of tea, we might as well treat ourselves to the finest taste and 
ditch the chemicals.  Joe believes in fuss-free organic because tea needs 
properly looking after in happy soil to be its best, that’s why we only use 
organic tea, herbs and fruit in our blends, grown to perfection using old-
school organic farming methods.Twitter: @etiltd Instagram: etiltd 
 
Joes Tea Co. Peppermint – Pure and simple organic peppermint, a 
refreshing and mellow garden mint infusion. These good to go fuso 
pyramid bags are sure to add a touch of class to any menu.



Hope and  
Glory

Tea Review

Flora Tea

To tea or not to tea, quite simply, is 
never the question. Here at Hope & 
Glory®, we believe that the tea you 
take should always be top notch. 
Our vision and ethos is to bring 
excellent teas and extravagant tea 
experiences to our nation of tea 
lovers, all across the country and 
the Globe.

Founded in Dec 2015, Hope & 
Glory® is the brainchild of Nina 
Chudasama - steeped in British-
Indian history and being inspired 
by her father’s tales of India, 
remembering the smell of Masala 
Chai coming from her parents’ 
kitchen.  Working with her husband, 
Bharat, the brand’s Tea-Master 
and renowned tea expert, Angela 
Pryce, Nina has spent the last few 
years learning about tea blends 
and ethical ways of bringing these 
to the marketplace. The blends are 
entirely Organic, whole-leaf and 
hand-picked from around the globe, 
having been blended particularly 
for the British palette. The Hope & 
Glory® are also keen supporters of 
the Fairtrade Foundation and Ethical 
Tea Partnership, who support the 
tea industry by ensuring better 
prices and working conditions for 
tea farmers and their workers. 
 
Hope & Glory Masala Chai - 
Strong chai flavour, perfectly 
balanced with spicy undertones 
that complement the tea well.

Afternoon Tea may NEVER be the same again! 

As Seen On BBC Dragons’ Den. Multi-Award winning London based wholesale & 
online retail tea company for unique Flora Tea concept and loose leaf tea & glass 
tea sets. 

We aim to create an experience whilst enjoying our premier tea that present 
beautiful moments and stimulates all senses.

Flora teas™ are hand-tied individual first-pick tea tips (Green tea) with selected 
dried aromatic flowers forming a tea ball/heart, which reveals its secret centre 
when placed in boiling water, blooming into an artistic and captivating flower 
display with an enriching taste.
 
Flora Tea™ brings an Artistic, innovative and simple way to enjoy the real tea. 
Presents the perfect wow factor, amazing drama and the art of tea. 
 
The best kept secret in tea… until now! Once Discovered, Never Forgotten! 
 
Flora Tea Jasmine With Love – Like no other tea you have seen before, 
Flora Tea’s range creates an experience you will not forget, stimulating all 
the senses, this tea not only looks amazing but also tastes great too, and 
this tea range is perfect for a high-end coffee shop.
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No More Tea Bags

Tea Review

Tregothnan

Aerosol tea might sound strange, but it could help cut down queues, waste and storage space for 
companies in the Food-to-Go and QSR sector. 

Aiming to significantly reduce the time taken to prepare hot drinks, No More Tea Bags is based on 
a new patent pending technology which allows for high quality liquid teas to be contained in an 
aerosol style recyclable can. This means tea can be dispensed into a mug or paper cup, hot water 
and milk added and the perfect cup of tea created without the need for waiting for brewing or having 
to mess about with and dispose of tea bags.

It’s not just convenience that appeals about No More Tea Bags however. 
Only using high quality tea, which is brewed for optimum flavour, No More Teabags offer three 
flavour varieties. Alongside Original there is also Earl Grey, made with leaf 
tea rather than fannings, and, hoping to appeal to the ever growing green 
tea market, a Jasmine offering, which captures the taste of high quality 
jasmine green tea in this convenient and easy format. 
 
No More Tea Bags - New and innovative product, delivering tea with 
milk in a quick spray – all this means a fast and refreshing brew, with 
no mess or fuss! 
 

Tregothnan’s GREAT British tea is our most 
traditionally British breakfast blend. Brought to 
life on the Tregothnan estate as part of the GREAT 
Britain campaign, an initiative from Downing Street 
to celebrate Great British produce and inspire the 
rest of the world to to visit, do business, invest and 
study in the UK. As tea is Britain’s number one drink 
and Tregothnan is the most British tea in history, 
this bold brew is the cornerstone of our unique and 
pioneering business. 

This year has seen us grow beyond the realms of 
traditional black teas and herbal infusions with the 
development of a smoked tea. ‘Resvrgam’ (meaning 
‘to rise again’) marked the 350th anniversary of the 
Great Fire of London in 1666. In commemoration of 
this event we formed a unique partnership with St. 
Paul’s Cathedral in celebration of Sir Christopher 
Wren’s iconic masterpiece rising from the ashes. Our 
Classic Tea was smoked over oak aged for over 350 
years to give a subtley sweet and smoky flavour.  
 
Tregothnan – Great British Tea - Puts the English 
into English tea - grown in Cornwall this loose 
leaf tea, also available in teabags, makes a strong 
brew with a hearty mix of Cornish tea leaves and 
premium Assam.



CLipper Tea

Teapigs

Tea Review

PG Tips

“Reflected in its “Natural, Fair and 
Delicious” strapline, Clipper, has 
built its name around two core 
values – great-tasting natural 
products with no added or hidden 
nasties, and a deep commitment to 
Fairtrade sourcing. Combined with 
its bright, colourful packaging and 
simple, playful tone of voice, Clipper 
consistently surprises and delights 
consumers around the world and has 
developed a strong brand reputation. 

Created in 1984, Clipper was the 
UK’s first Fairtrade tea company. It 
was also the first to sell green tea 
in supermarkets. Today it continues 
to lead the way with new innovative 
products such as fruit blends and 
green teas, as well as winning over 
the hearts of traditional black tea 
lovers.” 
 
Clippers Wild Berry – Making a tea 
stand out can be rather difficult 
in such a competitive market 
however the team at Clipper have 
created a vibrant organic wild 
berry infusion with great colours 
and a delicate finish, this tea from 
Clipper adds to their extensive 
range and could be a great way of 
adding value to your drinks menu.

teapigs is the UK’s leading super premium tea company. Trained tea taster and 
co-founder, Louise, selects only the very best quality whole leaf teas, herbal 
infusions and matcha teas out there. We have an unrivalled range of 28 teas for 
all business needs - retail, foodservice and hospitality - and a super point of 
sale and tea training program at our in house tasting room.The teapigs ethical 
scheme supports vulnerable young people in a ’teapigs house’ in Rwanda 
through on-pack donations, we have raised more than 150K so far. We source 
some of the tea for our signature everyday brew from the area surrounding 
Gisenyi Rwanda. teapigs has been voted best tea brand by independent retails 
for 6 years running and our teas have won over 70 Great Taste Awards - our 
mums are very proud! 
 
teapigs Matcha Green - A powdered, organic green tea that packs a punch. 
This cleansing tea is the perfect start to a healthy morning.

PG tips has released a new 
range of speciality teas and 
fruit & herbal infusions so 
foodservice operators can 
offer the UK’s top selling 
flavours from the nation’s 
favourite tea brand.  

The new range includes English Breakfast, Earl Grey, Green Tea, Camomile, 
Peppermint and Raspberry in foil fresh envelopes. PG tips has also launched a 
mixed case, which includes 25 envelopes of each flavour. 

Rhodri Morgan, marketing manager for Tea in Unilever Food Solutions, said: 
“Growing health awareness continues to drive consumers towards teas which 
are perceived to be healthier. For example, fruit and herbal infusions have seen 
6% growth in year on year sales, while green tea sales have surged by 12%. So 
we’ve released a new range to help operators appeal to younger consumers and 
grow frequency of sale.” 
 
PG Tips Green Tea - When you need a break, PG Tips Green Tea is at the 
ready. An invigorating blend of green tea. 
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Yorkshire Tea

Tea Review

Tetley Cosy Tea
Tea is a key driver of the hot beverage 
category out of home, with growth in 
the tea market more than doubling 
from 1.6% to 3.6% in 2016, with 
a staggering 4 billion out of home 
occasions last year alone, as 
revealed in The Tea Report 2017, 
Tetley’s first annual report into the 
landscape of the foodservice tea 
category. 

A recurring trend from the report 
is the boom in speciality tea sales. 
Green tea and fruity blends in particular are growing at 
an impressive 5.6% and 2.5% respectively. The Tetley 
Envelope Range provides an array of flavours, to meet 
consumer demand for non-black teas, including best-
sellers Raspberry and Pomegranate, zesty Lemon and 
Ginger, and Green Tea blends – which complement a 
range of different consumption occasions and day parts, 
including the hugely important breakfast occasion, of 
which over 18% of all visits involve tea.  
 
Tetley Lemon & Ginger – Whilst lemon & ginger might 
be a more traditional flavouring pairing, the team at 
Tetley have created a blend which is warming and 
fragrant a perfect refreshing tea to start your day.

The Cosy Tea range 
has all your tea 
bases covered to 
help you keep this 
quintessentially British 
beverage at the heart 
of your business. 
For us, Cosy for us 
evokes the comfort of 
the traditional English 
tea cosy and the 
relaxation and time out that drinking great tea brings. 
The Cosy range offers nine different flavours to choose 
from; Breakfast, Decaf, Earl Grey, Blueberry, Rooibos 
(with vanilla), Chamomile (with liquorice), Peppermint, 
Jasmine Green and Lemon Green. Each tea comes in 
boxes with individually wrapped, unbleached tea bags. 

New to the range for 2017 is Cosy Organic Matcha 
to ensure you have the best possible tea offering that 
caters for all your customers. It is Matcha in its pure 
form and high in fibre and protein. 

All teas have been approved by the Organic Trust and 
the three black teas are approved by the Fairtrade 
Foundation. 
 
Cosy Earl Grey  - When it comes to tea, Cosy will not 
let you down, in the office we tried the fragrant Earl 
Grey tea and it didn’t disappoint.

Yorkshire Tea is made by Taylors of Harrogate, an independent family business which has been blending teas in Yorkshire since 
1886. Taylors goes to great lengths to make a proper brew – tasting up to 1000 teas a day, building strong relationships with 
the world’s top tea estates and doing business in a way that respects people and planet. Yorkshire Tea is from 100% Rainforest 
Alliance Certified sources. 

A quality cup of tea is about the best blend of leaves. Yorkshire Tea’s finest blend is Yorkshire Gold and this, its most treasured 
brew, is also its most luxurious.

This sensational tea is created by carefully selecting leaves from ten of the top 
tea gardens in the world, situated in three of Yorkshire Gold’s favourite origins. 
Each luxury leaf has a different, special role to play. Leaves from Assam, in North 
East India, are added to the blend to give richness and body to the brew; whilst 
tea from Kenya brings a bright, colourful vibrancy and coppery tint of colour. 
Rwandan leaves finish off this superior blend, adding a beautiful golden glow.

Back home in Yorkshire, master blenders bring these luxury leaves together to 
strike gold, crafting this rich, smooth and incredibly satisfying brew. 
 
Taylors Yorkshire Gold - Traditional through and through. If you want a tea 
to keep customers coming back for more -with its earthy cedar and fruity 
notes – this will do the job



Ringtons

Tea Review

Balcony Tea

Ringtons was founded in 1907 by 
Samuel Smith who delivered tea to 
households across Newcastle upon 
Tyne via horse and cart.  Today 110 
years later, Ringtons has swapped 
the horses for vans but is just as 
committed to its doorstep delivery 
service; brining it’s unique personal 
service, quality tea and coffee, 
biscuits, gifts to over 250,000 
customers throughout the UK on 
a fortnightly or monthly basis. 
All of Ringtons tea and coffee is 
blended, roasted and packed in its 
state-of-the-art factory in the north 
east of England and delivered to 
customers within weeks of being 
made.  Ringtons uses over 100 
years of expertise to deliver the 
finest quality and freshest tea to 
its customers via its team of over 
200 doorstep salespeople, its 
online store www.ringtons.co.uk 
and business to business division 
Ringtons Beverages.   
 
Ringtons Kenyan Gold tea holds 
a 3-star Great Taste Award, the 
Extra Fresh holds 1-star rating and 
Traditional boasts a 2-star rating.  
 
Ringtons Kenyan Gold - This 
black tea is full of refreshing 
flavours. These Kenyan tea bags 
would make a great addition to 
your menu as the leaves infuse 
rapidly producing a bold taste.

Balcony teas herbal infusions

If you are looking for a naturally free caffeine drink, your search should stop 
at the Balcony Tea herbal range.

These high quality, award winning teas have it all with an indulgent luxury 
taste and fruity aroma.

There are no added flavours, just pure natural ingredients collected in small 
batches from pristine

Mediterranean valleys, exclusively for Balcony Teas.

Even top food experts were blown away by the distinctive tasting pallet. This 
is why the Balcony Tea

collection has won multiple Great Taste Awards.

There are four blends to choose from: Revitalising with peppermint, Soothing 
with Chamomile, Warming with Ginger and Orange, and Fresh and Fruity with 
Hibiscus.

Whichever you chose you will want a second cup again and again.
Balcony tea can also supply a great range of black, green and herbal teas 
loose and in loose leaf pyramids . 
 
Balcony Orange & Ginger – If you need warming up on a cold winters 
day this is the tea for you, with a warming hint of ginger on the palate it 
would be perfect accompanied by piece of carrot cake or fruit loaf.
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Tea Review

Brew Tea

Italian Beverage Company
As expected from us, last year was 
all about the classics. Our relentless 
focus on doing classic blends 
properly resulted in a Waitrose 
listing for our 40s, a listing in 
Sainsbury’s for our loose leaf 1/4lb 
packs, launching our Brewtime 
Club subscription on the web, and 
increasing trade sales by 50%. 
It’s no surprise to us that English 
Breakfast is the best selling blend 
across all areas of our business, as 
delivering a really tasty, proper cup 
of tea is what we’ve always set out 
to achieve.

What we’re expecting this year
As we predicted when we set up 
shop in 2012, drinkers are more 
demanding when it comes to the 
quality of their cuppa. It is no longer 
‘just’ a cup of tea. In 2017, paying 
£2.00 out of home for a paper 
teabag or for dusty leaves hidden 
inside a fancy teabag just won’t cut 
it. They want a better drink, a nicer 
experience and won’t be fooled by 
an exhaustive list of herbal blends 
when what they really want is tea. 
 
Brew Tea – English Breakfast - A 
great loose leaf tea, which is 
perfect served in a tea pot adding 
some refinement and drama to 
your morning tea offering

The Italian Beverage Company (IBC) has launched Simply Winter Warmers, a new 
and exclusive range of tea syrups which will help operators take advantage of 
the increasing demand for fruit and herbal teas which has grown by 2.5% year on 
year*. 

Simply Winter Warmers are available in a relaxing Lemon and Honey plus a 
warming Lemon and Ginger blend, each containing black tea extract and all 
natural fruit flavours.   

To serve, just mix 1-part syrup to 9 parts hot water, stir and you’re ready to go!   

These delicious, easy to serve drinks are perfect for chilly days and a great 
alternative to more traditional teas that consumers are keen to experience.   
Requiring no training or skill to prepare, Simply Winter Warmers can be added to 
the menu at short notice when there’s a sudden cold snap.  With 30 servings on 
average per bottle, Simply Winter Warmers offer excellent profit margins too.

“Fruit teas are really popular right now, especially amongst the under 45s,” said 
Ricky Flax, General Manager at IBC, “and our new Winter Warmers feed the trend 
for more interesting flavour options as consumers are increasingly keen to try 
something new.”

“These teas are also perfect for quick serve outlets, because of their speed of 
service, with no training required. Plus, there’s no messy tea bag to dispose of 
either,” said Ricky.

Winter Warmers are available in handy litre bottles, with a pump dispenser and a 
250ml retail size is also available.  Additional flavours include the classic Simply 
Spiced Apple and a soothing blend of spice and fruit in a Simply Mulled Fruit 
option.  
 
IBC Peach Ice Tea – The only Tea flavoured syrup in the review, yet one of 
the best we’ve ever tried with its authentic rich flavours, this product can be 
applied to enhance a range of different drinks such as cocktails, teas and 
sodas.
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Held in the SECC on the 15th and 16th 
March, it promises to be the sector’s 
most exciting trade event of the year. 
Exhibitor numbers are already up on 
previous years, with over 100 new 
companies represented. The event will 
boast a diverse variety of Scottish food 
and drink, while catering products and 
hospitality and tourism services will be 
on show for the expected 6,000 visitors. 
From decision-makers and buyers, to 
aspiring chefs and business owners, 
ScotHot is a one-stop shop for those 
looking to trade, network and learn. 

Complimenting the exhibitor offering 
perfectly will be a selection of stages 
running inspirational discussions and 
presentations, to get businesses one 
step ahead of their competitors with 
the latest trends, skills and news all 
delivered by industry specialists. 

For those aspiring and established 
chefs and employees of such, the 31st 
Culinary Championships sponsored by 
Compass Group, will uncover the next 
generation of Scotland’s top chefs. 
Decided through a series of culinary 

challenges under the categories of Live 
Theatre, Culinary Art and Skills Arena, 
competitors will demonstrate skills 
from fat carving to fish filleting, and The 
Dessert Challenge to canapé art. The 
championships will conclude with the 
coveted titles of Scottish Chef of the 
Year and Junior Chef of the Year being 
awarded.

New for 2017, Staff Canteen Live 
will be a stage to celebrate some of 
Scotland’s best. A line-up of eight chefs 
will spotlight over the two-day event, 
including Ruth Hinks, the UK World 
Chocolate Master and the reigning 
Scottish Chef of the Year, Adam 
Handling. Each chef will give a cookery 
demonstration and allow visitors to ask 
those niggling questions on technique, 
cookery or flavour that they’ve always 
wanted to know.

Paired perfectly with the food-focussed 
stages is the Liquid Academy Live stage 
where Scott Gemmell and his LA Group 
will be bringing their creative expertise 
and drinks innovations. Challenging 
the industry status quo, the stage will 

explore innovation with ‘Simple Serve 
Sophistication’; look at new and unusual 
ingredients entering the soft drinks 
market; celebrate traditional spirits with 
a cask strength whisky tasting ‘From 
Grain to Cask’; and introduce the latest 
cocktail techniques in ‘The Spectrum of 
Modern Mixology’. But with the ‘nose’ 
of a drink just as important to the whole 
experience, master perfumer Kim Lahiri, 
will take visitors on a journey to unlock 
and heighten their sense of smell.  
Britain’s most-loved drink - the humble 
cuppa – will also get a look in. PMD Tea 
will host a session, uncovering the leaf 
to tea process as well as exploring the 
diversity of its flavour.

Scotland’s food and drink industry is 
massively supported and grown through 
hospitality businesses and on a grander 
scale, world tourism. While locals 
provide the everyday business, it’s 
tourism that builds Scotland’s reputation 
as a world-renowned food destination.

This year’s Spotlight Stage, sponsored 
by Caterer.com, is in association with 
Scottish Tourism Alliance. Presented by 
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experts in their fields, the stage offers a 
jam-packed line-up of sessions that will 
give businesses an inspirational insight 
into how to better their business for 
2017. From getting one step ahead of 
competitors with an insight into future 
food and drink trends, advice on how 
to prepare for an industry inspector, to 
social savvy professionals telling you 
how to streamline your social schedule; 
the hotly anticpated stage is not to be 
missed.

ScotHot’s Buell Business Advice 
Clinic offers professionals a one-off 
opportunity to get free specialist advice, 
to help obtain insight into what their 
business potential is. Providing practical 
solutions and constructive feedback, the 
expert Buell consultants will be on hand 
to discuss any aspect of the business in 
complete confidence.

ScotHot is the perfect place for 
businesses to launch new products, 
right under the noses of key decision 
makers. The CESA Zone is an area 
that will display the latest industry 
innovations, while the ‘What’s HOT at 
ScotHot’ Awards will celebrate newly 
launched products that have particular 
strengths in innovation and efficiency. 
The winner of the ‘What’s HOT at 
ScotHot’ Awards will be announced at 
4:15pm on Wednesday 15th March.

ScotHot brings together suppliers of 
food and drink; catering equipment; 
décor and design; tableware and 
technology products with chefs and 
buyers from hotels, restaurants, 
bars, catering outlets and tourism 
destinations. 

With a heritage dating back over 40 
years, ScotHot runs every two years and 
now takes place as part of the Scottish 
Tourism Week’s ‘Signature Events’ 
programme. This includes the Scottish 
Tourism Industry Conference; Scottish 
Tourism Week Dinner with a Difference 
and the ‘Oscars’ of the Scottish tourism 
industry, the Scottish Thistle Awards. 

For the latest show news, exhibitor 
information and to register for the show 
please visit: www.scothot.co.uk 
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Evolving trends and changing consumer demands continue 
to lead the way in shaping our food and drink landscape. 
The International Food & Drink Event 2017 (IFE) is dedicated 
to showcasing the full scope of today’s global product 
innovations. Running from 19 to 22 March at ExCeL London, 
IFE is the place to discover new products from 1,350 food 
& drink manufacturers and identify a range of future trend 
predictions. 

In 2015, the event saw coconut crisps, coconut water, 
seaweed and savoury popcorn at the forefront of innovation. 
Now as we prepare for IFE 2017, we ask what products are 
going to be driving the industry forward over the next two 
years?

From aloe vera drinks to immune system boosting juices and 
smoothies, the functional drinks market is huge and further 
growth is predicted as consumers become increasingly aware 
of their physical and psychological needs.  The industry can 
also expect to see a rise in demand for ground-breaking 
premium adult soft drinks. Leading the way in this evolving 
category, Twisted Halo is a must see at stand N2145. Fed 
up with ordering yet another bland vodka, lime and soda, 
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lRadnor Hills are one of the first introduce a brand new 
drinks concept to the market in the form of tetra prisma 
packs. Their pure fruit juice range Fruella and the UK’s 
leading School Compliant drinks range Radnor Fruits 
are now available in handy 125ml, 200ml and 250ml 
cartons. With the juice quality proving better than ever, 
they will be introducing this new format not yet seen 
before in Europe first time at this year’s IFE Exhibition. 
Visit their stand N2127 and discover more. 
Instagram: etiltd

Radnor Hills

the founder Jess Titcumb started her mission to create great 
tasting, low calorie alcoholic beverages. The range includes 
a gently sparkling blend of coconut water twisted with ginger 
and muddled with premium vodka and all for just 90 calories 
per 275ml bottle.

In many categories, industry forecasters expect to see 
consumers opting for authentic and traditional products, 
using unadulterated ingredients and locally sourced produce. 
Discover the Great British & Irish Food section, with a range 
of artisan products such as Snowflake Gelato at stand N2842. 
To date, the brand has received 25 Great Taste Gold Stars and 
was voted the Great Taste Supreme Champion. 

Buyers looking to build on the ever-popular burger and BBQ 
trend should pay a visit to Ross & Ross, stand N2924, to 
sample its new BBQ habanero & pineapple or sweet chilli & 
lime jams. Sure to give any gourmet burger a great tasting 
kick of flavour, Ross & Ross is just one exhibitor aiming 
to capitalise on the increasing consumer trend towards 
both menu personalisation and a wider range of side plate 
condiments. 

Free from has already been one of the hottest trends across 
2016 and will continue to grow in 2017 with brands launching 
exciting and innovative products. From avocado oils to dairy-
free ice cream, vegan jerky and quinoa crisps, at IFE 2017 
buyers can walk a dedicated free from “trend trail” to discover 
the latest suppliers and products. New for this year, the simple 
to follow “trend trail” maps will highlight relevant stands to 
source new and on-trend produce. 

For those interested in learning more about the wider trends 
impacting the industry, IFE’s ever-popular seminar and debate 
programme will be enhanced for 2017, with the introduction of 
several new speaker stages including the Talking Trends stage.  
This will be filled with inspirational talks on the latest UK and 
international NPD and food trends. Complementing this will be 
The Big Picture theatre hosting IFE 2017’s keynote speakers, 
giving insight on a range of hard hitting industry issues such as 
Brexit, the sugar debate and millennial consumers. 

Completing the line up is The Staff Canteen Live, The World 
Food Innovation Awards presented by FoodBev Media and 
two dedicated networking hubs ensuring that there really is 
something for everyone at the event. 

Event Director, Soraya Gadelrab commented: “Visitors to IFE 
2017 will witness first hand the emerging food & drink trends 
and the products that will lead the way for 2017. We’re proud 
that so many of our exhibitors see IFE 2017 as the ideal 
platform to launch new products and we’re excited to see 
what’s instore for the year ahead. ”

Register now via the IFE website (www.ife.co.uk) for your free 
entrance badge and save paying £25 on-the-door.

Don’t forget to follow the action on Twitter @IFEexhibition 
using #IFE17 and #IFEintro.
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It’s a Wrap
It’s a Wrap manufacture high quality, bio-degradable & 
compostable custom printed greaseproof paper for hundreds 
of casual dining and fast food businesses in the UK and 
worldwide. 
From independent restaurants, through to some of the largest 
chains, we have the capabilities of producing small orders 
starting from 1,000 sheets up to millions of sheets.  We can 
print in 1 colour, 2 colours or vibrant 4 colour process and all 
in registered print.

All our artwork set-up and trimming service is free of charge, 
and we have the fastest turnaround in the industry with a 
delivery time of only 7-10 working days from approval of 
artwork.

All of this has enabled every business an affordable 
opportunity to present their food with their own branding or 
message professionally. Give us a call on 01327 301566 and 
let us help you make your food stand out from the crowd!



PROMOTIONAL 
SIGNAGE

PROMOTIONAL SIGNAGE COMES UNDER THE SPOTLIGHT 
AS CASUAL DINING AND GRAB & GO OPERATORS 

CONTINUE TO PUSH BOUNDARIES AND INNOVATION TO 
HELP ENHANCE THE EXPERIENCE FOR CUSTOMERS.
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In the world of food-to-go we see 
changes on a near daily basis. The 
competitiveness in the market and 
the number of outlets operating in the 
sector means that owners are constantly 
looking for ways to keep ahead.

In recent years one of the main ways 
that a business can gain an advantage 
is by investing in technology. 

Recently the number of businesses 
investing in promotional signage has 
rocketed. Promotional signs have many 
advantages and in this feature we’ll 
be speaking to some of the leading 
authorities on these products as well as 
some end users who are already reaping 
the rewards of buying them.

Promotional display boards are a great 

way to promote meal deals and give 
operators in this sector the chance to 
upsell their products. 

They can display items to add to a meal 
or an item. Takeaways in particular 
use these boards to show a range of 
toppings or items that will add value to 
a dish. 

Away from the food side promotional 
signage is a great way to tell customers 
about any events that you may have 
coming up or to promote special weekly 
deals and reward schemes.

For more on the advantages of digital 
signage we decided to speak to some of 
the industry experts, our panellists this 
month are:

Tony Franklin, Orbis Tech
Abigail Muir, Signwaves
Michaela Smith-Moore, Signwaves

Why is promotional signage 
important to food-to-go/quick 
service restaurants?
Promotional signage is extremely 
important in the food-to-go and QSR 
restaurants it’s been acting as an aid to 
operators for the last 10 years.

Tony Franklin agreed: “In the past 
decade, the demand for quick ‘grab and 
go’ convenience solutions has grown 
significantly, and with this growth has 
come a transformation of the facilities 
required within a multitude of different 
establishments and sectors.



Promotional Signage

Not only do operators need to ensure 
that the customer is satisfied with quick 
functional service, but that both the staff 
and the customer are fully aware of any 
additional promotions offered by the 
outlet at any given time. 

This will not only make certain 
promotions clear to the customer, but 
will allow staff to efficiently serve, take 
payment and offer a more personalised 
customer experience every time.”

Abigail Muir and Michaela Smith from 
Signwaves took a slightly different 
view on the importance of promotional 
signage emphasising the importance 
of attracting customers rather than the 
efficiency of operations, they added: 

‘’Food-to-go and quick service 
restaurants are all about convenience. 

Promotional signage is therefore 
important because it needs to grab 
attention, and for the right reasons! 

Broken, scratched or scuffed signage 
can make a bad first impression and 
potentially make customers turn away 
from a store – why would the food or 
service be any good inside if the outside 
isn’t cared for?

 Investing in high quality signage quickly 
grabs attention through vibrant printed 
panels or poster inserts and most 
require little maintenance throughout 
their working lives.’’

How can a business ensure its 
signage stands out from its 
rivals?

Knowing the customer and making sure 
you stand out from the crowd in such 
a competitive market are two things 
vital to a business’s success and Tony 
Franklin told us: ‘’In order to directly 
influence the customer in the best way 
possible, outlets must ensure that the 
location of the promotional signage is 
well thought out. 

For example, promotional signage can 
often be missed, but by using advanced 
Point-of-Sale systems, the outlet can 
display digital promotions directly facing 
the customer before a transaction is 
completed.  

When using more advanced Point-of-
Sale systems, featuring LCD monitors 
and customer facing screens, digital 
promotions can be taken to a new 
dimension with the use of video. 
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The promotional video can be played on 
a customer facing LCD screen, which 
will not only stand out from competitors, 
but will also catch the attention of the 
customers more efficiently than simply 
using text or still imagery.’’

With that said, technology is evolving, 
Abigail and Michaela mentioned that 
vibrant colours and mouth-watering 
imagery will make all food-to-go and 
quick service restaurants stand out from 
their rivals.

They added: “Print quality is therefore 
important for any signage… At its 
simplest, clarity can help a business 
to stand out from its rivals – clear 
messaging can be difficult to find in 
such a large market with so many 
different product offerings.’’

What are the latest signage 
trends and how can businesses 
incorporate these products?
With Technology developing, signage 
is going from strength to strength and 
evolving day by day getting more and 
more innovative.

According to research from Signlink 
magazine Overall POS and signage 
demand is forecast to grow by 0.8 
percent annually to 2020 with indoor 
signage growing year-on-year by 1.2 
percent at the expense of outdoor, 
which will decline by 0.4 percent year-
on-year.

With that said, Abigail and Michaela 
added: ‘’If demand is set to grow for 
the indoor market, businesses can keep 
an eye on the latest counter top, wall 
mounted and freestanding signage to 
attract more customers to buy their food 
produce. 

Signage indoors doesn’t have to be all 
about promotions, it can also create an 
atmosphere. This is especially true for 
illuminated signage using LED lighting. 
This low cost, easy to maintain and 
long lasting signage is a great budget 
alternative to digital screens and can 
help to create a sleek environment for 
customers.’’
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The next step is likely to come from 
‘’the advancements in EPoS technology, 
there is yet further opportunity for 
additional sales with the use of bespoke 
Customer Transaction Displays’’ 
according to Tony Franklin at Orbis 
Tech.

Orbis Tech, for example, has developed  
EPoS terminals that can be equipped 
with a choice of customer facing LCD 
displays which, when coupled with our 
customer messaging and advertising 
module will show the customer’s 
transaction details as well as selected 
promotions directly at the point of sale. 
A wide range of content can be 
displayed such as picture slideshows 
or video files suited to the business, 
customer’s ‘group’ and even the time of 
day. 

Promotional content can be maintained 
centrally through the back office and 
head office, and can be different for 
each site location and terminal.

What considerations should 
be made before choosing what 
signage would work best for 
your business?
Promotional signage can be used in 
multiple locations and industries. Digital 
displays can pretty much be placed 
anywhere.

However, certain things should be 
taken into account, the size of the unit 
is important but Abigail and Michaela 
added that council restrictions are 
also a factor, saying : ‘’ It is almost 
commonplace for a café to position an 
A-Board outside its frontage however 
some councils place restrictions and 
hefty fines on this.’’

According to Tony ‘’It is important for 
QSR and Food-to-go operators to 
ensure they fit promotional signage that 
is accessible for a number of varying 
sized outlets. Whether the technology is 

used simply in one independent outlet 
or across multiple sites.’’

What future developments can 
we expect in the promotional 
signage market?
With Technology continuing to develop 
at this exponential rate whats next in the 
world of promotional signage, Abigail 
and Michaela have the final say on this 
growing market, they said:  
 
’’We expect that there will always 
be demand for indoor and outdoor 
traditional signage, especially staples 
such as pavement signage, roll up 
banners and counter top menu displays. 

However we can expect to see 
further developments in technology 
– specifically LED and digital screen 
advances – which will undoubtedly 
compliment the traditional signage 
continuing to make its mark in the field.
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London Hummus 
Company tackling 
waste
London food waste startup 
ChicP is turning surplus fruit 
and vegetables into low calorie 
hummus.

StreetDots plans to expand its network of smart street trading pitches 
beyond London and Glasgow following £350K  seed capital investment 
from a private Singapore fund.

StreetDots secures £350k investment to expand 
network
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ChicP is a raw vegetable hummus 
company producing delicious alternative 
dips, founded on a passionate 
commitment to reducing food waste.

The team at ChicP are leading the way 
in preventing food waste.

The UK currently has about 7.3 million 
tonnes of house hold food waste a year.

The sad thing is most of the food that 
is wasted in the UK (4.1 million tons or 
61%) is avoidable and could have been 
eaten had it been better managed.

ChicP is taking the surplus fruit and 
veg you would put in the rubbish dump 
and turning it into premium high quality 
hummus.

The ChipP range now consists of seven 
colourful and unique combinations all 
made from unwanted or surplus fruit and 
vegetables sourced from local farmers 
markets. 

Check out the flavours: beetroot, 
horseradish and sage; carrot, ginger and 
tumeric; kale and rosemary; banana, 
avocado and cacao; strawberry and 
avocado and many more seriously 
exciting combinations on their website!

StreetDots will use the funds to expand 
its network of pitches or ‘dots’ from 30 to 70 
nationwide by Spring, as well as introducing 
retail and restaurant brands to its network. It 
will also add more features to its technology 
platform for traders as it gears up for a 
Series A fundraising early this year.

StreetDots works with major landlords 
to open street trading pitches or ‘dots’ 
that can be booked by street food traders 
and other retailers via a one stop app. The 
technology handles rent, documentation and 
licensing liberating both parties from paper 
trails and admin. Each dot hosts a different 
trader each day bringing variety to local 
workplaces and communities.

StreetDots co-founder Atholl Milton 
said: “Street trading is one of the oldest 
ways of doing business, yet the last to be 
modernised. It’s hard to believe that in 2017 
it is still very much a paper-based sector.

“StreetDots is changing this and has 
already transformed dormant space across 
the UK into vibrant street food hubs. We 
are looking forward to opening our network 
to other types of traders and redefining the 
retail landscape of our cities and beyond.”

The investment comes from B.O.H 
LLC, headed by entrepreneur Laksh 
Vaaman, vice chairman of the Indian 
Motherson conglomerate. 

Vaaman said: “Like our other investments, 
StreetDots is a true disruptor. It’s exciting to 
see how quickly  it has gained buy-in 
from big name land partners, traders and 
consumers in such a short time. We look 
forward to helping them grow.”

B.O.H’s other investments include iTutor, 
a New York based educational platform; 
League Apps American sports league 
management software, and British health 
tech firm Doctify.
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Daimler leads the 
way in funding 
for Starship 
Technologies 
new six-wheeled 
delivery robots
Starship Technologies was 
founded in 2014 by Skype 
cofounders Ahti Heinla and 
Janus Friis.

Just Eat invest £3.5m in mobile 
app payment service Flypay   

The investment follows the £7m of 
funding Flypay secured from Time Out, in 
July 2015 

Just Eat also joins Flypay as the latest 
partner on its new Flyt platform. 

The investment and strategic partnership 
with Flypay will enable the company to 
accelerate its growth plans for the platform. 

Flyt was launched to help restaurant, 
pub and bar operators link up the dozens 
of different digital solutions they use across 
the customer journey to create more fluid 
experiences. 

Flyt is a technology platform, which 
will enable integration between numerous 
technology-based services, from bookings 
and loyalty, through to delivery and 
reviews. 

Just Eat and Flypay will collaborate to 
transform digital experiences for operators 
across the casual dining sector. 

The first collaboration will involve 
integrating delivery into operator-owned 
apps, blended with other key services and 
technologies across the customer journey. 

The second phase will look at providing 
Just Eat’s vast customer base with access 
to in-restaurant experiences. 

The final innovation in the partnership 
will be focused on making it easier for 
operators to adopt and utilise delivery 
technology. 

David Buttress, CEO of Just Eat, said: 
“Investing in Flypay will enable us to 
continue to build a seamless experience for 
consumers who will be able to order, pay, 
receive customer care and book delivery 
through the same product. 

“The technology will help us to enhance 
our offer to casual dining restaurant chains, 
enabling them to fulfil delivery using Just 
Eat.”

Tom Weaver, CEO of Flypay, said: “This 
investment, coupled with a strategic 
partnership with Just Eat, will allow us 
to rapidly advance our solutions for both 
operators and suppliers around the world – 
changing the customer’s digital journey as 
we know it.”

The company that manufactures six-
wheeled delivery robots recently raised $17.2 
million (£14 million) in a funding round that 
was led by Daimler a German multinational 
automotive corporation.

Other investors in the autonomous robotics 
company included Shasta Ventures, Matrix 
Partners, ZX Ventures, Morpheus Ventures, 
Grishin Robotics, and Playfair Capital.

“Starship is reinventing the last mile 
transportation process, allowing convenient 
and sustainable robotic delivery,” said Ahti 
Heinla, CEO of Starship Technologies, in a 
statement.

“This funding further accelerates 
development of our technologies and enables 
us to launch pilot programs in several new 
markets.”

Cameras, sensors, and other technologies 
help the robots, which have been described 
as ground drones, to navigate their way along 
city streets, but they’re still monitored by 
human operators in control centres who can 
take over at any time. 

They can “walk” at 4mph, cross the road, 
and avoid obstacles.

Just Eat are using the robots to deliver 
meals to customers in London through a new 
trial.

The company claims that its robots have 
covered over 16,000 miles in 16 countries 
and 59 cities. They have also “encountered” 
over 3.1 million people.



TECH NEWS

The number of takeaway orders placed on a mobile phone has rocketed in the past year to 69% according to 
restaurant website provider FOODit, a JJ Food Service company. 

Takeaway orders by mobile phone up 33% in 2016  

The Shoreditch-based business, which 
provides restaurant websites to thousands 
of independent UK operators, says that 
mobile ordering will continue to surge in the 
year ahead.

Senior Product Manager at FOODit, Paul 
Sharp, said: “69% of our takeaway orders 
were placed on mobile phones in 2016, up 
33% on the previous year. This makes it vital 
for restaurateurs to have mobile-friendly 
websites that are continually updated 
to work on any of the latest phones and 
devices.”

Just 21% of FOODit orders were placed 
on desktop or laptop computers, added 
Sharp, and a further 10% using tablet 
computers, compared with 37% and 11%, 
respectively, for 2015. 

While mobile platforms are crucial, Sharp 
warns that operators mustn’t become too 

reliant on large takeaway websites. “The 
costs of working with these websites 
continue to climb, while the benefits are 
shrinking. These are worrying trends for UK 
takeaways”, he said. 

“What’s more, it can be hard for operators 
to leave if their customers are using them 
all the time. Restaurants must take back 
control if they want to thrive in the long 
term.”



See your  product here!
Want to see your new product or piece of 

equipment in What’s New?

Call 0333 003 0499

BOILER / CHILLER
Company: Lincat 
Product: EB3FX/HC

Lincat adds a combined water boiler and chiller to its 
FilterFlow range

Lincat, the UK’s leading manufacturer of commercial 
catering equipment, has added a combined water 
boiler and chiller to its new range of FilterFlow 
automatic water boilers with on-board filtration. 
Designed to produce a continuous supply of filtered 
hot and chilled water, the new EB3FX/HC is both 
convenient and space saving. 

In terms of output, it can produce 28 litres of hot and 
12 litres of chilled high quality filtered water per hour. 
The temperature of the hot water can be adjusted, 
within the range of 70oc to 98oc, to suit requirements. 
As such, it provides the flexibility, for example, to offer 
green and white teas at 71oC, or hot water at 98oC for 
black tea and coffee. 
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WHAT’S NEW 

TILL SYSTEM
Company: Zonal 
Product: Aztec EPoS

 
Edinburgh based Zonal Retail Data Systems will be bringing 
its family of businesses together for the first time at this 
year’s ScotHot 2017, showcasing its complete product suite 
of technology solutions that deliver a fully integrated service 
to any hospitality provider. 

Established 37 years ago, Scottish technology founder Zonal 
has grown to become the UK’s leading provider of EPoS and 
integrated business modules specifically designed for the 
hospitality sector. 

Joining the team on its stand will also be online booking 
specialist, liveRES, and hotel management software provider, 
High Level Software [HLS].

Zonal chief executive Stuart McLean said: “We are delighted 
to be showcasing our innovative technology solutions at 
this year’s ScotHot.  Proud of our Scottish roots, it seemed 
natural to have our first extended Zonal family outing at this 
respected show.”

Taking centre stage will be Zonal’s iconic Aztec EPoS, Aztec 
is a collection of business tools that provides operators, 
from single site to large chains, maximum efficiency, valuable 
savings and tighter control, all designed to fit the demanding 
and diverse requirements of the hospitality industry.



WALL MOUNTED PHOTO BOOTH Company: Plixal 
Product: Xpose

Data collection is boring, you know 
that. Here at Plixal, we don’t think it 
should be. 

By combining the mundane task of 
capturing customer contact information 
with something everyone loves, selfies, we 
have created the Xpose, the world’s first 
wall-mounted photo booth. The perfect 
marketing accessory for your venue. 

Fully branded from beginning to end, 

our expertly crafted photo booth enables 
customers to take the most beautiful 
photos of themselves within your venue, 
without having to awkwardly ask a stranger 
to take the shot. After choosing their 
favourite image and adding a stunning filter 
of their choosing, In order to receive the 
digital image directly to their phones, our 
software asks the customer to enter their 
contact information and finally prompts 
them to ‘Opt-in or out’ of future marketing 
communications. 

The branded photo or gifs are then 
instantly sent to your customer’s phone, 
ready and waiting to be uploaded for all 
those social likes. 

Month on month, our Xpose photo booths 
are being used over 750 times per site, 
capturing on average 437 Opt-In customer 
email addresses and generating in excess 
of 10,000 social media impressions for our 
clients. 
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INDUSTRY VOICE

 
 
 

David 
 Breith 

 
CEO 

Hey Menu

 
The acquisition of Hungry House the UK’s 
second leading player in the takeaway 
industry by its biggest UK rival, Just Eat is 
concerning news for the takeaway industry 
and for consumers alike.

Just Eat launched under the premise of 
saving restaurants money by providing them 
with a reliable ordering platform, supporting 
them by taking away the need for them to 
invest in their own website and marketing 
materials and making it easier and more 
convenient for consumers to order and to 
ensure good service.

While in theory, this approach benefits 
everyone, in reality, it has led to restaurants  

 
feeling that they are being held to hostage. 
Just Eat offers restaurants incentives  
 
for joining but once they sign up, they 
essentially become captives of the platform, 
having to pay high commissions on each 
order and being forced to offer discounts 
for online orders which the restaurant 
has to cover, further squeezing its profits. 
Essentially this means that they are working 
harder for less profit. It comes as no surprise 
that according to Just Eat’s published year 
results in 2015, 91% of its profits came 
from commission paid by the takeaway 
restaurants.

The necessity of signing up to the sites 
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have led to two of the biggest federations, 
representing Chinese and Asian takeaways 
in the UK, describing joining the internet 
platforms, which allow customers to view 
takeaways that have signed up in their local 
area and order meals online, as ‘like taking 
a drug’ in an interview with The Independent 
in 2015. 

When you consider that many restaurants 
are signed up to Just Eat and Hungry House 
because they have limited budgets for 
websites and online ordering facilities, it 
becomes clear that the business model is 
impacting negatively on small restaurants 
whose profit margins are already squeezed.

Our research shows that the majority 
of Just Eat takeaway restaurants are also 
signed up for Hungry House so at least 
there used to be an element of competition. 
However, the acquisition of Hungry House 
will severely limit the options for takeaway 
restaurateurs, who will feel further pressure 
to use the platform’s outdated commission 
model which continues to restrict their 
profits and own growth with the hefty 
commissions it charges.  

There are also concerns for consumers, 
whose choices will be restricted. At first the 
acquisition might sound like a good deal 

for fans of takeaways as in time there’ll be 
a single app which will give them access 
to a larger number of restaurants but with 
Just Eat and Hungry House under one 
roof, should commission for restaurants 
increase, eventually the price rises will be 
passed on to consumers who will have no 
choice but to pay more for their takeaways. 
Competition keeps pressure on prices and 
the market dominance of Just-Eat will mean 
that consumers will also in a way become 
captive to the platform.

Apart from the threat of price rises, 
consumers are increasingly keen to make 
more ethical choices in their purchasing 
habits by supporting local and small 
businesses and the Just Eat and Hungry 
House business model is focused on the 
promotion of the ordering platform itself, 
not necessarily the businesses it purports 
to help.

The focus on their own branding, which 
is effectively paid for by the restaurants 
through the commission fees they pay, 
means that customer loyalty to restaurants 
is being diminished because by ordering 
via the large online platforms, the 
restaurants lose the ability to build personal 
relationships with their customers. In many 
cases, as far as the customer is concerned, 

their relationship is with the ordering 
platform, not their local takeaway which 
needs their support.

There is a need for a platform which 
doesn’t only allow restaurants to offer their 
customers an easily accessible and quick 
online ordering system but it also allows 
them to grow their business and increase 
turnover.

We believe that the industry as it exists is 
long overdue a shake-up which will benefit 
small businesses and consumers alike. 
 
Dave Breith, CEO of HeyMenu, a new 
entrant to the UK takeaway industry which 
aims to challenge industry giants such as 
Just Eat and Hungry House.

HeyMenu connects takeaway restaurants 
and consumers via an easy to use and 
tailored website and app. The company’s 
proposition is to provide up to 90% lower 
costs to takeaway restaurants in comparison 
to the competition by charging a one off 
joining fee and a flat fee of £65 per month 
with no commission. Through a series of 
loyalty programmes, the company also aims 
to generate loyalty from consumers towards 
the restaurants, rather than to the company 
itself. - www.HeyMenu.co.uk
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The end of Help to Buy…What now?
Philip Hammond the new chancellor confirmed in September 2016 that the 
Help to Buy mortgage guarantee scheme would close at the end of 2016. This 
decision brought to end three years of Government support for first time buyers. 
But will it have an impact on your homeownership aspirations?

A successful policy  
 
The scheme was first introduced in 
October 2013 in an attempt to boost and 
provide a deposit percentage of lending at 
high Loan-To-Values (LTVs). This helped 
first-time buyers get onto the property 
ladder. Records show that it appears to 
have had the desired effect: official figures 
show that the scheme has supported 
86,341 purchases since its launch, with 
79% of those being to first-time buyers, 
and has led to a surge in activity in the 
high-LTV sector with a welcome boost in 
competition and product choice across 
the market. Chancellor Philip Hammond 
decided to write to Mark Carney, 
Governor of the Bank of England, to say 
that the scheme would close to new 
loans at the end of 2016. He said that it 
had done the job it was intended to do in 
kick-starting the high-LTV market with the 
figures demonstrating that the purpose 
of the scheme “had been successfully 
achieved”, and that given the average 
price of a home bought through the 
scheme stands at £157,000, it’s been 
shown to support responsible lending. 

The strategy 
 It was always intended to come to an 
end in 2016, but there had been calls 
for it to be continued, particularly given 
events that could create uncertainty in 

the market. There were fears that lenders 
could once again retreat on the LTV 
position which follows lesser deposits 
without a Government guarantee to act 
as support, so the decision to wind down 
the scheme came as a bit of a surprise 
to some. However, the Chancellor 
doesn’t see this as a problem. He said 
in his letter that the high-LTV sector has 
become “less reliant on the scheme as 
confidence has returned,” he went on to 
say that there are now over 30 lenders 
that offer 90-95% LTV mortgages outside 
of the scheme. He believes that the 
closure of the scheme “will be unlikely, 
in current market conditions, to affect 
significantly the provision of finance to 
prospective mortgagors, including high 
LTV borrowers”.

Boom or bust  
Many believe this is the exchequers 
fiscal ‘drawing in of the horns’ , so which 
is it – boom or bust? The Chancellor 
certainly seems to think that the high-LTV 
sector will continue to flourish without the 
scheme being there, but critics think he 
has got it wrong. Much of it could come 
down to how the mortgage market as a 
whole reacts to the uncertainty caused by 
the referendum, but more recent figures 
show that lenders are already becoming 
slightly more cautious about lending to 
those with only a 5% or 10% deposit.

All may not be lost, however, as it’s worth 
pointing out that the Help to Buy Equity 
Loan scheme, the phase of the initiative 
that provides support to buyers in the 
form of a Government loan, is still going 
to be available, so first time buyers could 
still find some help. However, the market 
here is slightly different: although 81% 
of the 91,759 properties bought using 
the equity loan scheme have gone to 
first time buyers, the scheme is only 
open to those buying new build homes, 
which means the average value of 
those properties is far higher at around 
£225,000.

Not everybody wants to go down this 
road because there will be a lot more 
concern about future repayments and 
the possibility of securing a suitable 
mortgage in the future, particularly for 
those seeking a higher-value home, and 
as a result, many could miss the simplicity 
of the Government guarantee.

To discuss your mortgage options, please 
get in touch with McPhersons Financial 
Solutions on 01424 730000 or email 
info@mcphersonsfs.co.uk.

Need more help?

This feature aims to give some informal hints and tips.  Our tax department and McPhersons 
Financial Solutions are offering businesses free advice so get in touch now to arrange your 
meeting.  
 
Simply email Peter Watters - Director at McPhersons Chartered Accountants 
p.watters@mcphersons.co.uk   
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WHAT IS COMING UP IN 2017?
Set out below is a summary of some of the key employment law 
developments coming up later in 2017.

EMPLOYMENT TRIBUNAL FEES 

Fees were introduced back in 2013 for all 
Employment Tribunal claims. However, 
the lawfulness of this was questioned and 
the latest hearing in the long running legal 
challenge by UNISON is expected to be 
heard in March 2017. Will the government 
have to do a U-turn on the introduction of 
the fees? Watch this space. 

APPRENTICESHIP LEVY 

For employers that have an annual wage 
bill of over £3million, a new 0.5% tax 
will be payable from April 2017. These 
additional funds are intended to be used 
by the government to partly fund the cost 
of apprenticeship training. Employers 
can claim back the tax they have paid if 
they use it for training of apprentices and 
there are even some additional monetary 
government top-ups too – an additional 
10p will be paid by the government on 
every £1 paid by the employer. If you 
are hit by the new tax, consider whether 
apprentices can be used in your business 
so that you can recoup some of this 
additional cost.  

GENDER PAY GAP REPORTING 

New legislation concerning gender pay 
data is expected to come into force in 
April 2017. Essentially, employers will 
be required to report on the difference 
between male and female pay levels 
in their business. Only large employers 
(being those with 250 or more employees) 

will be compelled to do this, with the first 
report due by April 2018. 

MINIMUM WAGE

From 1 April 2017, the minimum wage 
rates will increase. For those aged 25 and 
over, they will need to be paid a minimum 
of £7.50 per hour (from £7.20). This is 
known as the “national living wage”. 
For those aged 21 to 24 (inclusive), the 
national minimum wage will be £7.05 per 
hour (up from £6.95) and for those aged 
18 to 20 (inclusive), it will increase from 
£5.55 to £5.60 per hour. For younger 
workers, being 16 and 17 years olds, it 
will be £4.05 per hour (from £4.00) and for 
apprentices, £3.50 (up from £3.40). 

EMPLOYMENT STATUS IN THE 
GIG ECONOMY 

Following the high profile case involving 
Uber drivers, some individuals previously 
considered as “self-employed” now have 
to be re-categorised as “workers”. This 
is an important distinction as it means 
that they benefit from things like holiday 
rights and minimum wage entitlements. 
However, the situation may not have 
been fully resolved as yet because Uber 
have indicated that they wish to appeal 
the decision. Continue to watch for any 
progress in this area. 

GRANDPARENTAL LEAVE
 
Mothers and their partners can share 
parental leave and pay under current 

legislation to care for their child. The 
government has confirmed that it plans 
to extend this right to include working 
grandparents too. This is expected to be 
implemented by 2018 so details should 
emerge this year. Given the relatively 
small uptake of men taking family leave, it 
will be interesting to see whether this right 
proves more popular with grandparents. 

BREXIT

At some point in the future we seem 
set to leave the European Union. How, 
when and what effect this will have on 
employment law remains to be seen but 
certainly it is an area to keep an eye on. 

TO CONCLUDE… 

Employment law continues to move 
fast as the business and political worlds 
change over time. Employers often 
grapple to keep up so hopefully the 
above serves as a useful pointer of some 
of the key things to look out for during 
this coming year. 

Katee is a senior solicitor in Goodman Derrick’s employment team advising on all aspects of contentious and 
non-contentious employment law, from recruitment to the end of employment relationship. She has acted for 
clients in the hospitality and leisure sector for many years. Katee has been recognised as an “Associate to Watch” by Chambers & Partners Guide to the 
Legal Profession and as a “Super Lawyer” by The Telegraph. Goodman Derrick is a leading commercial law firm in the City of London. 

Katee Dias. Senior Solicitor, Employment Team
Goodman Derrick LLP
kdias@gdlaw.co.uk 



Waste ManagementProperty Our property pages highlight 
businesses for sale, nationwide!

PRICE REDUCTION: TRADITIONAL LICENSED ITALIAN RESTAURANT IN AFFLUENT ESTUARY TOWN
MARCELLO RESTAURANT, FORE STREET, TOPSHAM, DEVON, EX3 0HD

RESTAURANT, BAR & COFFEE SHOP, WITH PROFITABLE ICE CREAM & SANDWICH TAKE AWAY TRADE, 
PRIZED POSN OVERLOOKING THE QUAY, IN AFFLUENT SOLENT SAILING MECCA, HAMPSHIRE

FOR SALE – SUBSTANTIAL CAFÉ/RESTAURANT WITH TREMENDOUS POTENTIAL LORDS CAFE & RESTAURANT, 
PRINCETOWN, DARTMOOR, DEVON, PL20 6QE 

Marcello Restaurant is situated in a prime trading position in the centre of the highly desirable 
and affluent Estuary town of Topsham. Topsham is an attractive Devon town on the Exe Estuary 
and although close to Exeter, it maintains a distinct identity. Topsham is home to a population of 
approximately 5,000 residents and attracts visitors from Exeter and the surrounding towns and villages 
with its excellent range of amenities and businesses in the town. A popular sailing venue, the town 
boasts excellent transport communications with a rail link to Exeter and Exmouth and easy access to 
the M5 motorway at Junction 30.
The restaurant is a character Grade 2 Listed building set within Topsham Conservation Area. Currently 
trading as a traditional licensed Italian restaurant and pizzeria, these prominent premises offer potential 
for incoming operators to develop a style of trade to suit their own requirements. Marcello Restaurant 
provides an excellent operating environment and the premises are furnished to a high standard 
throughout. This high quality business comprises of ground and first floor restaurant areas comfortably 
seating 48 covers; commercial catering kitchen and associated ancillary and backup facilities. 
Given the busy main street trading position, we believe that Marcello’s represents an excellent 
opportunity to purchase a quality licensed restaurant in a sought after location. Our clients are prepared to offer full hand over training to interested parties 
should they so require.
The business is for sale on a leasehold basis, which has just been reduced to £64,950. Full property details are available from the website www.
stonesmith.co.uk and viewings arranged by calling 01392 201262.  

Full details of all our current properties can be downloaded from our website www.stonesmith.co.uk or contact Stonesmith on 01392 201262. 

Occupying prom. corner site amidst Conservation Area. Grnd flr bar & coffee shop 
seats 30 with adjoining sandwich bar & ice cream take away. Grnd flr dining area 
seats 20 & 3 first flr dining rms seat 40. Comprehensively equipped catering kitchen & 
walled trade garden with covered seating for 33 plus 9 picnic tables. Staff run. Offering 
Mediterranean style of cuisine. Ave T/O £10,000 pw (summer) & £5,000 pw (winter). 
Leasehold at current rental of £30,000 p.a.x. – new 10 yr lease avail. (not verified). 
- £175,000 + S.A.V. for further details please contact www.andrewgreenwood.
com

Lords Cafe & Restaurant is situated in a prime prominent trading position in the heart of the famous and 
historic moorland town of Princetown. Dartmoor Prison, a major tourist attraction, is located within the town, 
which has over the years has become one of the most visited tourist haunts in Devon, being particularly 
popular with coach tours and a popular stop off point for lunches, refreshments and sightseeing. Princetown 
is situated on the B3212 Yelverton to Exeter road, at the junction with the B3357 Ashburton to Tavistock 
road, with the major South Devon city of Plymouth some 12 miles to the south. The town is picturesque and 
completely surrounded by the rugged beauty of Dartmoor, which attracts over six million visitors each year. 
The business traded on a daytime only basis and benefits from a lucrative and prominent trading position 
in the centre of Princetown, ideally placed to cater for both local trade as well as thousands of daytrippers, 
tourist and holidaymakers who visit Dartmoor throughout the year. The sale of Lords Cafe & Restaurant 
represents an opportunity to purchase a spacious and well appointed catering business with versatile and 
extensive trade areas and facilities. 
The business is for sale on a leasehold basis for £30,000. Full property details are available from the website 
www.stonesmith.co.uk and viewings arranged by calling 01392 201262. 

Full details of all our current properties can be downloaded from our website www.stonesmith.co.uk 
or Stonesmith can be contacted on 01392 201262. 

64    |    Issue 41 February 2017



CERAMICS CAFE FOR SALE 
South Manchester 

HOT FOOD TAKEAWAY FOR SALE 
Moston, Manchester 

 

CATERING BUSINESS 
South Hampshire
Type: Occupying an accessible location amidst a 
small business park. Current takings peaking at 
around £20,000 pw. 2 refrigerated vans included.  
Price  OIRO £200,000 + S.A.V. 
Details: www.andrewgreenwood.com

LICENSED BISTRO 
Centre of New Forest Village

Type: Run on a chef/patron basis. Tastefully 
decorated. 10 tables seat 36. New lease avail. 
 
Price: £45,000 ONO + S.A.V.  

Details: www.andrewgreenwood.com

Turnover £2,000 per week. Renewable 
lease, rent £15,500 pa.  
 
Price: £49,950 L/hold.  

Details: www.bradleyscountrywide.co.uk

LICENSED SANDWICH BAR/TAKEAWAY & 
ICE CREAM PARLOUR  Upminster, Essex/

£200k

£45k

UNDER 
£15k

Type: Family run business. Weekly sales of circa 
£1,000 and trades from a spacious 2 storey 
premises with 32 covers. Separate party room. 
Price: £14,950+SAV 
Details: www.sovereignbt.co.uk

Eye-catching shop has pavement seating 
for Type: 27. Attractively decorated, air con 
unit – seats 36.  
Price: £72,500 + S.A.V.  

Details: www.andrewgreenwood.com

LOCK-UP CAFÉ  
Between Portsmouth & Petersfield

£220k

UNDER 
£75k

UNDER 
£50k

Type: Weekly sales of circa £2,600 and trades 
from an impressive 3 storey premises with 18 
dining covers and a 5* food hygiene rating. 

Price:  Freehold £219,950 +SAV & 
Leasehold price: £45,000+SAV  
Details: www.sovereignbt.co.uk
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Dates for your diary

Diary Dates

In the next issue
Sauces and Seasonings

Location
EXCEL, LONDON

The Franchise 
Show

17th - 18th
FEB 
2016

Attracting thousands of entrepreneurs and 
business owners, The Franchise Show is the 
largest franchise exhibition in the UK. 

With more than 150 franchise brands, 
80 free seminars and workshops, it is 
the perfect place to learn more about 
franchising.

Visitors will be able to learn more about 
a whole host of UK and International 
franchises, as well as get advice on 
franchising their businesses, or information 
on becoming a franchisee. 

There will also be experts on hand to 
discuss funding any franchise plans.  

Location
EXCEL, LONDON

The International 
Food & Drink Event

19th - 22nd
MARCH 

2017

IFE 2017 (The International Food & Drink 
Event) is the UK’s biggest and most 
important food & drink trade show. Bursting 
with inspiration, this biennial exhibition 
provides an unrivalled opportunity to source 
pioneering and new food & drink for your 
business. Taking place 19 to 22 March 2017 

in London, the home of innovation, visit this 
four day extravaganza to stay up-to-date 
with the latest trends and network with the 
industry’s finest.of future trends, fresh talent 
and new ideas to help the industry push the 
boundaries in quality and innovation. 

 
Burgers

 
Avoiding Fire Hazards

Location
SECC, GLASGOW

Scot Hot

15th - 16th
MARCH 

2017

ScotHot is Scotland’s biggest food, drink, 
hospitality and tourism trade show. Over 
the two days, key buyers and decision 
makers from top hospitality and catering 

establishments networked with a wide 
variety of suppliers from all areas of the 
hospitality, tourism and catering industries.

 
EPoS

Sauces and Seasonings are important components to any dish, we take a look at the latest trends and find out what 
products you can use to help your food stand out from the crowd.

One of the most popular and versatile items on a menu. We take a look at an industry staple and how businesses can stand out 
amongst competitors as the burger segment continues to evolve

When kitting out your kitchen and restaurant, most casual dining and grab & go operators are looking for safety measures 
which are easy to operate, quick to set-up and robust to deal with the day to day demands of a busy catering or retail set up. 
Here are some top tips from suppliers on what to look out for when buying equipment to avoid fire hazards.

When kitting out your kitchen and restaurant, most casual dining and grab & go operators are looking for safety measures 
which are easy to operate, quick to set-up and robust to deal with the day to day demands of a busy catering or retail set up. 
Here are some top tips from suppliers on what to look out for when buying equipment to avoid fire hazards.
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