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In our last issue I was trying to avoid any talk of Christmas, but 
there’s no getting away from it now – it’s everywhere!

Most restaurants, food-to-go and casual dining outlets are 
already promoting their Christmas offering or are in the midst of 
finalising Christmas menus. So, if you’ve not started planning 
yet, now is the time to get prepared. If you are in need of 
inspiration, then flick to pages 28-29.

And of course, think of Christmas and you’ll imagine scenes of 
snow and wrapping up warm – which is why now is the perfect 
time to re-look at your hot drinks offering. Re-energising your 
drinks menu to cater for the colder weather is a must-do in 
order to keep the orders coming in over the winter months. Be 
inspired with our Focus on... Hot drinks feature (pages 22-27).

Along with our regular features such as Business Profile and 
Design Inspirations, this issue is, as ever, packed with lots 
of thought-inspiring features and articles to help you in your 
business.

Enjoy reading this issue and we’ll see you again in December!
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consumers want more 
chocolate varieties at 
restaurants

The independent research*, commissioned by 
Callebaut – makers of some of the finest Belgian 
chocolate – explored the nation’s chocolate eating 
habits, as well as the trends that will be shaping 
menus over the coming months. 

Working with Menurama, Callebaut also 
pinpointed the nation’s favourite chocolate desserts 
– with chocolate brownie the clear number one 
followed by cheesecake, cake, pudding and 
ice cream** and revealed the average price of a 
chocolate dessert is £4.38, commanding an 11% 
premium over non-chocolate dishes.

When it comes to menus, the average number 
of chocolate desserts is only two, whereas 75% of 
people would like to see three or even four cocoa 
based desserts! 

Robert Harrison, Sales Director, Callebaut 
explains:  “The clear message coming through from 
this research is that caterers should be offering more 
chocolate desserts. We are a nation of chocolate 
lovers and people clearly want more options.

“Caterers are missing out not only on sales but 

The UK has proven itself a nation 
of chocolate lovers with 66% of 
consumers wanting restaurants to 
offer more chocolate varieties, while a 
staggering 70% of 18-34-year-olds – an 
important age group for out-of-home 
spending – are happy to pay more for 
their favourite chocolate dessert. Dare 
not to have a chocolate treat on menus 
and 30% of people may choose not to 
order a dessert altogether

After a career spanning more than 
50 years in the catering equipment 
contracting and hospitality industry  
one of its respected figures, Bill Moore 
of IFSE, is retiring.

Moore started his working life as 
a junior draughtsman at Benham’s 
(later to become Stott Benham’s) in 
1963 and over the next 30 years his 
career took in posts at some of the 
UK’s leading foodservice companies 
including Forte & Co, Gaskell & 
Chambers, Oliver Toms and, during 
the 1980’s, eight years working across 
the Far East, Middle East, India and 
Asia for Horwoods. In 1989 he moved 
to Servequip and was instrumental in 
the MBO that saw the creation of IFSE 
in 1992.

“I have thoroughly enjoyed my time 
in the industry and will miss the 
many friends and colleagues with 
whom I have worked over the last 50 
years,” said Bill. “But I look forward to 
spending more time with my wife and 
family and brushing up on my tennis 
and golf!”

papa John’s berkhamsted store set for growth 
following new franchisee take over

Bally worked in the Hertfordshire 
store making pizzas for six weeks 
before striking a deal with the 
former franchisee, who will now 
focus his Papa John’s portfolio 
within the M25.

“I have a background in the 
pizza industry, previously working 
as an area manager for a rival 
firm,” confirms Bally. “However, 
I was keen to purchase my own 
Papa John’s franchise and take 
advantage of the opportunities 
being created by the company’s 
rapid growth. I completed my 
management training and decided 

Pizza franchise, Papa John’s, has announced its 
Berkhamsted store is ‘set for growth’ following new 
franchisee Bally Brar’s recent take-over

to gain some hands-on experience 
while waiting for the right 
opportunity to come up and sure 
enough it did!

“I am planning to use the profit 
generated from my first Papa 
John’s to open at least six more 
outlets over the next few years. 
Exciting times are ahead and 
the key will be to keep pushing 
the awareness of our fabulous 
product in addition to training and 
motivating good staff to ensure we 
supply the best service and pizza 
around!”

Papa John’s is growing and 

is looking for other enthusiastic 
franchisees to become part of 
its success story. Currently Papa 
John’s is offering the following 
franchisee incentives: for new 
stores opening in Wales, The 
Midlands, North East, The North 
West and Scotland a royalty break 
is offered if opened before the 
end of 2014. Papa John’s is also 
supplying free equipment, plus 
contribution towards marketing 
spend for the store opening 
launch. The whole package could 
result in savings of 50k for your 
first Papa John’s store.

are actually limiting the profit 
potential of their dessert 
menu by not including 
chocolate. There is a real 
‘disconnect’ between what 
many consumers want 
and what’s being provided. 
Caterers who are able to 
gear up for this demand will 
reap the benefits in terms 
of increased turnover – in 
fact one of the findings 
was that 60% of people 
would be more likely to 
order afternoon tea if it 
included chocolate cake 
and treats, opening up a real 
opportunity for restaurants, 
hotels, cafés and tea 
rooms.”

The research marks the 
launch of Callebaut’s new 
‘For The Love of Chocolate’ 
campaign which has been 
developed to guide caterers 
through their chocolate 
choices and ensure dessert 
menus remain profitable by 
giving customers exactly 
what they want. The 
chocolate haven –  
www.fortheloveofchoc.com  – includes a handy 
infographic featuring the key research findings, as 
well as on-trend recipes and helpful videos. 2015 will 
also see Callebaut give two caterers^ the chance to 
win an all expenses paid trip to Ghana to see where 
it all begins.

*  Consumer Toluna research: 350 consumers surveyed/
August 2014.

**  Menurama menu research:  across 115 leading OOH 
menus/August 2014.

^  One caterer under 22 years of age and one over 22 years

Yorkshire Tea has proved the perfect 
match for Leeds United, with visitors 
to Elland Road now able to enjoy a 
proper brew.

Joining the Leeds United Commercial 
Partners, Taylors of Harrogate 
has developed a new ‘Yorkshire 
Tea Brew Bar’ for fans in the East 
Stand concourse and will also be 
providing hospitality guests with a 
complimentary premium blend of 
Yorkshire Gold to enjoy during the 
game. 

Under the new partnership agreement, 
Yorkshire Tea will be served throughout 
all areas of Elland Road on match 
days and non-match days, allowing 
fans to enjoy a brew across the 37,890 
capacity stadium which is managed by 
contract catering and support services 
provider, the Compass Group.

The Yorkshire Tea Brew Bar will be 
supported with advertising at the 
stadium, appearing on the giant 
screen at half-time, as well as across 
the club’s digital and social media 
platforms. 
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The company, which prints and 
embroiders logos and slogans 
on to t-shirts, polo shirts, 
sweatshirts, hoodies and other 
items, saw revenues leap 92 per 
cent in the first six months of 
2014 compared with the same 
period last year.

Clothes2order, which supplies 
more than 20,000 businesses, 
clubs, charities and societies, 
enjoyed its strongest growth in 
the restaurant sector, with year-
on-year sales up 130 per cent.

Managing director Michael 
Conway said demand for t-shirts 
and polo shirts is surging as more 
and more casual dining venues 
and quick-service restaurants 
open nationwide, with their staff 
adopting a relaxed dress code to 
reflect the culture.

Clothes2order is part of parent 
company Quayside Group, which 
has its headquarters in Trafford 
Park, Greater Manchester, and 
supplies customers worldwide.

Bumper trading for 
Clothes2order means the group 
is now forecasting overall sales 
of £6.3m for 2014, up from £4.4m 
in 2013.

Mr Conway said: “We’re 
increasing our overall market 
share and partly this is because 
we are benefiting strongly from 
the casual dining trend. 

“Burger and steak bars, noodle 
restaurants and the like are 
springing up all over the country, 
and these venues favour a more 
relaxed look for their staff, with 
embroidered t-shirts and polo 
shirts proving especially popular 
over traditional shirt-and-tie 
uniforms.

“We have been able to 
capitalise on this trend by 
focusing on speed and 
flexibility, alongside a significant 
investment programme to 
increase our production capacity 
and enhance our e-commerce 
operations.”

As one of the UK’s premier specialist distributors 
of vegetarian and vegan ingredients, the company 
is encouraging caterers to think ‘meat-free’ when 
it comes to menu planning and tap into a market 
predicted to be worth £882.4M by 2016*.

In recent years demand for vegetarian cuisine 
has grown, due mainly to the rise in meat reducers 
– people who are consciously reducing their meat 
consumption. This is partly thanks to high profile 
campaigns such as ‘Meat Free Monday’, but also 
the increased awareness around the health and 

environmental concerns of eating too much meat.
With the industry under growing pressure to 

deliver healthier menu options, Vegetarian Express 
can help contract caterers and operators meet 
consumer demand and boost their bottom line.

The supplier and consultant to the catering 
industry also provides expert advice on nutrition 
and menu planning, to help maximise the profit 
potential of vegetarian and vegan dishes.

Will Matier, managing director, Vegetarian 
Express, explains: “Vegetarian Express has been 
working with operators and contract caterers for 
over 25 years. During this time we’ve seen a new 
wave of people choosing healthier, vegetarian and 
vegan foods to diversify their diet –  Mintel recently 
reported that 12% of the UK population follow a 
vegetarian or vegan diet, that’s one in eight adults^ 
but 38% of people actively purchase vegetarian 
food+.

“There’s a growing demand for meat-free dishes 
so caterers need to give them as much thought as 
the rest of their menu.”

^  Mintel Meat-Free Foods UK Report 2012 
*  Keynote June 2012 +Mintel ‘Meat-Free Foods’ UK Report 

2012
^ Mintel October 2014

Britain’s casual dining boom 
is helping to fuel record 
sales at uniforms supplier 
Clothes2order

Vegetarian Express has revealed a fresh new look and website as part 
of its campaign to help caterers make the most of the growing trend for 
meat-free cuisine out-of-home

casual dining boom boosts 
sales for uniforms supplier

Meat-free proves menu winner

Following an intense final at the 
KNORR kitchen, Sarah Medlicott from 
Torbay School in Paignton has been 
crowned the winner of the first ever 
Big School Bake Off competition.

The finalists were judged on a 
technical challenge where they were 
offered a selection of ingredients to 
create their take on the perfect Victoria 
sandwich.

TV Bake Off winner Jo Wheatley led 
the team of judges, which included 
LACA national chair Carrieanne 
Bishop, LACA board member & 
director Anne Bull and Unilever Food 
Solutions education chef Andy Lagor. 
Finalists were marked on their choice 
of ingredients, skill and creativity, as 
well as the texture, moistness and 
taste of their bakes.

Sarah’s Victoria sandwich was 
declared the ‘best overall’ bake by the 
judges after a thorough taste test.

Jo Wheatley, TV Bake Off winner 
said: “It’s fantastic to see the talent 
in school kitchens.  There’s so much 
going on in the school food arena at 
the moment. This competition is a 
great opportunity to celebrate all that’s 
good in school food.”

Lawyers Moore Blatch, which 
specialises in supporting businesses 
that were mis-sold interest rate 
hedging protection - the business 
world equivalent of PPI mis-selling 
- is urging up to 10,000 businesses 
that the time limit for pursuing a 
claim against their bank is running 
out. The issue particularly affects 
pub businesses as they were often 
sold these products alongside their 
business borrowing.

Moore Blatch is warning that there is a 
six year cut off for most claims and, as 
the peak of mis-selling by banks and 
other financial institutions took place 
up to 2008/ 2009, then time is running 
out to make a claim.

Many businesses could be owed 
thousands, sometimes millions, of 
pounds for being mis-sold products 
that promised to protect against the 
movement in interest rates on their 
borrowing, ranging from conventional 
loans through to hire purchase 
agreements.

According to the FCA, around 10,332 
cases are still awaiting resolution 
within the FCA review scheme, which 
was set up to identify and resolve 
cases of mis-sold hedging products.
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The team at Lincoln & York are feeling 
proud after completing an 85 mile 
charity cycle raising over £16,000.

22 members of the team and friends 
of the UK coffee company rode from 
Lincoln Cathedral to York Minster on 
Saturday 27th September in support 
of the Yorkshire Air Ambulance and 
the Lincolnshire & Nottinghamshire Air 
Ambulance.

The first company charity event 
Lincoln & York has taken part in 
was an overwhelming success with 
hundreds of generous contributions 
coming in from customers, suppliers, 
friends, family and colleagues. The 
total £16,160 will be split equally 
between the two charities.

The event came as part of 
celebrations for Lincoln & York’s 
20th birthday. Both directors, Simon 
Herring and James Sweeting, took 
part in the cycle which was an apt 
tribute to the coffee firm which they 
named after their respective home 
cities – the start and end point of the 
ride.

news in brief
hit calls for businesses 
to help more young 
people secure roles
HIT Training, one of the UK’s leading 
hospitality and catering training 
providers, is calling on businesses 
in the sector to provide more 
opportunities for young people to 
develop their skills, and get their feet 
firmly on the hospitality career ladder
HIT’s announcement supports the hospitality 
industry’s recent pledge to create 6000 new 
hospitality jobs for 16-24 year olds by the end 
of 2014*. It is estimated that approximately 
900,000 young people in the UK are not in any 
form of education, employment or training. This 
identifies the need for more employers to sign up 
to initiatives such as HIT’s pioneering traineeship 
and apprenticeship schemes in order to give 
more young people an opportunity to develop a 
sustainable hospitality career.

“It’s astonishing to think about just how many 
young people are missing out on the chance of a 
rewarding career because they are unclear about 
their options after GCSEs, or there simply aren’t 
enough hospitality training and development 
opportunities in their area,” said Mike Worley, 
Hospitality director at HIT Training.

“For many, sixth form isn’t a viable option due 
to getting lower GCSE grades than expected. So 

The company triumphed over some well-
established chains in the industry including Ed’s 
Easy Diner as well as newer concepts in the 
category such as Bill’s and Wahaca.

Following up this impressive win with more good 
news, YO! Sushi was placed 12th overall in the ‘Top 
60 Best Employers in Hospitality 2014’ making it 
the leader for its category. Hundreds of employers 
entered the awards and almost 9,000 employees 
completed the survey, with 60 employers gaining 
an engagement score high enough to allow them 
to be entered into the Top 60 Best Employers in 
Hospitality 2014.

The awards are in their fourth year and represent 
employers from all sectors, producing not just 
one top award but a top 60 ranking and category 
winners representing all key sectors.

People director Suresh Banarse, said: ‘‘YO! Sushi 
is committed to ensuring our employees are happy 
and have every opportunity to be developed in their 
career. After all, a happy workforce deliver a great 
dining experience for customers.

“We’re thrilled to have won this award for the 
second year running and will continue to make sure 
our restaurants provide fantastic opportunities for 
staff.’’

Yo! Sushi wins ‘best large restaurant Group’ 
for the second year running
YO! Sushi has won the ‘Best Large Restaurant Group’ at the Caterer.com’s 
‘Best Employers in Hospitality Awards 2014’ for the second year running

traineeships are the perfect alternative for young 
people who feel more teaching is not for them, but 
they really want to get ahead and gain practical 
work experience. Similarly, for those who simply 
don’t want to stay on at school, apprenticeships 
provide education for those aged 16+ that isn’t 
solely classroom based, and allows learners to get 
their first foot on the career ladder, whilst earning 
a wage.

“Through our HIT Traineeship Scheme, our 
award-winning trainer-assessors have provided 
support to many leaners. From helping trainees 
get their essential maths and English skills up 
to scratch, to practising interviews and, most 
importantly, finding them a work placement with 
a local employer, help is at hand every step of the 
way.”

Businesses who think they can offer 
opportunities for young people should contact HIT 
Training by visiting www.hittraining.co.uk or calling 
0800 093 5892.

* British Hospitality Association 2014

Launched just six months ago, 
HIT Training’s new website – www.
hittraisning.co.uk – has led the 
company to victory by winning the 
award for best ‘Professional Services 
Website, App or Campaign’ in the 
Drum Awards for the Digital Industries 
(DADI Awards).

The website, which was designed by 
digital agency CDD, was voted as the 
winning entry over category finalists 
including the Royal Navy and KPMG. 
The panel – made up of judges who 
have extensive experience in the 
digital industry including individuals 
from Google, Oxfam UK and Visa – 
commented that this year’s entries 
stood out as the most creative, 
engaging and exciting work in many 
years.

With its new engaging platform aimed 
at those interested in training in the 
hospitality and catering industry, 
the HIT website won in recognition 
of its effectiveness and excellent 
ability to appeal to two distinct user 
groups; learners and employers, as 
well as the information it offers on 
career progression, and technical 
developments that now allow learners 
to effortlessly apply for and book a 
course online for the very first time.
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Quaglino’s, the iconic restaurant 
and late-night venue in the heart 
of London’s Mayfair St James’s, 
re-opened its doors on Friday 17th 
October 2014 following a full-scale, 
multi-million pound renovation, 
complemented by a contemporary 
European menu from new Executive 
Chef Mickael Weiss and a bespoke 
programme of curated late-night live 
music performances and events.

The re-launch celebrates 85 years of 
Quaglino’s iconic heritage; from its 
opening in 1929 by legendary Giovanni 
Quaglino – whose love of food and 
good company created a destination 
favoured by glamorous society – 
to Terence Conran’s celebrated 
remodelling in the 1990s right through 
to the restaurant’s present day status 
as one of London’s most cherished 
celebratory destinations.

The 240-cover restaurant features a 
contemporary European menu using 
the highest quality British ingredients. 
Dishes fuse traditional European 
classics with exotic flavours and 
spices from the extended continent.

andre agassi helps european health food brand 
launch uK expansion

The opening of the first site in 88 
High Street, Walthamstow, took 
place on the 12th October and 
will be followed by a further four 
franchise operations over the 
next six months, including sites 
in Farringdon and Angel. By the 
end of 2019, the company aim to 
have over 50 Update 1 franchises 
operating throughout the UK 
alongside an e-commerce website 
and home delivery service. 

The Low Carb Bistro-Delis 
will all include a premium, 100% 
organic coffee offering, a fresh 
on–site bakery, a deli plus a 
healthy fast food bistro providing 
an incredible array of healthy hot 
and cold meals.

They will also exclusively use 
and sell the specially created 
and clinically proven range of 
Update 1 food and drink products 
which are all low carb, low GI 
and contain no added sugar or 
artificial flavourings. 

Boasting a range of over 
300 products which includes 

breads, cakes, chocolate, 
drinks, pasta and a special 
gluten free selection, the entire 
Update 1 product range has its 
carbohydrate content reduced by 
at least 50% and they all provide 
a very low (< 30) glycemic index.

Set up in 2004 by Hungary’s 
health king and entrepreneur 
Norbi Ferenc Schobert, Update 
1 has over 100 grocery stores 
in Europe. The Update 1 Low 
Carb Bistro-Delis will differ from 
the company’s European stores 
in that they will have more of a 
convenience and café culture 
ambiance.

With the weight loss market 
expected to reach £220 billion 
globally by 2017, the company 
was floated in September and 
has ambitious plans to grow 
worldwide. 

Eight-time tennis Grand 
Slam winner Andre Agassi, who 
recently signed up as an Update 
1 brand ambassador to help 
the company’s expansion in 

With research suggesting that 
half of the UK population is set 
to be obese by 2050, a growing 
European health food brand backed 
by Andre Agassi is looking to help 
Brits fight back after announcing 
its UK expansion with the launch of 
London’s first Update 1 Low Carb 
Bistro-Deli UCC Coffee UK & Ireland has launched 

its new website featuring the latest 
industry insight and innovations to 
help operators build a profitable coffee 
offer.

The look and feel of the new website 
aligns itself to the global UCC brand 
following the UCC UK & Ireland 
business’ rebrand, which took place 
in April 2014. The website reflects 
the company’s total coffee solution 
including its expanding portfolio of 
products, services and unique insight. 

The website, which the company says 
is a one-stop hub for all things coffee, 
also includes information on consumer 
habits and trends.

•  Quarterly coffee research - hotels, 
workplace and eating out

•  Insight-led blog posts including the 
latest news, commentary on the 
coffee market and trends

•  Monthly ‘Price Watch’ - reports on 
the latest coffee prices on the high 
street  

•  Information on water filtration and 
roasting capabilities 

•  A world map of origins, flavour profile 
and characteristics of coffees

•  Full details of the product range of 
coffee, machines and coffee bar 
essentials

pizza rossa kicks off starter campaign
On the verge of expansion, London’s by-the-slice pizza concept Pizza Rossa has 
launched a Kickstarter campaign to fund the next stage of its development
Pizza Rossa raised capital 
through crowdfunding, breaking 
the European record for a start up 
in 2013. The first outlet opened as 
a long-term pop-up in June 2014 
at Leadenhall Market in the City 
of London, and two more venues 
are already scheduled to open in 
the Autumn.

Kickstarter.com promotes 
reward-based campaigns and 
brings together project creators 
and backers, where a funding 

goal and deadline is set. People 
who like a project pledge money 
to make it happen. Funding on 
Kickstarter is all-or-nothing – 
projects must reach their funding 
goals to receive any money. To 
date, an impressive 44 percent 
of all projects have reached their 
funding goals. Since Kickstarter.
com launched in 2009, 7 million 
people have pledged $1billion, 
funding 70,000 creative projects.

Pizza Rossa is using the 
Kickstarter platform to buy a bike, 
a cart and an additional oven with 
the objective to increase capacity 
for corporate deliveries. Corrado 
Accardi, founder and managing 

director of Pizza Rossa, says: “If 
things go spectacularly well with 
the campaign, we would even 
consider opening another pop-up 
in a railway station in London.”

Rewards designed exclusively 
for Kickstarter members 
include Pizza Rossa branded 
merchandise, pizza making 
experience at the large 
Leadenhall market shop and an 
at-home masterclass experience 
in pizza making with Pizza 
Rossa’s head chef.

Editor’s note: Turn to pages 30-31 to 
find out more about Pizza Rossa in this 
month’s Business Profile

the UK, Austria , Germany, Italy, 
Turkey, Serbia, and Romania, 
said: “I have long believed that 
exercise, plus the right nutrition 
and diet, are essential to long-
term mental and physical health. 
The obesity problem around the 
world is extremely worrying so I 
am delighted and excited to be 
working with Update 1 to help 
people make the small-changes, 
that can make a big difference.”

Founder of Update 1, Norbi 
Ferenc Schobert, commented: 
“Update 1 has been proven to 
help people lose weight without 
them needing to give up their 
favourite food items. With obesity 
a core issue to populations 
around the world, our aim back in 
2004 was to make dieting easier, 
more enjoyable and less extreme 
in order to effect real change.

“With this first launch in the UK 
and our exciting plans in motion 
elsewhere in the world, we are 
excited to be another step closer 
to realising that dream.”
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news in brief

industry news

The award-winning restaurant 
and takeaway, named 
‘Independent Takeaway Fish 
& Chip Shop of the Year’, was 
invited to take part in a festival 
of British food at two high-end 
department stores in Japan, so 
hungry shoppers could get a side 
order of chips at the checkout.

Top fryer Raymond Fusco, the 
youngest son in the Fusco family, 
took the 5,700 mile-trip on

September 29th to the ‘British 
Fair’ at the upmarket Hankyu 
Hanshin Department Stores, so 
Japanese customers could learn 
more about how the iconic British 
dish is made.

“It’s a once-in-a-lifetime trip 
and a dream opportunity to 
show just how wonderful fish 
and chips can be if they’re done 
properly,” says Raymond. “We 

only use sustainable fish and 
local potatoes for our award-
winning fish and chips and, of 
course, that secret family recipe 
batter, which we’re going to keep 
under our hats! It’s fantastic to 
be spreading the word about the 
high standard of British food and 
cooking.”

The special visit, organised 
following Quayside’s 2013/14 
National Fish and Chip Award, 
saw Raymond serving first-
class fry to shoppers at Japan’s 
Hakata Hankyu at Fukuoka and 
the Hankyu Umeda at Osaka, 
which are the biggest department 
stores in Western Japan, akin to 
Britain’s Harrods or Claridges. 
The 10-floor Hakata Hankyu at 
Fukuoka and the 80,000sq metre 
Hankyu Umeda at Osaka, draws 
upwards of 50 million shoppers 

from various parts of western 
Japan each year.

Each September, the 
department stores hold an 
annual British Fair showcasing 
the very best of British food 
and goods including clothes, 
artisan products, tea workshops, 
demonstrations by British 
bakeries, whiskey sampling and 
live shows.

Quayside of Whitby flew its award-winning fish and chips from the North 
East to the Far East recently when it served up Britain’s best to customers 
at the Japanese equivalent of Harrods

Globetrotting Yorkshire chip shop jets half 
way around the world to show off top chips

new online service to launch one-stop solution 
to finding the perfect catering services
A revolutionary new approach to the 
catering industry is set to offer a quick, 
simple and effective way of connecting 
clients with catering professionals who suit 
their specific event food requirements

Manchester based start-up Quick Buffet, have 
announced their intention to launch their brand new 
web-based service, designed as an exclusive online 
platform where those looking for catering services 
can quickly and easily connect with professional 
caterers and catering companies.

The website due to launch shortly will provide a 
one-stop portal, where users can simply enter their 
postcode and view a comprehensive range of the 
top rated catering companies within their local area. 
Users can then choose the perfect catering provider 
for their specific event and complete the payment 
process securely online. The caterer will then deliver 
their buffet quickly, removing the stress and worry of 
organising food for their event.

Quick Buffet’s Joas Serugga, commented: “How 
we work is really simple! Our mission is to put the 
very best catering companies in contact with real 
customers within the local area. We are passionate 
about food and making sure that customers receive 
the very best service for their next event.”

In addition to providing customers with a 

convenient way to organise catering for impressive 
events, the Quick Buffet service will also offer 
professional caterers an opportunity to reach out 
and connect with a brand new online client base. 
Quick Buffet is looking to work with a range of 
passionate, professional and driven caterers to 
deliver an outstanding service across the country.

Caterers looking to work with Quick Buffet will 
not only benefit from a huge online exposure, but 
will also see their businesses benefit from the 
service’s development and marketing team who 
are constantly looking for bigger and better ways to 
connect with customers.

Simply Ice Cream, based near Ashford, 
has tried something a little unusual by 
producing Camel Milk Ice Cream for 
the first time.

On Sunday 7th September Simply 
Ice Cream produced three flavours 
of the ice cream, vanilla, mango and 
strawberry and took it along to Hole 
Park’s Camel Race Day for John Hare 
of the Wild Camel Foundation. Their 
stand sold out of the 120 pots supplied 
in the three flavours in under an hour. 

The feedback was phenomenal and 
John Hare and Sally Newall of Simply 
Ice Cream are now discussing a 
possible collaboration in the future 
for the British market. The unusual ice 
cream is low in fat and high in Vitamin 
C and is also an alternative for those 
who are allergic to the lactose in dairy. 

Although the ice cream was initially 
created solely for the Camel Race Day, 
the company are now contemplating 
the benefits of producing it alongside 
their current products and flavours.

This year’s MICHELIN guide is also 
available in app form. In partnership 
with Bookatable, the restaurant 
booking service, users can for the first 
time browse, discover and instantly 
book their favourite MICHELIN guide 
listed restaurants from their iPhone.

The free to download app is available 
from the Apple App Store and contains 
all of the content from the 2015 
guide as well as exclusive MICHELIN 
Experiences and promotions 
[https://itunes.apple.com/gb/app/
id914911902?mt=8].

At launch, all restaurants selected in 
the MICHELIN guide will be listed, 
including the highly coveted one to 
three star restaurants as well as the 
Bib gourmand establishments which 
serve ‘good cooking at moderate 
prices’. Badges will indicate the year in 
which the restaurant first entered the 
guide and serious foodies can create a 
wish list of restaurants, adding them to 
their favourites tab to save for a future 
gastronomic treat.

Using the app’s location technology, 
diners can easily find and book 
restaurants nearby using Bookatable 
while on the go. Filters enable 
searches to be refined by price, 
cuisine and star rating and availability, 
meaning that diners can always find 
the perfect place to for any occasion.
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industry news

double shortlisting for School of wok

Founded and run by TV chef Jeremy Pang, School 
of Wok has made the finals into the ‘Best Specialist 
Cookery School’ and in the ‘Young Rising Star’ 
categories. With the awards just weeks away, 
winners will be announced in London on 17 
November. 

With a panel of judges which includes, among 
others, BBC Radio 2’s food and drink broadcaster 
Nigel Barden, Delicious magazine’s editor Karen 

Teaching the art of Oriental and Asian cuisine in the heart of London’s Covent 
Garden, School of Wok has been shortlisted in two categories in the forthcoming 
2014 British Cookery School Awards, one of the most prestigious industry awards in 
the catering calendar

impress-ive comeback with new wrapido range
Impress Sandwiches, part of The Good Food Company of Harefield Ltd, has returned 
to being a family run food business once again
Fiona and Steve Buss are the new generation at a 
company with over 20 years experience that values 
its many long standing customers, and good trade 
relationships. “We pride ourselves on great and 
reliable customer service. If we say we’re going to 
do something, we deliver. That’s the Impress way,” 
says Fiona Buss, managing director.

Their product range includes freshly prepared 
handcrafted and hand-cut sandwiches, wraps, rolls, 
hot eats, paninis, sandwich platters, sushi, salad 
and pasta snacks. Long standing clients include 
airlines, contract and event catering, hospitality, 
foodservice and retail, top tourist venues in London, 
and sporting events, including many big football 
grounds.

Part of their innovative approach is a new range 
of hot wraps from umbrella company Wrapido World 
Wraps. Focusing on food ingredients from across 
the globe inspired by their client base in the airline 
industry, the offering includes eight new options 
including Red Thai Chicken in a spinach tortilla, 
Roasted Vegetable Fajita in a plain tortilla and to 
remind us of ‘home’ a Complete Breakfast Wrap 
with mushroom, cheddar cheese and sausage and 
crispy bacon in a tomato tortilla.

“It’s great to be back,” says fellow director Steve 
Buss. “Foodservice is such a fluid, fast-moving 

industry, you need to be aware of and respond 
to the latest trends – especially in the food-to-go 
category. We move fast to fulfil client demands. 
Perhaps that’s why our latest wrap range is called 
Wrapido! It’s a really exciting time in the industry.”

Impress see ‘Free From’ as a big growth area 
too. They promoted their new gluten free sandwich 
category at the lunch! show in September and 
received favourable feedback.

Many of the Impress products are handmade by 
a dedicated team based in their BRC accredited 
factory near Heathrow.

news in brief
Cimbali, one of the world’ largest 
coffee equipment manufacturers, has 
appointed Keith Stanger to the post of 
service director.  

Keith has over 24 year’s experience 
managing field based service 
operations, having started his 
career as an engineer for Marconi 
and then Granada, before joining 
Dixons Mastercare.  His more recent 
experience in the healthcare sector, 
where he was responsible for the field 
service engineers, customer service 
desk and the machine workshop will 
stand him in good stead as he takes 
up his new position with Cimbali.  

“My key objective is to work with the 
field and customer service teams 
to further improve our operating 
efficiencies and quality standards,” 
explains Keith. “This will enable the 
service operation to support the 
business with its continued growth 
and as a consequence strengthen our 
position in the market.”

As a further commitment to customer 
service, Cimbali has recently employed 
an additional seven field services 
engineers and taken delivery of a fleet 
of 35 new vehicles.

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

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

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

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

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

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

Fiona and Steve Buss 
are back to doing 

what they do best – 
running their company

Barnes and Martin Johns, Development Chef at 
Kenwood – the company which is also the headline 
sponsor for the awards – the 2014 entries were well 
up on past years, with finalists having to compete 
even harder.

Jeremy Pang comments: “Being a finalist in not 
one, but two categories is a real accolade for the 
team at School of Wok, and we are both thrilled and 
honoured. These nominations are a reflection of the 
dedication and unwavering passion that School of 
Wok pours into each class, each student, and each 
opportunity to teach.”

This shortlisting comes at a special time for 
School of Wok, as they are about to launch a sister 
company – The Oriental Culinary Institute which will 
train professional chefs in Oriental and Asian cuisine.   

With more than 400 cookery schools now 
operating across the country, the British Cookery 
School Awards 2014 honour excellent cookery 
schools that go above and beyond to deliver a 
top-notch cookery school experience. Launched in 
2012, the awards celebrate the important role that 
cookery schools play in driving Britain’s passion for 
cooking good, home-made food.
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a word from...

There’s a well-known business term that 
states ‘cash is king’ and it’s a phrase I 
have been fond of using over the years. 
However it’s not always true anymore.

When I took over my first Subway 
store, the previous owner hadn’t been 
interested in taking credit or debit card 
payments because he felt the charges 
were far too costly and didn’t add any 
value to his business. As the new and 
enthusiastic owner I decided to get 
a terminal installed straight away as 
I thought it would increase sales and 
attract more customers. I’m glad to say 
I was right and we saw the sales figure 
shoot up by 20% over the next few 
weeks. No mean feat in any business!

This adds a little bit more paperwork 
and accounts to the business as well 
as the cost, but in the modern world 
it seems to be a necessary evil and a 
service that consumers really do rely 
upon.

Then last year Barclaycard announced 
the launch of its new wireless payment 
system, a simple process where you 
press or tap your bank card against 

Is cash
really king?
This month Ian Dawes, Subway 
franchisee, takes a look at the issue 
of customer payment methods

the in store terminal and it charges you 
instantly without the need for a PIN. 
It has added security features like a 
maximum spend of £20 and the process 
can only be done up to three times in 
any one day. The bank also takes the 
responsibility against fraud or theft if 
you are a consumer so you are covered 
if it gets misused by a third party.

As a business owner in the quick service 
restaurant industry this was something 
I embraced fully and saw it as a 
genuine way of speeding up the flow of 
customers through my store. The rollout 
of new wireless bank cards was, and 
still is, a very slow process and not one 
that is supported by many banks and 
their subsidiaries.

Apple have recently made their big 
keynote speech presenting new iPhone 
models and the much anticipated apple 
watch due out in 2015. However the 
biggest announcement was the launch 
of the ‘Near Field Communication’ (NFC) 
payment system that will be built in to 
the new phone models and potentially 
the watch as well. You can pre load all 
your debit and credit card details in to 
you phone just by taking a photo of it 
and it will be stored ready for use. As 
the phone already has fingerprint swipe 
technology built in, this is how you will 
access the phone to make the payment 
when next to the card terminal.

There are a few phone manufacturers 
already offering similar systems which 
have had varying levels of success 
but none have made it big yet. This is 
where apple steps in. Apple are well 
known for taking an existing product 
and making it so much better, which is 
what we can expect for the new NFC 
payment system. All in all it’s likely to 
be a big deal when it launches fully in 
the UK next year and something I will be 
supporting in all my stores with  
real gusto.

“The rollout of new wireless 
bank cards was, and still 
is, a very slow process and 
not one that is supported 
by many banks and their 
subsidiaries”
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Sandwich bars

Variety is key  
for sandwich bars

There are many elements 
to a successful sandwich 
bar including menu 
choice, innovation, 
brand awareness as 
well as offering a great, 
speedy service... 

Bel says that when developing 
your menu, it’s important to 
include both hot and cold options

“With the sandwich market growing 
so quickly, it is important for sandwich 
bars to keep on top of current trends 
to remain competitive,” warns Chloé 
Féminier Tomkins, UK group product 
manager, Bel. “In fact, the market has 
grown by 2% in value in the last year with 
3.2 billion sandwiches sold, according 
to the British Sandwich Association 
(BSA), and grab-and-go options are 
becoming increasingly popular to cater 
for consumers’ busy lifestyles.

“In addition to convenience, a range of 
other factors also influence consumers, 
including brand awareness, current 

trends and a more health-conscious 
society. Bel’s wide portfolio of cheese 
offers operators something to deliver 
against these consumers’ needs.”

When developing your menu, it is 
important to include both hot and 
cold options. Hot sandwiches are very 
popular among consumers as they can 
feel more filling, and are brilliant for those 
who want an alternative to something like 
a burger. When it comes to providing hot 
sandwiches, Bel recommends using a 
cheese such as pre-sliced Leerdammer, 
which makes for an easy and quick 
service, as well as having great melting 
properties and 50% less fat than a 
standard Cheddar.

“Sandwich bar operators do, however, 
need to consider how offering hot 

“With the sandwich market 
growing so quickly, it is 
important for sandwich 
bars to keep on top of 
current trends to remain 
competitive”
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sandwich market, whether as a quick 
dine in option, or on the go: “Buying in 
sandwiches, while straightforward, will 
not offer the same return as making 
sandwiches fresh on the premises.

“Kerrymaid Buttery has the delicious 
taste of Irish dairy and can be spread 
straight from the fridge. By using this 
time saving product, QSR outlets 
will be instead be able to personalise 
sandwiches with a range of delicious 
fillings while serving at speed. Offering 
custom-made options to consumers, 
through different breads and rolls, and 
a wide variety of fillings, will boost 
satisfaction and build consumer loyalty. 

“Cheese has been identified by the 
British Sandwich Association as the 
UK’s second most popular sandwich 
filling, which helps to explain why 19,900 
tons of it is used every year. Kerrymaid 
Grated Red and Kerrymaid Grated 
White offer outstanding functionality in 
comparison to other sandwich cheeses. 
Both products offer the authentic taste of 
real Irish dairy as well as a burst of colour 
that make sandwiches stand out from the 
crowd.”

Hot sandwiches such as paninis and 
toasties are growing in popularity, with 
Kerrymaid research showing that 78% 

“Bel’s latest launch, Boursin Sandwich 
& Creation, provides operators with an 
ultra-spreadable version of Boursin in 
a 500g tub format, perfect for those 
who are challenged by time, or even 
those who feel they don’t have a very 
highly skilled kitchen, as Boursin Garlic 
& Herb provides impactful distinctive 
sandwiches with a delicious creamy taste 
and texture.”

Grace Keenan, brand manager for 
Kerrymaid, says that consumers’ 
lifestyles are becoming increasingly busy 
which has in turn driven a growth in the 

Cook & Garcia say that they’re a British take on the New York 
style deli with an emphasis on fresh, quality ingredients

Mitchell & Cooper says that says that using Bonzer 
Portioners ensures no over-filling, and therefore no 
profit loss, as well as no under-filling

sandwiches may affect their service – 
especially for grab-and-go consumers 
who will expect relatively fast service for 
a sandwich of any kind,” advises Chloé. 
“Another issue to consider is how your 
offer will be displayed to the customer 
– is it possible to pre-prepare the hot 
sandwich and warm it up, or will it be 
necessary to invest in a heated display 
to keep the sandwiches in? Capitalising 
on time saving solutions in such an 
environment is key, and pre-sliced 
options, such as Leerdammer or Port 
Salut, or easily spreadable cheese, such 
as Boursin or Cantadou spreads, are an 
easy place to start.”

It’s important for sandwich bars to 
deliver sandwiches that meet customers’ 
tastes and expectations, and so having 
the right sandwiches on the menu can 
ensure consumer satisfaction and should 
help improve sales. Research by the 
British Sandwich Association says that 
around 16,000 tonnes of cheese is used 
in pre-prepared sandwiches each year, 
demonstrating the popularity of cheese 
as a sandwich filling and highlighting the 
profit opportunity.

“Another key trend within the sandwich 
bar market is offering a variety of 
different flavours, especially within 
ingredients themselves,” says Chloé. 
“Mintel research shows that 41% of 
consumers would be interested in 
trying cheese with unusual flavours, 
demonstrating a growing desire amongst 
the population to satisfy an increasingly 
wide ranging and adventurous palate.
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were interested in toasted sandwiches 
on menus and 91% of respondents 
identified that cheese was their preferred 
ingredient in hot choices. 

“Both Kerrymaid Grated Red and 
Kerrymaid Grated White are designed 
with professionals in mind,” continues 
Grace. “A 2kg bag of Kerrymaid Grated 
fills up to 50 sandwiches, making it a 
cost effective choice.”

Fillings

“In a competitive market, choice is 
everything,” comments Sarah Lucking, 
Galbani® brand manager. “Consumer 
tastes have become increasingly 
sophisticated, with the market seeing 
a real appetite for new products and 
innovative flavour combinations that 
challenge the more traditional sandwich 
fillings found on menus everywhere.

“Whilst the classics continue to be 
popular, outlets should also consider 
giving themselves a real point of 
difference, offering twists on old 
favourites, as well as introducing new 
fillings to their lunchtime offering.”

Quick and simple, Italian meats and 
cheeses appeal to a wide range of 

Prosciuttio coming in 100g or 500g 
packs, and Galbani® Salami Milano 
available in 500g.”

Sarah also points out that the quality and 
perceived value of sandwiches can vary 
greatly, with customers often prepared 
to pay a premium for a well-made lunch 
using top quality ingredients.

“The use of a branded cheese such 
as the  number one Italian cheese 
brand Galbani® can give outlets a real 
point of difference, demonstrating a 
commitment to authenticity and quality, 
as well as justifying a higher price point 
and ensuring the sandwiches made 
with Galbani® products are firm menu 
favourites,’’ concludes Sarah.

Equipment

“Efficiency is of the upmost importance 
within any sandwich bar,” says Guy 
Cooper, managing director at Mitchell 
& Cooper. “With a plethora of filling 
options available to customers, the 
recipe and flavours should be the 
number one concern for the operator – 
not the construction or the consistency. 
Implementing light equipment that will 
take care of these things for you is 
the secret to success where efficiency 
– and subsequently productivity – is 
concerned.”

Guy says that a portioning system will 
ensure no over-filling, and therefore 
no profit loss, as well as no under-

Sandwich bars
palates, and are perfect for creating 
a variety of sandwiches, paninis and 
wraps. 

“For meat lovers, the staple of Italian 
charcuterie has to be Galbani® 
Prosciutto,” says Sarah.  “With a 
fragrant, delicate and sweet flavour, this 
cooked ham works well alone or with 
a number of accompaniments such as 
mozzarella, pesto and tomato.

“Another favourite is Galbani® Salami 
Milano. The most popular Italian cured 
meat. Salami Milano is fine-grain pork 
salami with a delicate yet rounded 
taste and a hint of black pepper. Both 
are available pre-sliced and ready to 
serve for convenience, with Gabani® 

“You need to take your 
suppliers on your journey 
- show them your passion 
and how serious you are 
and they may support you 
in the early days in the 
hope that you get bigger”

Kerrymaid research showed that 
78% were interested in toasted 

sandwiches on menus

Mitchell & Cooper says that says that using Bonzer 
Portioners ensures no over-filling, and therefore no 
profit loss, as well as no under-filling



Cook & Garcia has won the 
award for best Independent 

Sandwich Bar from the 
BSA two years in a row
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Sandwich bars
filling, meaning increased value in the 
eyes of the customer. “Using Bonzer 
Portioners addresses these issues as 
well as increasing efficiency; featuring a 
food grade stainless steel bowl, which 
allows for smooth, controlled portioning 
of sandwich fillings, this portioning 
system also utilises a one piece sprung 
handle mechanism that gives the benefit 
of quick and easy food release,” he 
explains. “A lack of springs and food 
traps means they’re extremely easy to 
clean, whilst colour-coded, ergonomic 
handles improve ease of use, ultimately 
assisting operators in adhering to food 
hygiene and safety laws through easy 
identification. This goes to show just 
how effective a few simple items of light 
equipment can be within the sector.”

Food storage should be taken very 
seriously in any foodservice environment, 
in order to prevent any kind of cross-
contamination, and where multiple 
sandwich fillings of differing types are 
concerned, this should be at the top of 
your list of priorities. A reliable range 
of containers must be implemented to 
retain freshness as much as possible.

“The ultimate storage solution comes in 
the form of Pac’n’Vac Containers from 
Mitchell & Cooper, which incorporate a 
unique Vacuum Valve system that keeps 
food fresher for three times longer than 
other methods,” comments Guy. “Unlike 
complex vacuum systems, the Pac’n’Vac 
from Mitchell & Cooper is simple to use, 
where the lid just needs pressing down 
to expel the air – and the job is done.

explains Richard. “We aim for three 
minute production time, and a total 
transaction time of no more than seven 
minutes. People are prepared to wait 
to have fresh food made to order, but 
this is the limit, so the team have to be 
organised to ensure we reach these
targets.” Pretty impressive stuff.

And when it comes to marketing, 
Richard emphasises that it is possible 
to build a good, solid reputation with 
little budget. “With no budget we have 
built relationships with editors in trade 
and local journals who are happy to give 
coverage to a good story. Images are 
also important – we’ve made sure that 
we have had a couple of photo shoots to 
get a good stock of images.”

Since launching their online ordering 
system for their corporate hospitality 
business menu in April, sales through 
the website now account for 15% of 
their total turnover each month and this 
continues to grow.

Cook & Garcia have worked hard to 
make sure that they have an automated 
system that works really well, and 
Richard also emphasises the importance 
of building great relationships with 
suppliers: “You need to take your 
suppliers on your journey - show them 
your passion and how serious you are 
and they may support you in the early 
days in the hope that you get bigger.”

“Colour-coordinated lids ensure speedy 
food identification, whilst an array of 
Gastronorm sizes ensures no space is 
wasted in the fridge.”

Sandwich success

Richard Garcia from Cook & Garcia was 
asked to present at the recent lunch! 
show following winning the award for 
best Independent Sandwich Bar from the 
BSA two years in a row. The room was 
full of independents at different stages of 
their establishment, suppliers, as well as 
a few of the big boys checking out the 
new kid on the block!

Here he talked about the research he did 
in finding the right site which included 
many cold mornings standing outside 
with a clicker counting the footfall to 
test against his business plan. More 
importantly he stressed the importance 
of finding your niche and knowing your 
offer. “We are a British take on the New 
York style deli with an emphasis on fresh, 
quality ingredients put together in front of 
the customer with most of our food being 
made to order,” explains Richard.

Richard also talked about the importance 
of doing things right every time as they 
are, “competing with all the big boys”, 
so consistency is critical to drive a 
regular customer base. “Whilst we have 
a nice seating area, 80% of our sales 
are takeaway so speed is everything,” 

“When developing your menu, it is important to include 
both hot and cold options”

Most of the food sold 
by Cook & Garcia is 
made to order
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Food review

Dining out at the Red Hot World Buffet and Bar

For a fixed price – lunch from £8.99 and dinner from £13.99 – 
the World Buffet can be visited as many times as you wish, for 
no extra cost. Waiting staff collect used plates and a fresh plate 
is provided for each visit.

For this Nottingham venue, my first impressions were how 
well organised everything is. I was greeted and made most 
welcome by Manpreet (assistant manager). With chilled salads 
and numerous starters, countless hot main courses, plus ‘live 
stations’, Red Hot World Buffet has a lot of cuisine, for all 
tastes and palates.

For starters I visited the Salad Bar, which had an array of 
choices and then marvelled at the ‘Sushi Master’, who was 
creating superb fresh sushi selections. For main courses I 
chose succulent turkey and pork, accompanied by perfectly 
cooked vegetables. Next, the more spicier dishes, to further 
increase flavour sensations on the palate. The Chicken Biriyani 
I found excellent, too.

The flavours of the cuisine are a sensuous experience. 
The chef creating the Mongolian Grill dishes (select your 
ingredients, including vegetables, and watch in amazement as 
they are cooked at 400°c) can cook for 15 people at the same 
time – spectacular! The desserts I opted for were from the ‘live’ 
Pancake Station. Strawberry and Black Forest Pancakes were 
perfect, from a list of great choices. Sicilian Lemon & Almond 
Cheesecake and Tiramisu were my final selections, from a 
fantastic desserts area. The Chocolate Fountain and ice cream 
machine could not be resisted!

The Nottingham venue, opened in 2013, has a total of over 
30 chefs and the restaurant seats 500 plus people. My thanks 
to Lee who attended me perfectly throughout. Pinot Grigio 
and Merlot accompanied my dishes, wonderfully. Parties 

and events can easily be accommodated and all dietary 
requirements catered for. Check out all Red Hot World Buffet 
details, including Leicester, Leeds, Liverpool, Manchester, 
Milton Keynes and Cardiff – with more planned. A truly great 
experience!

“The Nottingham venue, opened in 2013, 
has a total of over 30 chefs and the 
restaurant seats 500 plus people”

Red Hot World Buffet and Bar offers splendid, authentic cuisine of several countries, 
including Italy, China, Japan, Mexico, India, Mongolia, USA and England, using only the 
finest ingredients, with everything made fresh, daily. Trevor Langley tells us more

where you’ll find them
red hot world buffet nottingham
Trinity Square
Corner House
Nottingham NG1 4DB

0115 958 9899
www.redhotworldbuffet.com



18    |    Issue 14 November 2014

Frozen food

Realising the benefits  
of using frozen

“95% of chefs 
and caterers are 
now stocking 
and using frozen 
food, with 82% 
understanding that 
freezing locks in 
freshness into the 
product”

Federation (BFFF) reveals 95% of chefs 
and caterers are now stocking and using 
frozen food, with 82% understanding 
that freezing locks in freshness into the 
product e.g. fish - an increase of 22% on 
BFFF’s 2011 results.

•  86% of chefs believed frozen food was 
at the peak of its quality

•  8/10 chefs believe frozen food offers 
seasonal products throughout the year 
and 82% that the frozen format could 
help with long term menu planning

•  94% chefs agreed that frozen food 
offers better portion control and 
therefore reduced waste

Over the last year there has been 
a significant interest in frozen food 
for restaurants, in particular frozen 
sustainable fish, which is growing 
in importance and popularity, being 
much easier to include on menus as a 
consistent, high value ingredient. 

Why using frozen 
versus fresh can 
be beneficial to 
your business

Restaurant owners are realising the 
benefits of frozen and the growth in 
customer demand for trusted sustainable 
seafood choice by offering MSC certified 
sustainable fish on casual restaurant 
menus.

Increase in use of frozen food by chefs

There’s been an increase in interest 
generally across foodservice for using 
frozen rather than fresh produce such as 
fish and seafood. 

The latest report on perception and 
usage by the British Frozen Food 

Quayside fish and 
chips. Photo credit 

Charlotte Gale MSC
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One of the most notable changes has 
been that frozen fish and seafood 
suppliers have acknowledged the 
consumer trend towards more 
sustainable seafood on the menu 
and have reacted by gaining MSC 
certification – making MSC certified 
frozen seafood more available to chefs 
and caterers.

Fresh versus frozen

Despite the higher cost and time factors 
that make the regular supply and 
preparation of fresh fish an expensive 
ingredient, many top chefs still choose 
fresh over frozen.

However, many chefs in casual dining 
or QSR’s are increasingly challenged to 
provide new and exciting fish dishes, 
quicker, for less cost per portion; with 
seasonal variation, provenance and 
trusted sustainability also becoming 
increasingly important. It’s easy to see 
why frozen fish bearing the MSC ecolabel 
offers a reliable, traceable and quality 
manageable solution to this scenario.

Choice

Every year there are new frozen 
sustainable seafood products launched, 
adding to the 22,000 MSC products 
currently available, which bear the 
distinctive MSC ecolabel. Choices 
vary from simple ‘frozen at sea’ MSC 
certified sustainable fish fillets to coated 
products, enhanced with herbs or spices. 
Exciting MSC fish products are available, 
influenced by world cuisine, street 
food, and easy, sharing platters - they 
also offer the assurance of traceability 
through the MSC ecolabel.

Horizon continues to report casual 
dining menus are continuing to feature 
more hand held and easy-to-eat foods 
in the UK. Current interest in simple 
hand-held menu choices, such as the 
fish finger sandwich, has meant the dish 
has been premiumised on the menu and 
in presentation, much like the gourmet 
burger and hot dog.

In the casual and quick dining sector 
where a high volume of fish dishes 
may be sold, (such as fish and chip 
restaurants) for many it is a necessity to 

use frozen fish and seafood products. 
In fact, for those serving fish and chips, 
using MSC certified cod or haddock 
which has been ‘frozen at sea’, 
often within hours of it being caught, 
offers high quality sustainable fish in 
a manageable format that reduces 
wastage. 

More caterers are realising the 
importance of these products and 
also demonstrating their seafood 
sustainability and supply chain 
traceability - aspects that their customers 
are increasingly interested in. 

Why choose MSC sustainable frozen fish 
products?
•  Get the best sustainable seafood 

year-round. Frozen at sea means that 
you can purchase the products you 
want, when you want them, regardless 
of the weather or the condition of 
the seas which often impact on fresh 
catches and availability.

•  Consistency of supply. This is 
extremely important to casual dining 

 “There’s been an increase 
in interest generally across 
foodservice for using 
frozen rather than fresh 
produce”

Pan’Artisan’s dough balls are supplied frozen, 
giving the operator the ability to personalise 

the final product to suit their operation



20    |    Issue 14 November 2014

Frozen food
sector restaurants. Frozen fish is 
weighed and graded so portions have 
the same size and quality, and can save 
money. Still mindful of ‘horsegate’, the 
reassurance of the MSC’s blue ecolabel 
offers traceability through the supply 
chain to the MSC certified fishery.

•  Sustainable choice and extension 
of menu. The vast range of MSC 
sustainable frozen seafood products 
available mean there’s plenty of 
choice. The frozen format also offers a 
safety net incase items run low. MSC 
certified restaurants can demonstrate 
the sustainable choices using the blue 
ecolabel.

•  Use only what you need. By pulling 
from the freezer exactly the amount 
you need – when you need it – you can 
avoid wasting highly perishable fresh 
fish.

•  Reduce waste in processing. By 
freezing fish at sea, fishermen can use 
economies of scale to consolidate 
processing, adding value with volume 
to the total utilization of the fish.

•  Frozen fish locks in freshness. 
Seasonal seafood can still be enjoyed 
at its best when it’s out of season.

•  Survey shows diners want to 
support sustainable sourcing 
and are happy to pay more at 
restaurants which show menu 
transparency and are sourcing 
sustainably. From a survey of 1,000 
people by the SRA, 43% cent of 
respondents would be prepared to 
pay up to 10% more for a meal in a 
sustainable restaurant. Customers also 
expect more expensive restaurants to 
be performing better on sustainability 
and feel restaurants do not tell them 
enough about the things that matter 
most to them.

Adding value – quickly

As a supplier to many branded operators 
deemed to be in the ‘casual dining’ 
sector, Pan’Artisan has observed 
the growing trend towards more 
deconstructed eating and a stretching 
of meal occasions across all day parts 
as consumers ‘traded down’ during the 
recession in search of something to 
bridge the gap between ‘fast food’ and 
the more formal, ‘full service’ style of 
eating out.

According to NPD Group, ‘Fast Casual’ 
restaurants, in the years 2009-2012, 
showed an annual growth rate of 3.5% 
in consumer visits and 5.1% in sales – a 
figure the Group’s analysts regard as a 
strong performance during a period of 
severe economic challenges. They also 
believe that creating a bridge between 
fast food value (with an average amount 
spent per trip of £3.47) and full service 
dining (with an average spend per trip of 
£9.46) is a successful strategy, quickly 
gaining market share in the UK.

The casual dining scene offers more 
than just a cut price offer however. A 
smart yet informal interior décor and 
fresher approach to a more relaxed 
eating style has proven appealing to 
these restaurants’ target consumer – the 
‘Millennials’, born between 1980 and 
2000.

With this comes a raft of opportunities 
for suppliers wanting to expose their 
products to a different audience; in 

this ‘new’ sector kitchen staff may 
have limited skills, menus may be 
more standardised, yet operators will 
be seeking more margin from a better 
quality offer, and some may simply be 
pursuing solutions to enable a point of 
difference over a plethora of competition 
on the high street.

Pan’Artisan is a privately owned 
manufacturer of frozen, fully and part-
baked, dough-based products for 
foodservice, including pizza bases, 
dough balls, tear and share garlic 
bread and speciality breads and such 
is the belief in the growth of the casual 
dining sector, it has a dedicated NPD 
programme designed to address the 
needs of its customers by keeping them 
in touch with current trends.

Capitalising on its heritage in the 
production of dough balls for pizza, it has 
developed a number of additional dough 
ball-based products which are said to 
enable operators to produce their own, 
freshly cooked items in-house, resulting 
in a much more superior end-product, 
and negating the need to use a ready-
made, bought-in alternative.

The products are supplied frozen, as a 
dough ball, giving the operator the ability 
to personalise the final product to suit 
their operation.
 
Brioche is one of the newly launched 
dough balls. Brioche is an enriched 
dough product that should have a light 

“Every year there are new 
frozen sustainable seafood 
products launched, 
adding to the 22,000 
MSC products currently 
available”

Chilli brioche dough ball from Pan’Artisan
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“Frozen food comes in all 
shapes and sizes and is 
widely used throughout 
the foodservice industry 
as a cost effective way to 
store, portion and serve 
desserts”

yet rich crumb with a buttery flavour 
and golden brown crust.  It has typically 
been eaten at breakfast or as part of a 
patisserie selection during other day-
parts but has more recently been making 
an appearance on menus as a premium 
carrier for gourmet burgers and other 
savoury dishes such as ‘fillet of beef en 
croute’. Pan’Artisan’s two versions of the 
Brioche Dough Ball are a Traditional, and 
a Chilli variety.

“Our research leads us to believe that 
these dough balls are the first of their 
kind on the market,” says Richard 
Jansen, managing director, Pan’Artisan. 
“They are made with ingredients that 
keep it true to an authentic recipe and 
once thawed and proved the operator 
just needs to bake, or indeed mould into 
any shape or size they desire, enabling a 
truly bespoke product.

“It can also be enhanced by the addition 
of other ingredients.”

Ice cream

“Frozen food comes in all shapes and 
sizes and is widely used throughout 
the foodservice industry as a cost 
effective way to store, portion and serve 
desserts in everything from fast food 
establishments to fine dining locations 

around the country,” explains Christina 
Veal, director at New Forest Ice Cream.

One of the most common frozen food 
items found on almost every menu is 
that of ice cream. A family favourite, ice 
cream is available in an almost endless 
number of flavours and varieties and 
works well as a standalone dessert or as 
an accompaniment to a number of other 
dishes on a menu. Because of its frozen 
nature, kept at the correct temperatures, 
ice cream is also great for storage over 
longer periods.

With the days beginning to draw in and 
Christmas just around the corner it is 
also important to re-evaluate the flavours 
on your dessert menu, advises Christina.  
“Having the key flavours of ice cream; 
vanilla, chocolate and strawberry on the 
menu is essential but why not start to 
look at more unusual flavours? Popular 
varieties from New Forest include the 
vibrant Oriental Ginger, the exotic Mojito 
Sorbet, or the rich, indulgent Coffee 
Mocha Swirl.

“It’s also worth bearing in mind that 
ice cream makes an ideal option for 
Christmas parties and events. Caterers 
should consider the use of seasonal 
flavours to complement their dessert 
menu, something which New Forest Ice 
Cream is able to assist with by launching 
the festive range including such flavours 
as fruity mince pie ice cream, vibrant 
mulled wine sorbet or the delicious 
champagne sorbet, perfect for those 
sparkling New Year’s Eve parties.”

Adrian at Quayside with 
rest of his staff proudly 

displaying the MSC ecolabel

Re-evaluate the flavours on your dessert 
menu now Christmas is fast-approaching, 
says New Forest Ice Cream
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“Quick service restaurants and food 
to go operators can stay ahead of 
their big high street chain competition 
with a comprehensive hot beverages 
menu, offering both new experiences 
and excellent service for both dine in 
and takeaway customers,” says Amy 
Holdsworth, Tetley marketing director 
– UK/Ireland. “Tea is a staple item on 
menus – more than 165 million cups of 
tea are consumed every day in the UK, 
in comparison to just 70 million cups of 
coffee.”

Amy says that the traditional ‘builders 
brew’ still remains popular, but that 

“Black Tea, Decaf Tea and Green Tea are 
must-stock items; and operators looking 
to set themselves apart from competitors 
will also give adventurous tea drinkers 
the opportunity to explore a selection of 
Herbal and Fruit infusions.”

To help operators deliver this, Tetley has 
launched its new Mood Infusions range. 
The new range comprises four unique 
blends. Whether customers seek a sense 
of ‘Calm’, an element of ‘Serenity’, a 
feeling of ‘Warmth’ or a ‘Pick Me Up’ 
at the end of a long day, Tetley Mood 
Infusions aims to help caterers serve the 
right tea for the right moment.

“Tea is a staple item on 
menus – more than 165 
million cups of tea are 
consumed every day in 
the UK”

Hot drinks
Tap into the hot drinks market 
by getting your menu right

current tea trends see consumers seeking 
increasingly adventurous flavours. “To 
satisfy consumers’ widening tastes, Tetley 
Tea Academy recommends stocking 
around seven to eight different blends to 
profit from this trend,” she advises.

Carpigiani Chocolate 
& Whipped Cream
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“Each product has been crafted by 
Tetley’s industry-leading blenders to 
deliver an indulgent and intriguing flavour 
and aroma,” explains Amy. “Containing 
ingredients as varied as orange blossom, 
liquorice, star anise and poppy flowers, 
this range will help caterers meet the 
demand from the 60% of consumers, 
identified by Kantar, who want to try new 
drinks every 60 days.

“A serving style that pays close attention 
to detail is also essential for a well-
executed service. Personalisation is key 
to turning tea service into an experience 
for the customer; ensure to ask how they 
take their tea, with or without sugar and 
milk, and also how strong they like it.

“It’s also important for QSR outlets not to 
neglect takeaway tea serving standards. 
Fuss, drips and mess are some of the 
problems consumers most commonly 

report with tea that is purchased to 
go. To combat these 
problems, Tetley has 
launched ‘On The 
Go’, an innovative 
and complete 
serving solution 
that is giving a 
boost to serving standards and 
profits.”

Tetley On The Go includes bright 
blue, branded cups, which boast 
double walls to retain temperature 
and negate the need for paper 
sleeves. Convenient sip lids 
reduce the potential for spillages 
and non-drip drawstring tea bags 
make it easy for both staff and 
the customer to remove the tea 
bag without causing mess. As 
it includes virtually everything 
operators need to serve a cup of 
takeaway tea, it will also help save 
them time and money on sourcing 
these items separately, says Amy.

“Operators who take 
advantage of On The Go have 
seen an uplift in sales, even 
in the most remote places,” 
continues Amy. “Alongside 
their cakes, pastries and baps, 
Gavellers Café sells 450 cups 
of Tetley On The Go each 
week, despite its rural 
location at the heart 
of the Forest of 
Dean. Alongside its 
healthy community 
of regulars, a passing 
trade of walkers visit 

the café, who purchase Tetley On The 
Go to warm up from the typically British 
weather.”

Amy continues: “For many customers, 
visiting a quick service outlet for a hot 
cup of tea during cold weather is an 
impulse purchase. One of the most 
powerful ways operators can capture this 
trade is through maximising their point 
of sale materials. Operators can order 
items from Tetley’s POS range free of 
charge and can add their own branding 
alongside the well-recognised Tetley 
logo.”

“It’s also important for 
QSR outlets not to neglect 
takeaway tea serving 
standards. Fuss, drips 
and mess are some of the 
problems consumers most 
commonly report with tea 
that is purchased  
to go”

The Mood Infusions 
range from Tetley

New indulgent teas 
from teapigs
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Responding to consumer demand

In October, teapigs introduced five new 
“blow your socks off” blends in response 
to consumer demand for ever more 
adventurous flavours.

The new range features bold, punchy, 
indulgent teas, all of which are caffeine 
free and only three calories per cup. Two 
are gingery teas; Rhubarb & Ginger, a 
British classic that is said to taste like 
crumble in a cup. The other is Sweet 
Ginger, big and loud with a kick of 
cinnamon.
 

As Birchall Tea continues to grow its 
presence across the UK, the British 
tea brand has introduced a new 
product, Great Rift Decaf which is the 
fifth generation tea company’s first 
decaffeinated product and has been 
developed following extensive research 
by Birchall’s tea experts in London.

Birchall hopes the launch of Great 
Rift Decaf will boost demand for 
decaffeinated tea. It takes its place 
alongside Great Rift, Pfunda and Pfunda 
Earl Grey in the company’s celebrated 
collection of premium speciality teas 
from East Africa.

Like all of Birchall’s black teas, Great 
Rift Decaf is certified by the Rainforest 
Alliance and sourced entirely from tea 
estates across East Africa and the Great 
Rift Valley.

The new blend is available in a 6 x 20 
format and presented in contemporary 
Prism Tea Bags, made with a 
biodegradable mesh netting which 

Focus on...

teapigs is also excited to present Apple 
& Cinnamon, a fruity, spicy tea which 
was suggested by teapigs stockist Olive 
and Bean, Newcastle. The Chocolate 
and Mint blend is a classic combination 
inspired by everyone’s favourite ice 
cream and after-dinner treat. Last but not 
least is Fennel & Liquorice.

Tea taster Louise says: “Blends such 
as Liquorice & Mint and Chilli Chai are 
already amongst our top selling teas, so 
we can definitely expect these new weird 
and wonderful flavours to be an instant 
hit.”

“By creating speciality 
drinks, operators can 
maximise their hot 
beverage profit margins 
during the lucrative  
pre-Christmas period”

Gavellers Café sells 450 cups 
of Tetley On The Go each week

Great Rift Decaf is Birchall Tea’s first 
decaffeinated product



We’re Stronger Together - Make Time, Make Tetley
www.tetleyteaacademy.co.uk

A Better Takeaway 
Cuppa with Tetley

Tetley On The Go is the perfect takeaway tea option as it’s a complete 
package – simple, easy and cost-effective. I choose Tetley because 
it’s important that the tea we serve satisfies expectations

Martyn Turner, Gavellers Café – sells 450 cups of Tetley On The Go each week

Consumers’ lifestyles are becoming increasingly busy, but by serving Tetley  
On The Go, you’ll be able help them make time for a superior quality cuppa.

Fight fuss, drips and mess, and boost sales with Tetley On The Go.

Double walled cups for insulation: no sleeves required

Branded with the Tetley logo to reassure customers

Sip lids to prevent spills

Drip free drawstring tea bags

Free POS available
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releases the full flavour of the loose 
leaf tea inside and allows for the purest 
infusion.

“With the decaffeinated tea segment 
experiencing growth ahead of the total 
tea sector in recent years, we have 
wanted to enter this category for some 
time,” says Daniel Graham, Birchall’s 
managing director. “However, as a 
traditional tea company that doesn’t 
compromise on taste, we only wanted to 
do so with a blend that we felt could truly 
redefine consumer taste expectations 
and deliver against our reputation.”

Speciality drinks

By creating speciality drinks, operators 
can maximise their hot beverage profit 
margins during the lucrative pre-
Christmas period.

Major coffee chains have created highly 
anticipated winter menus, which can 
be replicated by outlets of all types to 
stimulate November sales. “By using 
DaVinci’s large range of naturally 
flavoured syrups, operators can create 
their own indulgent winter signature 
drinks,” says DaVinci Gourmet. “This 
valuable point of difference adds value 
and captures consumers’ increased 
spend during this period.”

DaVinci Gourmet insight shows 
that the best-selling syrups 

during Quarter Four are 
Gingerbread, Cinnamon, 
Butterscotch, Amaretto 
and Almond. These 
popular winter flavours 
can be included in 
drinks recipes like Hot 
Spiced Apple and White 
Chocolate Gingersnap 
Mocha, to entice 
customers with their 
spicy aromas.

Steph Goldie, 
DaVinci Gourmet 
brand manager, 
says: “The winter 
season is a prime 
time for operators 
to showcase 
their hot 
beverages offer. 
Fulfil customers’ 
raised 
expectations 
and drive new 
business by 
ensuring your 
menu goes 
the extra mile 
during the colder 

months.

“By stocking 
a selection of 
favourite DaVinci 

Gourmet syrups, 
operators of all sizes can 

take advantage of the seasonal drinks 
trend. By experimenting with different 
combinations, they can welcome in the 
season with a range of drinks that offer 
the tastes and scents synonymous with 
this time of year.”

With 60% of consumers wanting to see 
new flavours and try new drinks every 
60 days, rotating a menu seasonally 
helps operators meet this expectation. 
Operators can take full advantage of 
the opportunity by using winter-themed 
chalkboards, table talkers and posters 
to market their menu. Outlets located in 
town centres, which are sure to be busy 
during the run-up to Christmas, may also 
like to consider A-boards as a way of 
welcoming shoppers in for a warm drink.

“When promoting a winter beverage 
offering, outlets should list their speciality 
options alongside small descriptions and 
tasting notes, as research has shown 
more elaborate menu descriptions are 
effective to drive footfall and sales, and 
fanciful menu entries can increase the 
sales of a particular item by up to 28%,” 
advises Steph.

DaVinci Gourmet’s new Honeycomb 
syrup is the latest addition to its re-
launched range, using only natural 
colours and flavours. With a toffee and 
caramel aroma, sweetened flavour and 
bubbly taste that melts in the mouth, 
Honeycomb syrup is said to be the 
perfect complement to a hot chocolate 
or a nutty mocha. 

Hot chocolate

Hot chocolate is loved in its own right 
as a warming, indulgent drink, with 53% 
of European consumers viewing it as a 
treat. An alternative to caffeinated drinks, 
it boasts a broad appeal across all age 
groups. DaVinci Gourmet Chocolate 

Focus on...

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

Carpigiani advises caterers 
to use their Carpigiani 
‘Chocolady’ machine for 
indulgent, warming 
hot chocolate
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sauces and syrups enable operators 
to create deluxe hot chocolates that 
encourage customers to trade up from 
standard beverages.

The belief that hot chocolate is a 
flavoursome drink is shared by 33% of 
consumers. To capitalise on this, DaVinci 
Gourmet Hazelnut syrup can be mixed 
with DaVinci Gourmet Chocolate sauce 
and hot milk, to deliver an ultimate 
Hazelnut Hot Chocolate Treat.

“Offering a diverse hot drinks menu 
is essential to ensuring all customers 
are catered for in the cold, dark winter 
months,” says Scott Duncan, sales 
director at Carpigiani UK Ltd. “From the 
classic British cuppa to a luxurious hot 
chocolate, embracing the year-round 
hot drinks market will increase your 
beverage profits.”

Despite strong competition in the 
hot beverage market, the sale of hot 
chocolate has remained a strong and 
important source of income for many 
catering establishments. A product 
adored by children and adults alike, 
hot chocolate provides a warming, 
homely feel, while the intense chocolaty 
flavour is able to satisfy a craving for 
something sweet. It is essential however, 
that operators are able to produce the 
right consistency and flavour to ensure 
customers come back time and time 
again. Hot chocolate is often viewed 
as an indulgent treat for customers 
when away from home – therefore it’s 
crucial that a consistent high quality is 
maintained to ensure repeat business. 

“To provide a flavour far more satisfying 
than powdered instant hot chocolate that 
is so frequently used in establishments, 
utilise a readymade hot chocolate 
machine to give a real point of difference 
to your menu,” advises Scott. “Not 
only will it produce delicious, rich hot 
chocolate but it will also tempt the 
customer by showcasing the product in 
best possible way.

“An additional benefit is that the 
luxury hot chocolate allows caterers 
to provide ‘added extras’ as toppings 
to accompany the beverage. 
Marshmallows, whipped cream and even 
chocolate flakes are favourites among 

the public and can be used to gain 
additional profit. 

“For indulgent, warming hot chocolate 
use the Carpigiani ‘Chocolady’ machine 
to create a truly gourmet beverage 
experience. Its special bain marie 
heating system prevents the chocolate 
from burning and ensures even, natural 
cooking to keep the taste, density 
and smell of the product in perfect 
condition.”

Heating up in just 15 minutes, the 
Chocolady’s circulating paddle stirs and 
tempers the chocolate mix into a thick 
and rich hot chocolate drink – a process 
that can be seen through the transparent 
bowl.  

Compact, and said to be easy 
to maintain and keep clean, the 
Chocolady’s modern design makes it a 
great addition to any outlets countertop, 
where it can be left on the display or 
used behind the scenes to provide 
customers with a rich and creamy hot 
beverage. “Not only can the Chocolady 
create excellent hot chocolate, it can 
also heat and mix all sorts of hot drinks 
ranging from tea, coffee, milk, chai and 
even mulled wine, therefore providing 
your establishment with an exclusive 
quality hot drinks offering,” explains 
Scott. “The Chocolady is ideal for those 
looking to provide hot drinks that can 
command a premium retail price and be 
enjoyed by customers throughout the 
year.”

DaVinci Gourmet Hazelnut 
syrup can be mixed with 

DaVinci Gourmet Chocolate 
sauce and hot milk, to make 

‘an ultimate Hazelnut Hot 
Chocolate Treat’
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christmas inspiration

It’s (almost) Christmas!
The festive period is a busy time for caterers and food outlets so 
if you haven’t already got your Christmas planned, here are some 
menu ideas to whet your appetite
Classic Cuisine have gone to great 
lengths to ensure this year’s festive range 
is innovative, easy to prepare and above 
all deliciously tasty. Their range includes 
traditional festive favourites as well as 
seafood, vegetarian and free from options 
making their range suitable for even the 
fussiest of pallets. 

Mark Dean, sales director at Classic 
Cuisine, comments: “This year Classic 
Cuisine has included various new dishes 
and some of the old festive favourites. 
The Turkey Tornedo for example was one 
of our bestsellers in a number of pub and 
restaurant chains last year so we had to 
put that back on the menu this year.

“We had an increased interest in our 
vegetarian dishes; therefore we have 
spent more time and innovation in our 
vegetarian range. The demand for our 
meat free options has risen from all our 
clients including branded national pub 
chains, hotel chains, in-store dining and 
high street restaurants.”

The Christmas product range includes 
festive favourites such as the turkey 

tornedo, with Norfolk Turkey wrapped 
in crispy streaky bacon, topped with a 
zesty cranberry and orange stuffing and 
finished with a cinnamon jus to give it a 
classic Christmas taste. Also included 
within the festive range is the smoked 
salmon roulade, a light suet pastry which 
is infused with fresh spinach and topped 
with MSC salmon and cream cheese 
mousse.

The company’s vegetarian festive 
products include a creamy brie and red 
onion tart with chestnuts and their Butlers 
secret soufflé – a creamy and light soufflé 
infused with Butlers cheese.

Within the festive dessert range is the 
nostalgic trifle cheesecake – a sherry 
soaked sponge topped with a tart 

New Forest Ice Cream’s Festive Trio

Classic Cuisine’s Butlers Soufflé 
is a creamy and light soufflé 
infused with Butlers cheese
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“Attracting customers 
and increasing spend per 
head becomes a vital part 
of making the most of the 
potential offered by the 
holiday season”

christmas inspiration
raspberry jelly, orange custard and cream 
cheese. Also within the range is a truly 
decadent Christmas treat, a chocolate 
salami made with rich Belgian chocolate, 
a variety of delicious biscuits and topped 
with a sprinkle of pistachios.

As we approach the busiest time of the 
year for all caterers, attracting customers 
and increasing spend per head becomes 
a vital part of making the most of the 
potential offered by the holiday season. 
To aid caterers at this busy time of year, a 
leading ice cream producer, New Forest 
Ice Cream, manufacturers a trio of quality 
festive ice cream and sorbet flavours, 
which they believe is sure to add a touch 
of Christmas cheer to any menu.

Demonstrating that the popular treat isn’t 
just the preserve of the summer months, 
the festive range includes three flavours: 
a fruity mince pie ice cream, a spiced 
mulled wine sorbet and an indulgent 
champagne sorbet. Said to be perfect as 
a standalone dessert, each of the flavours 
can equally complement other desserts 
on a traditional Christmas menu.

Each of the three flavours in the festive 
range is made in the traditional New 
Forest way and produced in a nut free 
environment. 

Mince Pie Ice Cream is made using a 
blend of brandy ice cream, interspersed 
with pieces of real shortcake pastry and 
mincemeat pieces. The ice cream gives 
a warming winter feel combined with the 
indulgent taste of the fresh double cream.

Made using real mulled wine and 
produced in a traditional way, Mulled 
Wine Sorbet is a seasonal sorbet made 
using a gluten and nut free recipe and is 
suitable for vegetarians. 

Meanwhile, their Champagne Sorbet is 
designed as a show stopping treat for 

this festive season. “Why not include as 
an amuse bouche to help get your party 
off to a sparkling start?” suggests New 
Forest. Made using real champagne, this 
sorbet promises to set any party off with 
a bang.

Christina Veal, director, New Forest 
Ice Cream, comments on the potential 
created by offering something unique 
during the festive period: “Christmas is 
a period of celebration, indulgence and 
general festivities, providing caterers 
with the ideal opportunity to maximise 
sales and provide a stand out offering. 
With this in mind, carefully developing 
a themed Christmas menu is essential 
to demonstrating an establishment’s 
commitment to quality year round.”

Harrods has also gone all festive with their 
Christmas 2014 food range – Savoury 
Pâtisserie. “Our buyers travel the world to 

source the best products from suppliers 
that we know and trust,” says Bruce 
Langlands, director of Food at Harrods. 
“We regularly work with our fishermen, 
farmers, cheesemakers and vintners to 
create recipes exclusively for the store.

“This relationship is best demonstrated 
during the lead-up to Christmas when 
we prepare for a season full of gourmet 
gorgeousness. This year, we’re particularly 
proud of our savoury pâtisserie range, 
an innovative take on traditional French 
patisserie.”

Just some of the things on offer which 
can help give you inspiration are Goat’s  
Cheese Éclair, which uses French goat’s 
cheese, Greek yoghurt and double cream 
in a traditional buttery choux pastry with 
a black balsamic cream glaze, dusted 
with caramelised walnut pieces; Smoked-
Salmon Millefeuille which has layers of 
Severn and Wye smoked salmon and 
anchovy on all-butter puff pastry with 
avruga and keta caviar, micro flowers and 
baby coriander.

Harrrods’ Goat’s  Cheese Éclair is part of their 
Christmas 2014 range

The Chocolate Salami from 
Classic Cuisine is made 
with rich Belgian chocolate

Smoked-Salmon Millefeuille is part 
of the Christmas range at Harrods
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business profile

Last year Pizza Rossa broke the European 
record for a start-up in equity-based crowd 
funding, raising £440,000 in 17 days from 
119 investors. This contributed to winning the 
prize for Best Start up of 2013 for Crowdcube. 
QuickBite’s editor, Linda McKeown, finds out 
more about the business from founder and 
managing director, Corrado Accardi

So, Corrado, how did it all get started?

Being Italian and living in London, I was 
always on the lookout for quality food 
establishments and over the years, I 
noticed that the city lacked a place selling 
pizza by the slice to the kind of standard I 
had experienced in Italy. As the downturn 
of 2009 took hold I woke up one morning 
and had a moment of sudden revelation 
– what if I could mass produce pizza by 

the slice to the same standard that I was 
used to in Italy?

It proved to be the start of a very 
interesting journey. It soon became 
apparent that I had no experience in 
actually making pizza and my business 
plan wouldn’t work unless I could prove 
my credibility. So I took a course in 
professional pizza making in Italy. This 
was a great move as it meant I returned 

to the UK with a product far beyond my 
hopes.

What makes it unique?

I researched and developed a new 
more efficient method of production 
that would cater to multiple locations. 
It meant my business idea was easily 
scalable.

However, the key with all this was 
to deliver great taste and flavour – a 
much better quality pizza. I needed to 
replicate the kind of pizza I had grown 
accustomed to in Italy. Pizza Rossa’s 
slices guarantee high digestibility, 
low calories, no added sugar, no 

Pizza Rossa 
offers “joy for 
the tastebuds”

“We offer even more joy for 
the tastebuds, including 
gorgeous lasagne, rustic, 
hearty salads and classic 
Italian desserts”

Corrado Accardi, founder, Pizza Rossa
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business profile
preservatives, low gluten and a vegan 
dough base. And yet the taste is 
delicious, with a great crunchy dough. 

Tell us a little about what you offer in 
terms of menu choice and why these 
have been chosen
We use some of Italy’s most celebrated 
ingredients. Just to give an idea of what 
is in store we use a variety of toppings 
such as hot ‘nduja sausage from 
Calabria, Southern Italy; potatoes, cream 
from Parma, ham from Lombardy and 
courgettes; aubergines and ricotta cheese 
from Piedmont; Buffalo mozzarella 
DOP, directly from Campania; ham and 
mushrooms; goat’s cheese, walnuts 
and speck ham from Alto Adige and 
vegan pizza with aubergines, courgettes, 
peppers.

The majority of these pizza use 
Mozzarella Fior di Latte from Campania 
(literally from the ‘flower of the milk’). It’s 
creamier and its unique taste and texture 
is impossible to find in industrial cheese. 
We do not compromise on quality! We 
also use a very flavoursome passata.

Our first outlet opened in June 2014 
and initially we had a menu with over 25 
varieties of pizza, which allowed us to test 
the market and find out which ones would 
be the most popular. However, we now 
concentrate on the flavour combinations 
which are most in demand, such as our 
signature pizza which is Caprino con 
Speck, Miele e Noci – a base of chopped 

£5 or any two slices of pizza for £5 have 
become very popular.

Things seem to be going great. So, do you 
have any plans for expansion?
Yes! This is an exciting period for Pizza 
Rossa. We will open a second shop in 
November, with plans for a third outlet 
around next January. We will most likely 
have to raise more finance shortly to 
allow this rapid expansion.

Something else in our radar is the idea of 
franchising as we have received requests 
for franchising from four continents. 
However, we will first concentrate 
on ensuring that the system works 
seamlessly in our own outlets.

So, what’s your vision for the next five 
years?
Lots of work! And to be ready to franchise 
by then.

Tell us more about the Awards you  
have won
In 2013 Pizza Rossa won the London 
Business School’s Business Plan 
Competition. This is the one I am the 
most proud of – for the amount of work 
I put in it and the range of extremely 
qualified competitors. We were also 
runner up in the European Business 
Plan of the Year and I won the Founders’ 
Award of the Deloitte Institute of 
Innovation and Entrepreneurship!

tomato sauce with fior di latte mozzarella, 
goats’ cheese, speck ham, honey – and 
we add the walnuts at the last moment 
for those who are intolerant.

We offer even more joy for the tastebuds, 
including gorgeous lasagne, rustic, hearty 
salads and classic Italian desserts. Our 
Tiramisu is simply to die for – at least this 
is what guests tell us!

What challenges do you face and how do 
you overcome these?
Educating our guests about the quality of 
our product is proving to be a challenge. 
Initially people who casually walked 
into our shop and walked out without 
purchasing gave comments such as 
that they would get meal deals from 
supermarkets for less than our prices. 
Only after they tasted our products would 
they realise that we offer a quality far 
away from the supermarkets’ deals.

Since the opening, we have fine-tuned 
our pricing strategy to make our prices 
more attractive. Our meal deals are also 
proving very successful. For example, a 
slice of pizza, side salad and a drink for 

“We will open a second 
shop in November, with 
plans for a third outlet 
around next January”
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Simple Simon Design 
and Mission Burrito smell 
success in Cardiff Photos: ©EvokePictures

The new Mission Burrito in Cardiff, by Simple Simon Design, has 
broken the company’s record with takings 2.5 times greater than 
their previous best. QuickBite finds out more about its design
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because they loved Society Café in 
Bath, which the Bristol based team had 
designed the year before (opposite their 
Bath restaurant).

Simon Hall MD of Simple Simon 
Design says: “Our first impressions of 
Mission Burrito were that they had a 
great product, fantastically tasty, and 
best washed down with an authentic 
Mexican Jarrito’s cola. We felt that 
they had a great logo, and wonderful 
accompanying graphic material, but that 
the venues didn’t live up to the quality of 
the offering.”

Jan and Sharon Rasmussen, the 
founders of Mission Burrito, had worked 
and lived in San Francisco for years, 
and spent their weekends exploring the 
Mission district. When they returned 

design inspirations
home they wanted to share their love of 
the experience, and they have a genuine 
passion for the authentic Mission 
District Burrito experience.

Ben Rolls, (design director on the 
project) enthuses: “On our first visit 
to the back of house we were blown 
away with the quality of the natural 
ingredients. The capsicum peppers 
alone were just stunning, and we 
learned that Mission Burrito cooks 
freshly on the premises every day*. We 
felt that apart from merely providing a 
pleasant atmosphere for the clientele, 
our design had to reflect these great 
food values, and get the kitchen on 
show.”

The Cardiff site has a very small 
footprint, so the counter is immediately 
in front of the door. There is room for 
bench seating around the perimeter, 
and external seating takes advantage 
of the overhanging pediment of the 
building above. To the right of the 
counter is the kitchen. Black metal 
frames have been added to hold the 
vegetables in their cases, and to form a 
barrier to the kitchen that nonetheless 
allows customers glimpses of inside, 

The team at Mission Burrito had 
expansion in mind, and were looking for 
a design partner to work with them to 
help give their brand stand-out on the 
high street, and put clear water between 
themselves and new competitors who 
were entering their market. They first 
became aware of Simple Simon Design 

“Given such a small 
space, the decoration 
of the front of house is 
intentionally spare”
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design inspirations
accentuating the freshness of the 
product.

Given such a small space, the 
decoration of the front of house is 
intentionally spare. The bare brick 
side wall has been painted white, but 
is monopolised by a ‘Burritos’ sign in 
fairground style, visible to all passing 
outside. The back wall is in rough-sawn 
timber with a large hand-painted mural 
of the San Francisco precincts. The 
floor is a Solus geometric stract tile.

Response from the locals has been 
enthusiastic with queues out the door 
most days, and the takings for the first 
weekend showed an increase of 150% 
on Mission Burrito’s previous best 
opening result.

*  The two Oxford venues share a kitchen

“There is room for 
bench seating around 
the perimeter, and 
external seating takes 
advantage of the 
overhanging pediment 
of the building above”
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new opening

Grind & Co. open their latest site, Holborn Grind, as an 
exciting partnership with the new hotel, The Hoxton, Holborn
Following the success of Shoreditch 
Grind, Soho Grind, and the underground 
pop-up Piccadilly Grind, Grind & Co. has 
opened their fourth site, Holborn Grind, 
which opened in September.

With 15ft floor to ceiling glass windows, 
the corner of High Holborn and Newton 
St. is a long way from the bustle of the 
Grind’s most recent chapter beneath 
Piccadilly Circus, but it’s hard to miss the 
DNA of the inimitable Shoreditch Grind in 
this new setting.

As part of one of the first major 
developments in the ‘Midtown’, it was 
never going to be the intention of the 
Grind & Co’s founders, Kaz James and 
David Abrahamovitch, to lose the identity 
of this small corner of Bloomsbury’s 
history, and Holborn Grind appears as 
the new within the old, the coarseness of 
bare bricks and iron dressed in the quiet 
elegance of marble and reclaimed oak.

Inside, references to London’s past are 
subtler still - atop the bar and across a 
long wall hangs an intricate system of 
light fittings-come-shelving, designed 
bespoke for the setting and painstakingly 

assembled from antique brass – a 
creation inspired by the polished cocktail-
carts of the 50’s.

These details, no matter how carefully 
curated, are nothing without the coffee 
beneath them however. The partnership 
between Grind & Co. and The Hoxton, 
Holborn began more than two years ago, 
during the first stages of planning for their 
new hotel. Determined to find the best 
coffee London had to offer, The Hoxton, 
Holborn undertook a blind tasting of ten 
different blends from the local area and 
the city’s foremost espresso bars and 
roasters. The Grind House Espresso blend 

won the test nine to one, 
and The Hoxton, Holborn subsequently 
approached the Grind’s founders with the 
offer of a new home in Holborn.

Despite the seasonal tweaks, Holborn 
Grind will serve that same famous house 
blend, alongside a bespoke single-origin 
coffee selected especially for Holborn.

In addition, Holborn Grind will serve an 
all-day food menu, including a selection 
of pastries, fresh fruit and eggs on toast 
for breakfast, fresh salads and the Grind’s 
signature piadinas, for lunch, along with 
an evening menu of sharing plates of 
Italian cold meats and cheeses.

Like its Shoreditch and Soho siblings, 
Holborn Grind will also open in the 
evening, burning the candle at both ends 
to offer hotel guests and others specialty 
coffee in a very special setting, at almost 
every hour of the day.

Grind & co. opens fourth site

“Atop the bar and across a 
long wall hangs an intricate 
system of light fittings-
come-shelving, designed 
bespoke for the setting and 
painstakingly assembled 
from antique brass”

Where to find them
HOLBORN GRIND
199-206 High Holborn, WC1V 7BD
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Menu ideas

The popularity of sharing platters has increased considerably over the 
past few years, with more and more caterers including them on their 
menus. Now well established in the foodservice industry, it’s safe to 
say that sharing platters are here to stay

Demand for sharing 
platters continues

“Trends [are] becoming 
more regionalised with 
a focus on local flavours 
and cuisine from various 
parts of both America and 
Mexico”

The secret to designing a 
successful platter is all about 

choosing the right foods 
and flavours that work well 

together, says Meadow Vale
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Menu ideas
Consumers now actually expect to see 
sharing platters on menus almost as much 
as they expect to see starters, main courses 
and puddings, so caterers need to bear this in 
mind when creating or refreshing their menus.

The secret to designing a successful platter 
is all about choosing the right foods and 
flavours that work well together. To add value 
for the consumer, platters also need to include 
several protein items combined with some 
traditional sides such as potato wedges, 
corn on the cob or garlic bread and more 
adventurous dipping sauces.

Premium products such as the Meadow Vale 
Tikka and Satay Chicken Skewers are the 
ideal centrepieces from which to build an 
Indian or Chinese themed plate. One skewer 
per person is the perfect portion size for this 
style of meal. Then simply add the usual 
accompaniments – for Chinese it’s prawn 
toast, spring rolls and spare ribs with some 
satay and sweet and sour dipping sauces, and 
for the Indian platter, try onion bhajis, lambs 
samosas, vegetable pakoras, mini poppadums 
and mango chutney and mint yogurt dips.

Tex Mex is another modern classic, and 
Meadow Vale’s peppery Southern Fried 
Chicken Mini Fillets are said to be the perfect 
fit for this ever-popular style: tender chicken 

mini fillets coated in the authentic flavour of 
the Deep South. Team the Mini Fillets with 
their BBQ Chicken Wings and BBQ Pork 
Ribs in BBQ Sauce to embody the spirit of 
the sharing culture with some sticky fingers 
to boot. Complete the dish with some lower 
value items such as onion rings, nachos 
and spicy potato wedges and team with a 
selection of spicy salsas and cooling dips.

Whatever theme you choose for your platter, 
Meadow Vale believes that their selection of 
fully cooked poultry products is sure to offer 
a variety of options for any serving situation. 
Chicken has such a wide consumer appeal 
that it simply can’t be ignored when designing 
innovative and effective menu solutions.

What’s even better is that all of Meadow Vale’s 
items are multi-use, so can double or even 
triple up as starters, sandwich fillings and 
even main courses too. For example, their 
Southern Fried Mini Fillets also make a great 
starter with a dip, a delicious hot filling to a 
wrap or baguette and are always popular in a 
meal deal served with chips and a drink.

“Sharing platters are ideal for moments when 
people gather together – they are functional, 
fun and perfect for large groups,” comments 
Mohammed Essa, general manager UK and 
Ireland, Aviko. “The growth of casual dining 
has meant that hand-held foods are increasing 
in popularity and a sharing platter is a highly 
profitable menu option that caters to this 
demand.
 
“Not only that, potato products are popular 
with meat-eaters and vegetarians alike, 

“Consumers now actually 
expect to see sharing 
platters on menus almost 
as much as they expect to 
see starters, main courses 
and puddings”

Meadow Vale says that chicken has such 
a wide consumer appeal that it shouldn’t 

be ignored when designing innovative 
and effective menu solutions

A product exclusive to 
Funnybones is the Rio Pacific 

Achiote Chicken Wing
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meaning everyone can get involved. 
Offering this type of dining can also lead to 
spontaneous, impulse or ‘add-on’ purchases 
and means caterers can control portion sizes 
and keep an eye on costs going out of the 
kitchen door.

“The secret of success in terms of catering for 
these types of occasion is to keep it simple. 
Quality pre-cooked products that are quick 
and easy to prepare can help operators profit 
from hungry customers, and keep the tills 
ringing.”

Aviko’s range of hand-held, easy-to-eat 
appetisers caters for vegetarian and gluten-
free diets, aim to be versatile and bring 
variation and value to any menu. As well as 
being easy to cook, Aviko’s sharing range 
offers the added benefits of nil wastage and 
perfect portion control.

The company’s Chilli Cheddar Nuggets have 
an irregular shape for a homemade-style 
appeal, and combine a crunchy coating with 
a creamy, rich Cheddar cheese centre that 
delivers a spicy jalapeño kick.

Meanwhile, their Hash Brown Bites are a 
super-crunchy twist on the traditional favourite 
that have been designed to hold their crunch 
for longer. They are prepared in sunflower oil 
and are low in salt, making them the healthier 
choice for adults and children.

Aviko’s Potato Wedges are not only gluten 
free but also come in a variety of flavours: 
skin on or off, spicy, crinkle, Tex Mex, garlic 
and herb, steam and fresh wedges, as well as 
mega wedges. The wedges give outlets the 
opportunity to up sell by offering products with 
a more premium feel – and a correspondingly 
higher mark-up. For instance, the average 
portion of chips generates a minimum margin 
of 733%*; up-selling to wedges could net 
caterers a profit of 935%* per serving!

“The growth of casual 
dining has meant that 
hand-held foods are 
increasing in popularity and 
a sharing platter is a highly 
profitable menu option that 
caters to this demand”

Menu ideas

Beer Battered Onion Rings from Aviko are 
made from whole onion rings and are coated 
in a light and crispy batter infused with 
Amstel beer. This upmarket twist on a classic 
accompaniment is a perfect addition to any 
sharing platter.

Innovation

“The way in which we eat is changing; 
with the rise in all-day dining now meaning 
set meal times are fast becoming a thing 
of the past,” says Tom Styman-Heighton, 
development chef, Funnybones Foodservice. 
“With a more casual approach to food, 
sharing platters present a real opportunity 
for operators to capitalise on the increasing 
demand for quick and tasty food to share.

“And whilst classics such as onion rings, 
breaded mushrooms and chips will always 
be popular, the market has seen a real 
appetite for new and innovative products that 
challenge the more traditional choices that 
can be found on menus everywhere.”

Specialists in American, Tex-Mex and 

Quality pre-cooked products that 
are quick and easy to prepare 
can help operators profit from 
hungry customers, says Aviko

For a twist on classic breaded mushrooms, 
Funnybones suggest you try their Cajun ‘shroomies’ 
– sliced Portobello mushrooms marinated in Cajun 
seasoning and coated in a crispy crumb
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“The market has seen 
a real appetite for new 
and innovative products 
that challenge the more 
traditional choices that 
can be found on menus 
everywhere”

Here are Aviko’s top 
tips for sharing food
1. Pick ‘n’ mix

Give customers the freedom to 
choose their favourite options and 
offer a ‘Pick ‘n’ Mix’ list. This is a 
great way to create custom-made 
sharing platters for a fixed price and 
help caterers tap into the growing 
appetite for interactive, build-your-
own meals.

2. Veggie

Sharing platters are a great way to 
introduce vegetarian items on your 
menu. Try using Beer Battered Onion 
Rings, Garlic & Herb Wedges or 
Mozzarella Fingers.

3. Homemade look

For even more variety on your menu, 
add some homemade dips to go with 
sharing items. Dips can be produced 
in advance, leaving you prepared to 
serve lots of hungry customers at the 
same time. Visit Aviko’s recipe pages 
at www.aviko.co.uk for some tasty 
ideas.

4. Be creative in the presentation

Plant pots, steel buckets, chunky 
chopping boards and mini frying 
baskets are all eye catching ways 
to present food and make platters a 
talking point with customers.

5. Variety

It’s a good idea to include plenty 
of variety with sharing platters – 
including meat, fish, vegetable, 
cheese and potato based snacks.

Menu ideas
Mexican food, Funnybones Foodservice offer 
a wide range of products that are said to 
be ideal for building a unique and attractive 
sharing platter menu that is both quick and 
easy to prepare.

Their range of La Mexicana Empanadas for 
example epitomise classic South American 
street food – a trend that has been rapidly 
gaining in popularity in recent years.

Made with smoky tender minced beef with 
tomatoes, kidney beans and chilli, they 
are frozen for convenience and available in 
2X1KG packs (approx. 40 empanadas per 1kg 
bag), and can be oven-baked in just 10-12 
minutes.

Other flavours include Habanero Chicken - a 
mix of chicken breast, rice, peppers and 
chipotle chilli, and Creamy Corn (vegetarian) 
– lightly spiced and made with creamy sweet 
corn kernels.

“More recently we’ve seen trends becoming 
more regionalised with a focus on local 
flavours and cuisine from various parts of 
both America and Mexico,” explains Tom.
 
A product exclusive to Funnybones is the Rio 
Pacific Achiote Chicken Wing which make 
an ideal bar snack or addition to a sharing 
platter. Achiote, a source for the natural 
pigment Annato is used in South and Central 
America as a colourant and condiment for 
traditional dishes such as cochinita pibil (a 
slow-roasted pork dish from the Yucatán 
Peninsula), rice, soups and of course, 
chicken.

And as an alternative to meat, Funnybones’ 
Rio Pacific Jalapeno Cheese Sticks and Cajun 
Shroomies are a great twist on traditional 
classics. Unique to Funnybones, Jalapeno 
Cheese Sticks are made with aged cheese 
sauce and mozzarella with an added jalapeno 
kick – great for customers looking to add 
some heat to their snack. 

And for a twist on classic breaded 
mushrooms, their Cajun ‘shroomies’ are sure 
to get customers talking! Sliced Portobello 
mushrooms marinated in Cajun seasoning 
and coated in a crispy crumb, shroomies can 
be fried and ready to serve in as little as four 
minutes and are perfect served as part of a 
sharing platter.

*Reed Business Insight on behalf of Aviko: 
Brand Awareness & Perception WAVE 4 
(2013)

Meadow Vale’s Tikka and Satay Chicken Skewers 
are the ideal centrepieces from which to build an 
Indian or Chinese themed plate

Funnybones’ La Mexicana 
Empanadas can be cooked 
in 10-12 minutes
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Company pension schemes

Thousands of workers in their 50s and 
60s have rejected the opportunity to 
join new company pension schemes 
because they think they are so close to 
retirement that the savings won’t make 
any difference.

However, new pension reforms mean 
they could effectively get as much as a 
258 per cent boost to their contributions 
in just a few years and take out all their 
money tax-free.

Two years ago, firms started enrolling 
all workers automatically into a pension 
scheme. This began with the biggest 
firms; by 2017, all employers will have 
to do this. Employees don’t have to do 
anything to join, they can opt out.

Once enrolled by your employer, your 
contributions are deducted from your 
payslip. Your employer contributes to 
your pension fund, too, and there is 
added tax relief from the Government.

Some people have opted out because 
they believed the amount they could 
save would be so small it would make no 
difference to their retirement income, but 
two things have changed since people 
made the decision to opt out: the amount 
of income you can earn before paying 
tax; and new pension rules, which allow 
you to take all your money in cash. It 
means, in effect, that retiring workers 
could draw all their money out of the 
company pension scheme and not pay a 
penny of tax.

So how does it work? 

A worker enrolled in an automatic 
company pension saves 0.8 per cent 

Every month, Peter Watters, ACA, shares some useful financial tips 
especially for QuickBite readers. This month, he looks at Company 
Pension Schemes with our Financial Solutions expert, Daron Beacroft

accountancy

When you draw money from a pension, 
you can take 25 per cent tax-free, but 
the rest is taxed at your normal rate. But 
everyone gets £10,500 a year before 
paying tax from April 2015.

The current state pension of £113.10 
is worth about £5,888 a year, while the 
new flat-rate state pension will be worth 
about £155 a week when it is introduced 
in 2016, which makes that £8,060 a year.

This means that even with the new 
state pension, you can have £2,440 a 
year extra income tax free. Every three 
years, workers who initially opted out 
of automatic pensions are put back into 
the scheme.

of their salary, 80p for every £100 of 
earnings. Their employer adds another 
£1. This gives a total of £1.80 on the 
employees’ contributions. Paying into a 
pension, you get back the tax you had 
paid on those earnings.

So, if you pay in 80p, the Government 
adds 20p to return the 20 per cent 
income, on a basic rate taxpayer. So your 
£1.80 is now £2.

Also, because your money is invested, 
it grows with the stock market. 
Assuming a rate of 5 per cent a year and 
earning £24,000 today, an increase in 
contributions in 2018, a small pay rise 
every year and 5 per cent annual growth, 
at these rates, a 55-year-old could build 
up a sum of £14,134 by the age of 65.

Of this, £5,479 would be their own 
money, £4,315 from their employer, 
£1,370 tax relief and £2,970 investment 
growth.

Amounting to a rather nice 258 per cent 
increase on the amount they put in.

A 60-year-old could save £5,383. That’s 
£2,556 from their own money, £2,181 
from their employer, £639 tax relief and 
£631 investment growth, a 210 per cent 
boost.

“When you draw money 
from a pension, you can 
take 25 per cent tax-free, 
but the rest is taxed at your 
normal rate”

Email Peter Watters  
p.watters@mcphersons.co.uk or call our 
Head Office on 01424 730000 for a free 
consultation at mcphersons’ London, 
Bexhill or Hastings offices.

Peter Watters, 
Director at 
mcphersons 
chartered 
accountants

need more help?
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QuickBite takes a look at fridge and freezer equipment – what’s available 
and what should you consider when making a new purchase

equipment focus

“Since refrigeration is on 24 hours a 
day, 365 days a year, specifying energy-
saving equipment is a sensible business 
choice,” explains Nick Oryino, chair 
of the Catering Equipment Suppliers 
Association (CESA). “Compare running 
costs and check the Carbon Trust’s 
Energy Technology List, which features 
energy-saving refrigeration models.  

“A catering site in a remote area, with 
limited deliveries, is going to need more 
refrigerated storage space than the same 
size site in a town, where deliveries are 
more frequent.” 

Nick says that reach-in refrigerators 
and freezers are the most frequently 
used in commercial kitchens as they 
are versatile, reasonably priced storage 
options. Reach-ins are normally 
purchased in one, two, or three door 
or compartment sections. They are 
also available with many options 
and accessories with typical interior 

capacities being: single door 0.6 m3, 
double door 1.3 m3 and triple door 2 m3.

“There are dual-use reach-in units that 
can be changed from a refrigerator to 
freezer mode at the flip of a switch,” 
continues Nick. “These are handy for 
seasonal variations in supply or when the 
percentage of fresh versus frozen food 
changes.

“Counter and undercounter cabinets are 
increasingly popular since they bring 
chilled ingredient storage right where 
it’s needed, in the heart of the kitchen. 
These days, alongside ‘standard’ counters 
and undercounters, manufacturers are 
developing slim-line versions for where 
space is even tighter.  

“Drawers are an increasingly popular 
option in counter cabinets. As well as 
providing easy access to ingredients, they 
can save energy, as less cold air is lost 
when a drawer is opened compared to a 
door.  

“Chef bases provide refrigerated storage 
that doubles as a platform which cooking 
equipment, such as grills, can be mounted 
on. Wall mounted cabinets can make use 
of otherwise ‘dead’ space. When it comes 
to prep stations, which feature counter 
cabinets with ingredients wells mounted 
on their tops, there is a huge choice of 
configurations and formats.”

Fridges and 
freezers

“A catering site in a remote 
area, with limited deliveries, 
is going to need more 
refrigerated storage space 
than the same size site in a 
town, where deliveries are 
more frequent”

A selection of models 
from the Precision 
refrigeration range
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Energy saving

DEFRA’s research into energy use in the 
catering market highlights the energy 
saving potential of ‘best available 
technology’ (BAT) in connection with 
refrigeration. It concludes that the 
improvement potential of BAT, compared 
to ‘base case’, is up to 62%, depending 
on the type of refrigeration. It also says 
that BAT delivers the least life cycle cost 
– in other words, investing in the best 
available technology works out cheaper 
over the lifetime of the equipment.  

Since 28% of a kitchen’s energy is used 
by refrigeration this is a significant issue.
“The report, entitled ‘Industrial Energy 
Efficiency Accelerator – overview on 
the catering sector’, points to a variety 
of technical innovations that could also 
deliver significant energy savings,” says 
Nick. “They range from centralised 
heat recovery from refrigeration to 
technologies coming from the broader 
refrigeration industry, such as magnetic 
refrigeration.”

Space saving...

The increased pressure on kitchen space 
means many manufacturers are coming 
up with space-saving ideas, such as 
slimline versions of their standard models 
and wall-mounted refrigerators.  Modular 
cabinets and coldrooms offer another 
space-saving solution, since they can be 
designed to fit the available space and 
can often be supplied flat-packed, to be 
built in situ – a major bonus if access is 
limited.  

Maintenance 
Staff need to be trained not only to look 
after equipment, but also to be aware 
if there are any faults or problems. Nick 
advises that you check all door seals 
(gaskets) are intact, clean and fitting 
correctly. If dirty, clean them gently and 
replace ones that are split or damaged. 
“Check all vents on your equipment are 
unobstructed and clean. Never ignore 
warnings displayed by equipment. 
Failure to act will result in damage, 
breakdown or, worse, compromise staff 
and customer safety,” warns Nick. 

“Many operators now widely accept that 
when purchasing a piece of refrigeration 
equipment they need to take energy 

efficiency into consideration – after all, 
this ultimately impacts on their bottom 
line,” says Glenn Roberts, managing 
director of Gram UK.

“With refrigeration making up 
approximately 50% of the total energy 
expenditure in a kitchen, it makes 
financial sense to invest in the most 
energy efficient and durable unit 
possible. The Energy Technology List, 
which is managed by The Carbon Trust 
and holds many of Gram’s products, 
guides caterers to the most energy 
efficient technology available on the 
market.

“After investment it is then important to 
look after the unit. Correct maintenance 
of refrigeration equipment, including 
regular cleaning and servicing, will help 
it run more efficiently and lengthen the 
lifetime of the unit.

“It is also incredibly important that 
caterers consider the lifetime cost of 
capital equipment, not just the initial 
purchase price.” The Gram Green 
Paper 2014, launched in April this 
year highlighted the importance of this 
consideration, which means recognising 
the benefits of energy efficient 
refrigeration and thinking about how this 
will help a business to not only become 
greener, but more sustainable for them 
too. Operators should certainly look at 
the Enhanced Capital Allowance (ECA) 
scheme; the ECA is part of a government 
programme that encourages businesses 
to become more sustainable, by 
offering enhanced tax reliefs on greener 
equipment, so operators can’t afford to 
miss out.

“Operators can choose from a number of 
units across the Gram range, depending 
on many factors, including operation 
type, speed of service, menu rotation and 
kitchen size, to name but a few,” explains 
Glenn. “Despite the different sizes and 
types of appliance, all Gram units are 
ideal for those looking for a reliable, 
durable, and energy efficient piece of 
refrigeration equipment that provides 
exceptional food storage.”

The range includes the new Superior Plus 
72 and Eco Plus 70 - the most energy 
efficient refrigeration on the market; the 

The Lec Commercial Platinum 
400L Glass Door in Silver

“Counter and undercounter 
cabinets are increasingly 
popular since they bring 
chilled ingredient storage 
right where it’s needed, in 
the heart of the kitchen”
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The Superior Plus 72 from Gram UK

Precision’s three door prep station model PPC 307

equipment focus

Compact, ideal for kitchens with limited 
space; Gastro Counters which can be 
customized in hundreds of different 
ways depending on the needs of the 
kitchen; and the recently expanded Gram 
sub-brand Snowflake, which is said to 
be a great option for energy-conscious 
publicans who may be restricted by 
budgets.

“The Superior Plus 72 marks a new 
generation of refrigeration, with a 
revolutionary design and ground-
breaking technology making it 35% more 
energy efficient than its ‘best in class’ 
Plus 600 (Generation 4) predecessor,” 
enthuses Glenn. “The energy use – and 
therefore running costs – has decreased 
massively from 509kW/year to 329kW/
year.

“The unit has excellent temperature 
stability, maintained by a patented 
air circulation system and regulating 
controls. Hydrocarbon refrigerants 
present in the Superior Plus 72 have 
a lower Global Warming Potential 
and Ozone Depletion Potential than 
HFCs, and are better conductors of 
heat; meaning less stress is exerted on 
essential components and operators 
can rest assured that their foodstuffs 
will be safely stored at the optimum 
temperature.”

Foodservice refrigerant of the future?

The foodservice industry has been 
looking for refrigerants that are greener 
than traditional HFC refrigerants but 
also safer than hydrocarbons. British 
commercial refrigeration manufacturer 
Precision has been working with 
Honeywell on a new HFO-based 
refrigerant that is not only safer than 

hydrocarbon, but also has an even lower 
GWP (Global Warming Potential).  
 
Following extensive tests, Precision is to 
offer the refrigerant as an option across 
its refrigerated storage range, from under 
counter cabinets to blast chillers.  
 
The new HFO refrigerant is called 
Solstice ze, R1234ze. It has an ultra-low 
GWP of less than one – compared to 
R134a, which has a GWP of 1430, and 
Hydrocarbon R290, which has a GWP of 
three. Its ODP (ozone depletion potential) 
is zero with its atmospheric life being 
only 18 days, which is much lower than 
the 13 years for R134a.  
 
“We’ve been trialling Solstice ze for 
several months,” says Nick Williams, 
managing director of Precision. “It 
performs as well as, if not better than, 
traditional refrigerants like R134a and 
hydrocarbon R290. It runs particularly 
well in high ambient conditions, which is 
ideal for the foodservice industry.

“HFOs like Solstice ze are more 
environmentally friendly than traditional 
refrigerants such as R134a and safer 
than hydrocarbons: they are the 
foodservice refrigerants of the future.”  
 
Precision is currently trialling another low 
GWP HFO blend refrigerant, which is 
designed for freezer storage.  

“Staff need to be trained 
not only to look after 
equipment, but also to be 
aware if there are any faults 
or problems”
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Energy efficiency

“In terms of energy efficiency the best 
models are those with the compressor 
at the bottom because the ambient 
temperature is cooler at floor level and 
so these compressors are less likely to 
overheat than those situated at the top of 
the unit,” says Kurran Gadhvi, marketing 
manager, Valera.

“A bottom mounted compressor also 
makes the unit more stable when it is 
moved. And on the subject of moving it’s 
also important to make sure the fridge is 
mounted on good, solid castors so that 
it can be moved quickly and easily for 
cleaning.

“Two door units are more energy efficient 
than single door units because you 
have lots of space but still only the one 

compressor. These two door 
units will also accept the 
largest GN 2/1 pans or shelves, 
thereby maximising space and 
minimising power usage and 
running costs.”

Purchasing new equipment

“Refrigeration provides 
an essential part of any 
professional set-up, offering 
the choice of both back and 
front of house appliances,” 
comments Diane Ho, 
commercial product manager 
at Glen Dimplex Professional 
Appliances.

“The purchase of new 
equipment takes an element 
of consideration, but the 
purchase of refrigeration 
equipment requires that 
little bit more thought. 
Available space, internal 
capacity, external operating 
temperatures and expected 
use of appliance as well as 
key built in features which 
help save time, should all 
be carefully considered, 
along with reliability and 
environmental friendliness 
of the range, assisting 
with quicker return on 
investment.”

Lec Commercial has been 
a leading name within 
the provision of quality 
professional catering 
appliances for over 70 years. 
Offering a wide range of units 
to suit the individual needs 

of a grab-and-go establishment, 
the brand’s Platinum Range was 
launched to celebrate the company’s 

70th anniversary. Fitted with the latest in 
technological developments and energy 
saving features, the Platinum range 
includes both a white and stainless steel 
finish with glass or solid fronted door 
options, making the units ideal for both 
front and back of house service. The 
glass door variant is said to be perfect for 
displaying food and drinks both behind 
the counter, where it can be accessed by 
staff, or in front of the counter from which 
customers can make their choice.

Giving the caterer the ultimate selection, 
the range is available in a 200litre under-
counter model, a 400litre freestanding 
model for enhanced storage capacity 
on a small footprint or a 600litre 
Gastronorm compatible model for a truly 
enhanced storage solution. “Combining 
a robust build quality with the latest 
energy efficient cooling systems, R600a 
refrigerant provides the operator with 
consistently low running costs and the 
ability to work effectively in ambient 
temperatures of up to 38°c, making the 
range suitable for even the warmest 
kitchen set-ups,” says Diane.

“The greatest differentiation between 
a standard fridge and a good fridge 
is the additional features which can 
really help save time and money in the 
kitchen,” explains Diane. “The Platinum 
range comes with a digital control 
which benefits the user through high/
low temperature alarms as well as door 
open alarms which alert the user if the 
unit goes out of the required temperature 
range, or when the door is accidently left 
open during busy times.  

“This can help save money from an 
energy saving point of view as well 
retaining the freshness of the stock being 
held in the fridge.”

“It is also incredibly 
important that caterers 
consider the lifetime cost 
of capital equipment, not 
just the initial purchase 
price”

The Valera KBC 390S
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Established well equipped cafe/coffee shop with impressive turnover 
and prominent trading position

Shortlisted for two local business awards, Cafe at 36 in Cowick Street, 
Exeter, is for sale through licensed and leisure property specialists 
Stonesmith of Exeter.

Trading as a quality cafe/coffee shop and has an excellent reputation, 
especially with the locals. The cafe provides home made food, freshly 
made to order snacks, sandwiches etc, it also offers a popular take away 
service. The cafe has a varied daytime menu along with hot and cold 
beverages. 

Working along with local suppliers Cafe at 36 can now offers gluten 
free breakfasts and snacks along with vegetarian options. Their renowned 
breakfast was named in Grazia magazine as being the “best hangover 
brekkie” in Exeter. All of which can be viewed on their web site www.
cafeat36.co.uk  

The business has a solid and regular local trade and offers free story 
telling and activities for under 8s, local artwork is on display and second 
hand books are available to read or purchase. The cafe has been 
nominated for three prestigious awards, two Express and Echo business 
awards in the Categories of Small Business of the Year and Corporate 
Social Responsibility, and has recently been awarded a Taste of the West 
Gold Award in the Cafe & Tea Room category.

Benefitting from a prominent roadside position on a high footfall street 

Delightful 16th Century coaching inn, in the 
Devon village of Hawkchurch, 5 miles from 
Lyme Regis.

Trading as a traditional and friendly village inn, 
with a reputation for real ales and good food, The 
Old Inn at Hawkchurch has recently been sold by 
licensed property specialists Stonesmith of Exeter.

The new owners are Paul and Jean Wills, who 
have visited the area for the past 35 years, they 
knew The Old Inn well.

The property is set in the centre of Hawkchurch, 
a sought after East Devon village surrounded by 
picturesque countryside and just 5 miles from the 
sea and the UNESCO Devon and Dorset Jurassic 
Coast.

An attractive country inn with lots of charm and 
character, it briefly provides a bar and dining room 

for 32 plus, a skittle alley/function room/dining 
overspill for 30, a well equipped catering kitchen, 
3 en-suite letting rooms, a separate 2 bedroom 
bungalow and spacious 4 bedroom owners 
accommodation.

Outside there is an attractive garden with 30 
plus seats and car park with approx 20 spaces.

Mike Phillips, Director of Stonesmith who 
handled the sale comments “This is a great 
example of a privately owned freehold village inn 
selling to a private buyer and is further evidence 
that the market continues to improve.”

A freehold business, Stonesmith sold The 
Old Inn off a guide price of £525,000. Details on 
properties for sale and sold can be found on our 
website www.stonesmith.co.uk and free for sale 
valuations are available by calling 01392 201262.

Set in landscaped grounds, outskirts Offareham, Hants. Character 
freehold property – part Grade II Listed. Modern, timber clad barn 
seats 12 with display fridges & serve-over counter, together with 
catering kitchen. Glass walkway to adjacent listed building has 
ground floor seating for 20 with 1st  floor functions room seating 
30. Brick patio seats 48. Easily manageable menu with lunch time 
take away trade and profitable cold food buffets. Same hands 
for 10 yrs. Open 6.30 am to 3.00 pm Monday to Friday. Scope for 
licence and to extend opening hours. Recorded T/O £110,483 
(ex VAT). GP 56.5%. - £250,000 + S.A.V. (Ref. C.3567) *NEW 
INSTRUCTION*
For more details contact Andrew Greenwood Business Transfer 
on 01794 522228 or email info@andrewgreenwood.com

lock-up café/restaurant, hampshire

property

cafe at 36, exeter

the old inn, hawkchurch, devon

Property Our property pages highlight 
businesses for sale, nationwide!

with complementary businesses close by. It is in a densely populated 
area and residential suburb of Exeter, with the city centre and Quayside 
both close by. 

Presented to a high standard throughout, the main restaurant area 
seats 42, a customer servery area with display cabinets, a kitchen area, 
wash up and customer welfare facilities. Outside to the front there is a 
small pavement trading area and to the rear a private enclosed service 
yard.

A profitable, daytime only, leasehold café business, Stonesmith are 
looking for offers off an asking price of £75,000. Full details are available 
from the website www.stonesmith.co.uk and viewings arranged by 
calling 01392 201262 

Sold
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the pacK horSe inn
South Brent, Devon
Type: Village centre inn serving food including 
3 bed owners apartment

Guide price: £53,000
Details: www.stonesmith.co.uk

route 2
Topsham, Devon
Type: Eco-friendly cafe bar and one of the 
top 10 cycle cafes in the UK

Price: £99,950
Details: www.stonesmith.co.uk

property

the butcherS arMS
St Ive, Nr Liskeard, Cornwall
Type:Substantial character village pub,  
in 2 acres

Price: £275,000
Details: www.stonesmith.co.uk

Sold

Sold

Sold

licenSed daYtiMe caFÉ reStaurant
Poundbury, Dorchester
Type: Octagonal shaped with 4 French doors. 
Seating 50 with paved outside seating for 20

Guide price: £42,000 + S.A.V.
Details: www.acgreenwood.co.uk

under
45k

under
100k

chineSe ‘buFFet’ reStaurant
City centre, Southampton
Type: Tastefully furnished air-con restaurant 
with seating for up to 140 covers

Price: £99,000 + SAV
Details: www.acgreenwood.co.uk

property Focus

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

what’s new

Meat snacks
Company: The Snack Ham Company 
Product: Ambient meat snacks   Contact: www.snackham.com 

Following successful UK trials with participating retailers earlier 
this year The Snack Ham Company has launched a new range 
of ambient meat snacks which are high in protein, low in calories 
and gluten free. 

Annabel Spink, director, comments: “Research during our trial 
has given us a clear indication that UK Consumers are becoming 
more health-conscious and our high protein, low-carb, gluten 
free snacks have proven to be a hit.

“One of our products Snack Ham is made with very lean cuts 
of pork meat and is air dried using traditional curing methods to 
offer a high protein snack which contains less than 70 calories 
and 5% fat.”

Microwave ovens
Company: Alexanders  
Product: Whirlpool PRO25IX  
microwave oven 
Contact:   01264 333888
www.alexanders-direct.co.uk

The Whirlpool PRO25IX microwave oven 
from Alexanders may be a light-duty cooking 
machine but it promises to be heavy on the 
workload, offering an output of 1000W.

Ideal for cafes and small restaurants, the 
stainless steel counter-top oven, made in 
Italy, is robust and reliable, as well as being 
energy efficient. Measuring W511mm X 
D431mm X H311mm and weighing 17kg, 
the PRO25’s features include an LED 
display with an easy-to-use touch control 
pad, 10+10 programs, and an axial flow fan 
cooling system. With a list price of £318, the 
compact oven comes with a one year parts 
and labour warranty.

popcorn

After discovering ‘kettle corn’ and becoming 
addicted to the utterly moreish ‘Sweet & Salt 
variety the company launched their own mobile 
popcorn business in April 2012, ready for their 
first Farmers’ Market in Ripley.

That summer they popped their popcorn at 
farmers’ markets, family festivals and summer 
fairs all over London and the South West.

Due to the positive feedback from 
customers, the range was increased to four 
flavours - Sweet & Salt, Sweet Chilli (Great 
Taste Winner 2014) Sea Salt & Olive Oil and 
Simply Sweet.

The popcorn has recently been moved into 
foil packaging and is wheat, dairy, gluten, nut 
and soya free.

Company: Popcorn Kitchen  
Product: Popcorn
Contact: 07974 756245
www.popcornkitchen.co.uk

Griddle toaster
Company: Metcalfe Catering Equipment
Product: GT400 Griddle Toaster 
Contact: 01766 830456   www.metcalfecatering.com

Grill your toast, as well as your eggs and bacon, all at the 
same time with the new, versatile Roband Griddle Toaster.

The GT400 Griddle Toaster has two separate elements 
meaning the top cooking plate can be used for the eggs, 
bacon, or even hamburgers, while the toaster beneath is 
simultaneously grilling the bread. The flexible unit is topped 
with an 8mm thick steel plate for optimum heat retention, 
regulated with thermostatic controls for rapid response and 
recovery.

The toasting area beneath is fitted with a wire rack, and 
bun and rack stops to prevent food from falling.

Company: Naanster    Product: Naanster
Contact: www.facebook.com/naansterukIndian snacks

Naanster is a convenient handheld snack that comes in four tasty Indian flavours 
that can be microwaved in just 90 seconds!

Imagine a snack made of a light fluffy naan bread filled with either chicken 
Tikka, vegetable Tikka, Balti chicken or Beef Madras coupled with pilau rice 
and a sweet mango chutney. Thanks to Naanster, this dream has become a 
reality. Affectionately dubbed ‘the fastest Indian’, the Naanster prides itself 
on maintaining its Eastern roots and reinvigorating Indian cooking into a 
contemporary and unique snack for a modern, fast paced world.

Using only the most exotic spices and freshly sourced ingredients, the 
Naanster has less than 5%* fat.

Soups

Goan Chicken, an aromatic chicken soup enhanced with 
exotic spices, green jalapeno chillies and coconut, and 
Patatas Bravas, an intense Spanish style tomato and potato 
soup flavoured with smoked paprika and hint of chilli, are 
the latest additions to The Real Soup Co’s range of premium 
quality fresh chilled soups made exclusively for foodservice.

Like all The Real Soup Co’s soups, Goan Chicken and 
Patatas Bravas are free from artificial colours, flavourings 
and preservatives. Offering all the taste and appearance 
of a fresh ‘homemade’ soup while being ready to heat and 
serve on demand, they’re available in handy 4kg (16 portion) 
microwaveable tubs for accurate portion and cost control.

Company: The Real Soup Co   
Product: Goan Chicken and Patatas Bravas
Contact: 01495 301999   www.zorbafoods.co.uk
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ice moulds 

Cream Supplies has a range of ice moulds available from its online 
store to tempt bartenders looking for something a little different.

Super-sized cubes have instant impact as well as a slow melt rate. 
The new Super Cube moulds make 6 x 4.9cms square cubes.

Spherical ice makes a dramatic statement and melts slowly. 
Tovolo moulds produce perfect, twin, ice spheres of 6.5cms 
diameter.

Also available is Eddington’s giant ice sphere mould which 
creates 3 balls of ice – each measuring 5.8cms while the smaller 
version produces 10 ice balls – each 3.25cms in diameter.

The Eddington’s On the Rocks mould makes 3 large, jagged,  
ice shapes measuring 5.8cms.

Company: Cream Supplies  Product: Ice moulds
Contact: 0845 226 3024 www.creamsupplies.co.uk

Mozzarella
Fresh and milky in flavour, Galbani® Mozzarella Maxi is 
extremely versatile, giving everyone from pubs and bars 
to casual dining outlets and restaurants the opportunity to 
create a multitude of Italian dishes using larger pieces of 
mozzarella, with ease.

Available in a convenient 250g cylindrical format 
Mozzarella Maxi is perfect for slicing, making it ideal for use 
in salads and sandwiches where consistent portion control 
is key. The beauty of slicing the mozzarella fresh means 
chefs have complete control over the thickness of the slice, 
and can adjust accordingly depending on the dish they are 
preparing.

Alternative formats include Mozzarella Balls, Mozzarella 
Cucina and Mozzarella Cubetti.

Company: Galbani   Product: Galbani® Mozzarella Maxi
Contact: www.lactalisfs.co.uk/galbani

Artis, the sole UK importer for Tramontina steak knives has 
announced that the renowned Brazilian manufacturer has extended 
its range to 22 high quality knives with a choice of wooden or 
stainless steel handles.

Tramontina has used sustainable sourced polymer- impregnated 
wood as well as high quality Brazilian stainless steel blades to ensure 
a superior cutting edge, time after time. The handles will withstand 
the high temperatures of commercial dishwashers retaining their 
pristine condition and they each carry a five year warranty against 
manufacturing defects.

The range offers smooth and serrated options with the further 
choice of pointed or rounded blades. Also, there are several different 
styles of handle.

When Rebecca Wood joined the expanding new 
product development department at Snowbird 
foods she was just in time to join other members 
of the team in celebrating the launch of the Enfield 
(North London) company’s new mini koftes.

A 20g fully cooked and frozen product, the 
skinless koftes are an attractive, irregular tube 
shape and contain 92% lamb drawn from Red 
Tractor approved sources.

Other ingredients include lemon juice, salt, 
mustard seeds, garlic powder, red ball peppers 
and crushed chillies spiced with black pepper, 
cardamom, cloves, coriander, cumin, ginger, 
nutmeg and paprika.

To complete this complex recipe Snowbird has 
added coriander, mint, parsley and thyme.

Steak knives

Koftes

Company: Artis   Product: Tramontina steak knives 
Contact: 020 8391 8542   www.artis-uk.com

Company: Snowbird Foods
Product: Mini koftes 
Contact: 020 8805 9222
www.snowbirdfoods.co.uk

Gluten free desserts 

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

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

Andrew Ely, Managing Director of 
Almondy, says: “Not only do they deliver on 
quality and taste, the cakes are also highly 
convenient for caterers – they come frozen 
and pre-portioned offering significant savings 
in labour and wastage.”

Company: Almondy 
Product: Cadbury Gluten-Free 
Chocolate & Almond Cake and 
Philadelphia Gluten-Free Almond 
Layered Lemon Cheesecake
Contact: 020 7795 8148    
www.almondy.com/en

See your  
product here!

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

Then call 0333 003 0499

Company: Paramount 21   Product: ‘Little Fishes’ recipe book
Contact: 01626 837650   www.paramount21.co.ukRecipe book

Paramount 21 Ltd has launched a free little recipe booklet 
called ‘Little Fishes’ to the trade. The booklet features 
‘On-trend’ recipe ideas for little oily fish such as whitebait, 
sprats and mackerel as well as white fish. Recipes 
include bespoke batters using local ales or ciders, fish 
burger relishes, hot & cold tapas and delicious sauces 
such as bloody Mary ketchup. 

The booklet has been developed to help caterers 
stay ahead of the market, offering new ideas and 
serving suggestions in line with how consumers 
eat today. To obtain your free copy visit www.
paramount21.co.uk or telephone 01626 837650.



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

the london 
coffee Festival

2015

30th April -
3rd May

location
old truMan brewerY,  
bricK lane, london

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

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

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

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

There will be two industry days held on 30 April and 

01 May from 10am- 5pm. To buy tickets visit www.
londoncoffeefestival.com/buytickets.

And, registrations are now open for Coffee Masters, 
the brand new multi-disciplinary barista battle! 

If you think you have what it takes to be crowned 
Coffee Master at The London Coffee Festival 
and scoop the £5,000 cash prize then visit www.
londoncoffeefestival.com/CoffeeMasters/
Register

You’ll need to create a one minute video presenting 
a signature drink and show us that you possess 
creativity, passion, skill and personality - all the 
components of a great barista!

Only the very best 16 baristas from across the globe 
will be chosen to take part in this competition, 
representing their coffee shop/roaster as well as 
their country. 

dates for your diary

Food Matters live

November
2014

18th-20th
location
excel,  
london

Food Matters Live is a new annual event, taking 
place at London’s ExCeL from Tuesday 18th–
Thursday 20th November. Alongside an exhibition 
featuring 200+ leading organisations, the Food 
Matters Live Conference addresses the complex 
relationship between food, nutrition and the 
nation’s health over a rich and varied programme 
featuring well-known figures from across the food 
and drink manufacturing industry, the health sector 
and local and central government.

Food Matters Live exhibitors will range from 
leading multinational companies to young and 
emerging enterprises.

The three-day Food Matters Live Conference 
features over 80 notable speakers exploring a 

range of compelling issues in the world of food, 
health and nutrition as well as over 80 seminars 
which will run across three days and feature more 
than 300 speakers, providing an unparalleled 
learning opportunity, with practical advice and case 
studies.

There will be over 20 debates featuring 80 expert 
speakers. Conference sessions will take place in 
two theatres, running concurrently throughout the 
three-day event. Joining the conference speaker 
panel are 300 leading experts addressing a range 
of practical and applied issues in the extensive 
seminar programme.

For more information visit and to register for your 
free ticket visit www.foodmatterslive.com.
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hotel & catering  
Show 2015

March
2015

17th-18th
location
bourneMouth  
bic

This year The Hotel & Catering Show has been 
engineered with one major goal in mind: to make 
their sponsors and exhibitors the stars of the show.

They believe that a fantastic show is created when 
you get involved and interactive with their visitors 
– whether that’s participating in the new Liquid 
Zone (for drinks producers), or Food & Drink 
Master Class or perhaps showcasing your cooking 
equipment in action, in the new Grazin Kitchen. 

More information on their brand new 2015 features, 
are due to be released soon.

If your key target markets are hotels, restaurants, 
pubs and bars, cafes or the cost sector, and 
you can serve the South of the country, you won’t 
want to miss what the Show is saying is the leading 
hospitality event of the year, for the region.

The Hotel & Catering Show are confident that you’ll 
come away with serious leads, real new business 
and a healthy pipeline for your sales team to 
attack for months after the event.

This is what some 2014 exhibitors had to say:

“We have taken more leads today than the whole 
two days last year. The quality of people in the 
Liquid Workshops has been fantastic – we are very, 
very pleased.” 

Alan Snudden, Managing Director,  
The General Wine Company

“The first day has been very good. Lots of interest 
in our new products and we have even taken 
orders on larger equipment that that we don’t 
actually have on the stand.”

James York, Nisbets

“This is our local show and we have made some 
really good new contacts already. It has certainly 
been a very successful first day.”

Christina Veal, Director,  
New Forest Ice Cream

For more information,  
visit www.hotel-expo.co.uk
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Disposable Heat Resistant Food Safe Liners for Bain Marie Pots

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

cuts  
cleaning 
time by
95%

Ltd

Other sizes available, see website

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

& save money
serve more product

1 Put liner in pot

2 Food remains in liner

3 Dispose of liner
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www.meadowvalefoods.co.uk

Chicken
at its very 
best!


