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It is with great sadness that I write to you for the last time as the Group 
Editor for MVH Media and as the Editor of this fantastic publication. This issue 
of QuickBite will be my last as I move on to pastures new and I am immensely 
proud of all that we as a team have achieved over the last 18 months. QuickBite 
has gone from strength to strength with every issue and has seen not only an 
increase in pagination but subscribers too. 

Recently the publication has seen a successful launch into retail and that is a 
testament to the work of the entire team here at MVH Media. I’m sure that the 
magazine will continue on this upward curve under the direction of the new 
editor and will remain as the UK’s number one magazine for the food-to-go and 
quick-service sectors.

Anyway, on to the issue at hand. 

It has been a busy few weeks here at the QuickBite office as we follow up on all 
of our leads from Hotelympia and prepare for the upcoming Caffe Culture show. 
The show is one of the most important in our industry and we run a preview and 
look at some of the latest products being displayed there.

In this month’s features we focus on Mobile and Outside Catering as well as 
Cakes and Traybakes. Both features are packed with opinion from some of the 
leading experts in the industry, and will give you some ideas to help grow your 
business.

As well as all of the latest news we also welcome the return of Burger Lad who 
looks at how some of the biggest brands in the country are offering their sauces 
into retail.  Managing Director at UCC Coffee, Elaine Higginson discusses the 
evolution of the coffee market during her 20 year career and we visit the Potato 
Project in Soho to hear about the resurgence in the humble baked potato.

Cold drinks have seen something of a boom in recent years with the variety on 
offer growing rapidly. In our Guide to Cold Drinks we look at some of the best 
new producers and the developments that the bigger brands are making.

As always the final third of the magazine is packed with the services sector, 
where we hear from the Food Standards Agency as well as leading property, 
accountancy and legal experts.

Until next time,

Happy reading.
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The long-awaited childhood obesity strategy has been further delayed 
until the summer and is unlikely to include a sugar tax, according to a 
Department of Health spokesperson.

department of health delay obesity report 
and are expected to shun sugar controls

itsu to start delivery 
with launch of new 
app
Itsu has today announced the 
launch of a new delivery app and 
service, itsu [to you], which allows 
customers to order from the 
company’s health focused menus.

The new app will allow customers to 
order freshly-cooked hot and cold itsu food 
for delivery, track and communicate with 
the driver, known as “ninjas”, and pay either 
individually or collectively.

Itsu has partnered with MyCheck’s mobile 
payment and loyalty platform, Google’s 
Firebase cloud software, and Bringg’s last-
mile delivery technology to develop the app.

The app which is a subsidiary of the itsu 
brand, has been launched by their former 
head of marketing, Tobias-Metcalfe.

Talking about the launch he said: 
“Everyone is time-poor in the 21st century, 
especially itsu customers, and often we’re 
too busy focussing on so much other stuff 
that food can take a back seat. 

“That’s where food delivery comes in but 
too often that means unhealthy options. 
itsu [to you] sets out to change all that by 
making the whole process of ordering food 
not just healthy and quick but also fun and 
social.

“I see this as having massive appeal 
for businesses wanting an inspiring team 
lunch that’s not going to make everyone 
feel sluggish in the afternoon as well as 
groups of friends wanting a break from 
the usual stodgy delivery options and 
having a good time while deciding what 
to share. Everything about itsu [to you] is 
designed with the customer at heart.

“We’ve elected to work with the best 
technology partners rather than use an ‘out 
of the box’ solution. There’s nowhere that 
we have compromised on the customer 
experience.”

Itsu [to you] will initially be available 
for weekday lunch orders across several 
London postcodes.

The spokesperson told reporters: “It is a 
very complex issue and there is a lot of work 
going on to get it right. There are a lot of 
different issues that need considering and we 
want to make sure it is right when we put it 
out. David Cameron and Jeremy Hunt have 
said they want it to be a game-changing 
moment.”

The strategy was originally expected in 
December, but increased calls for a sugar tax 
by government organisations and charities, 
delayed the publication until January, before 
further delays caused the publication to 
happen in February.

Ben Reynolds, deputy coordinator of 
Sustain, who run the Children’s Food 
Campaign and have championed a sugary 
drinks tax, said: “We have some sympathy 
with the Government who have clearly 
been overwhelmed by the scale of the 
task in coming up with a response to the 
childhood obesity crisis. They will have to 
hope that the generation of children who will 
be short served by this inaction will be as 
sympathetic.”

“Another view is that this is not a top 
priority for the Government, who it would 
appear don’t have the capacity, or the 
desire, to deal with more than one thing 
at a time. The evidence presented by 
all the Government’s health experts is 
clear on the need to act, what to act on, 
and the urgency of acting now. Action 
on restricting junk food advertising, 
promotions and sponsorship should not 
be delayed.”

“While his colleagues dawdle, we call 
on George Osborne to go some way to 
addressing this by introducing a sugary 
drinks tax in his next budget in March. 
In recent months the Welsh assembly 
and Northern Irish assembly have both 
passed motions in favour of a sugary 
drinks tax, with other countries including 
Ireland and South Africa now look set to 
introduce something similar. This makes 
the UK government look woefully out of 
touch with its commitment to deal with 
the problem of childhood obesity and diet 
related disease.”
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Commercial law firm, EMW found that raids 
had increased from 115 in 2012/13 to 127 
in 2014/15 and added that the figures still 
suggested under-resourced councils might be 
struggling to carry out investigations.

The majority of raids took place due to 
the illegal selling of counterfeit alcohol in off 
licences and food fraud and misrepresented 
food in late-night takeaway and fast food 
outlets.

Sebastian Calnan, consultant at EMW, 
said: “Although there has been a rise in raids, 
consumers will remain concerned that there 
are many more businesses escaping Trading 
Standards’ net.

“Horror stories of takeaways substituting 
the advertised meat for illegal or unsavoury 
alternatives have been well publicised. Trading 
standards teams do a great job but without 
adequate funding or resources instances of 
food and drink fraud or miselling may slip 
through the cracks.”

EMW also found that very few of the raids 

carried out by Trading Standards resulted in 
an enforcement action or prosecution and 
that the number of raids vary from council to 
council.

Birmingham carried out the highest number 
of raids in the last three years, whilst other 
areas in Great Britain were a cause for 
concern.

Local councils in Great Britain have been cracking down on food crime 
with the number of raids on outlets such as off licences and takeaway 
shops by trading standards teams, up by 10% over the last three years.

raids on fast food venues up 10% as 
trading standards crack down on food fraud

Bake & Take currently has one flagship 
company owned store in Ashton, Manchester, 
and one franchisee owned store in Sutton.

Robin Page and Steve Mahon established 
Bake & Take in 2013 when they bought the 
master rights for the UK & Northern Ireland.

Page, said: “We are actively searching 
for high-calibre franchise partners, and are 
particularly interested in hearing from multi 

store food or retail operators.
“There are also single and multi-site area 

development opportunities in hot spot areas 
in England, Scotland, Wales and Northern 
Ireland.”

Bake & Take was born out of backWerk in 
Germany, which has over 350 stores across 
five European countries.

news round-up

bake & take target another 100 sites
Self-service bakery franchise, Bake & Take, is targeting 100 new UK 
stores in the next five years.

butterware seek 
investment in online 
ordering platform
Butterware, the company 
that provides online ordering 
websites for the food-to-
go industry, has launched 
an investment campaign to 
support its expansion.

The company is seeking an investment 
of £280,000 to help further develop its 
software, support its expansion and help 
its client market their online ordering 
service.

Graeme Simpson, founder and 
managing director of Butterware, said: 
“We’ve been consistently innovating 
within the lunch-to-go market, helping 
existing customers to grow their 
businesses at the same time as making 
significant gains in efficiency.

“The investment will be used to fund 
both development and marketing, helping 
Butterware to reach a greater audience 
and educate the catering industry about 
the benefits of online ordering.”

The Butterware system allows for 
custom-branded online ordering websites 
to allow lunch-to-go businesses to take 
orders for collection or delivery, for 
individual orders or buffets. The system 
aims to improve efficiency, reduce 
wastage and increase revenue, as well as 
helping customers.
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The company also said that their managed 
shops like-for-like sales were up 4.7% and 
that pre-tax profit was up 25.4% to £73 
million.
The growth was driven by a strategy to focus 
on the growing food-on-the-go market and 
saw the bakery chain improve its sandwich 
and breakfast menu options. The ‘Balanced 
Choice’ range of healthier options now 
accounts for 10% of total sales.
Roger Whiteside, chief executive of Gregg’s, 
said: “In 2015 we delivered another excellent 
performance in the second year of our 
strategy to transform Greggs from a traditional 
bakery business into a modern, attractive 
food-on-the-go retailer.
“We have made significant progress 
across the business change programme, 
consequently our estate is stronger and our 
products, value and service are all improving 
the experience for customers.
“This year has started well and the consumer 
outlook remains positive with disposable 
incomes expected to grow further in 2016.  
Overall 2016 will be another year of significant 
change as we advance with our strategic plan 
and propose major investment in our supply 

greggs sales rise again as bakery brand open 122 sites
Bakery giant, Greggs has reported a total sales increase of 5.2% to £835.7 million for the last 52 weeks.

chain.  Alongside this we are confident of 
delivering a further year of underlying growth.”
As well as hundreds of shop refurbishments, 
20 café conversions, they opened 122 new 
shops and closed 74. Almost all (90%) of 
new shop locations were away from high 

Bill DeLaney, chief executive officer at 
Sysco, said: “We look forward to welcoming 
Brakes Group, its 15,000 employees, and Ken 
McMeikan and his highly respected leadership 
team to the Sysco family of companies. This 
transaction will unite Sysco with a leading 
foodservice distributor in Europe with 
demonstrated capability to sustainably grow 
its business over time.

“Beginning with a common customer-
centric mindset, our companies are 
strategically aligned with compatible cultures 
and similar business models. We expect 
to retain key members of Brakes Group’s 
talented leadership team and to experience 
little distraction from integration given the 
minimal overlap of the businesses. Sysco’s 
management team remains confident in 
and committed to achieving our previously 
announced three-year plan financial 
objectives.”

Brakes Group has been owned by Bains 
Private Equity since 2007 and the deal with 
Sysco is expected to compete before the end 
of Sysco’s fiscal year in July 2016.

Ken McMeikan, Brakes Group chief 
executive, said: “It’s very exciting for Brakes 
Group to be joining the recognized worldwide 
leader in foodservice distribution. Last year 
we said we would look for the best strategic 
option for Brakes Group’s next stage of 
development. We are delighted to have now 
concluded this process by joining Sysco.

“Our mission is simple: to help businesses 
who serve food to thrive, and becoming part 
of the Sysco family will help us get closer 
toward achieving that great outcome for our 
customers, colleagues and suppliers. Similar 
to Sysco’s approach, Brakes Group serves 
thousands of customers across Europe every 
day, including pubs, restaurants, hotels, 
hospitals, schools, contract caterers and 
more. We have continued to flourish in recent 
years, and the significant investment that has 
been made in Brakes Group provides us with 
a very solid platform for further growth as part 
of Sysco.”

McMeikan will address the Arena Savoy 
Lecture in April in one of his first major 
speeches since the developments within 

Brakes Group.
Headquartered in London, Brakes Group 

will operate as a standalone company within 
Sysco. The Brakes Group business will 
continue to be led by chief executive officer 
Ken McMeikan. His management team and 
the rest of the employee base will remain in 
place. 

Brakes Group, is the UK market leader 
in the foodservice sector and supplies food 
to more than 50,000 customers including 
restaurants, hospitals and schools.

 
Brakes Group has been acquired by US foodservice operator Sysco in 
a £2.2bn ($3.1bn) deal.

brakes swallowed up by us foodservice provider for over $3bn

streets in areas such as retail and industrial 
parks, motorway service stations and travel 
hubs. Greggs now has a total shop portfolio 
of 1,698. In 2016, Greggs expects to open 
between 100-120 shops and close 50-60.
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Global information company The 
NPD Group is forecasting that the 
British out of home foodservice 
market will grow visits by 1.6% in 
2016 and a further 1.2% in 2017.

out-of-home 
foodservice market to 
grow in 2016/17 say 
nPd group

Following a strong performance which 
has seen the total spend in the market hit 
£52.2 billion, NPD has revised its 2016 
spend forecast up from £53.1 billion to 
£53.5 billion, and says this will increase 
further to £54.7 billion in 2017.

Its forecast for 2016 out of home visits is 
11.4 billion, a 1.6% increase over the actual 
figure for 2015. For 2017, it sees 11.5 billion 
visits, a further small increase of 1.2%.

Cyril Lavenant, NPD’s director of 
foodservice for the UK, said: “It’s good to 

see that there was a bigger improvement 
in 2015 than anticipated, with the actual 
performance of 1.3% visit growth against 
our prediction of 1.1%.

“We are now forecasting 1.6% visit 
growth for 2016 due to increasingly 
confident consumers and a potential 
further boost from the UEFA EURO 
Championship and the Rio 2016 Olympic 

greggs continue expansion into 
northern ireland with big growth plans

Games.
“However, while 2017 will also see 

growth, it is likely that the pace will slow 
down. We do not see consumers increasing 
their spending in the foodservice sector any 
faster than this.”

The quick service coffee market has a 
predicted spend amount of £2.3bn in 2016, 
growing to £2.4bn in 2017. 
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london coffee shops 
go mobile as grind & 
Co launch app

Inspired by the simplicity of ordering 
an Uber, Grind wanted to streamline the 
customer experience. The launch follows 
Starbucks’ launch of a mobile order & 
pay.

David Abrahamovitch, founder of 
Grind, said: “With Grind’s first site, 
Shoreditch Grind at the epicenter of 
‘Silicon Roundabout’ in east London and 
my background in technology - there’s 
always been a strong link between the 
Grind and technology and we’ve looked 
to harness tech wherever we can. 

“The iPhone is increasingly the ‘remote 
control for our lives’ and it struck me 
that we have tons of regulars who order 
exactly the same thing every morning 
- and that we could make this process 
much more efficient. Last year we 
became one of the first places in the UK 
to offer Apple Pay when it launched, and 
now with the Grind App we are continuing 
to pioneer new technology whenever we 
get the chance.”

The app aims to minimise queuing 
and waiting times within Grind sites and 
customers are also able to link up the 
Grind loyalty card, Grind Black Card, 
while new users can set up a virtual one.

Last year saw the launch of Grind’s 
first restaurant, London Grind, and 
the crowdfunding of £1.3m through 
Crowdcube, to finance the opening of a 
new roastery in east London, as well as 
their expansion across the city in 2016.

Grind & Co, the independent 
group of London coffee shops, 
has launched the Grind app, 
allowing customers to pre-order 
and pre-pay for their coffee.

A ‘Beef Skirt & Vegetable Pastie’ made by A.F. Huddleston Butchers 
has taken home the title of Supreme Champion at this year’s world-
renowned British Pie Awards.

Pasty wins top honours at british Pie awards

Beating 815 other pies to secure the hotly 
coveted trophy. This delectable pasty had 
the judges’ mouths watering for its even 
bake, beautiful glaze and well balanced 
flavours.  

 
Matthew O’Callaghan, Chairman of the 

British Pie Awards and Melton Mowbray 
Pork Pie Association, said: “I know many 
will be surprised to see a pasty winning the 
British Pie Awards, but the definition of a pie 
is a filling totally encased in pastry – pies 
come in all shapes including round pies, 
square pies and pasties.

 
“Pasties have been a feature of British 

cuisine for centuries ranging from the Forfar 
Bridie in Scotland through to the Midland’s 
Bedfordshire Clanger and down to the 
iconic Cornish Pasty. I’m pleased that we 
now have an award-winning pasty to shout 
about from Cumbria.

 
“The winning pasty was outstanding. It 

looked so appealing; an even bake with a 
beautiful glaze and a perfect crimp. Eating 
it was a delight, well balanced flavours, 
tender meat, small chunks of vegetable and 
a delicious gravy with just the right amount 
of seasoning. One of the best examples of a 
perfectly produced pasty”

 
The eighth annual British Pie Awards took 

place in Melton Mowbray during British 
Pie Week (for the first time in the Award’s 

history) on the 9th March 2016. This year 
816 pies were entered from 132 professional 
bakers, butchers and chefs and judged by 
over 100 top pie perfectionists -  including 
leading food critic Charles Campion, 
renowned chef Rachel Green and TV chef 
Andy Bates

 
As well as the Supreme Champion, 

many other tasty pies received accolades, 
including those made by Turner’s Pies Ltd 
in Bognor Regis, West Sussex. The pies 
performed exceptionally well with four 
achieving first place within their individual 
classes. These pies were - Steak & Stilton 
Pie, Highland Top Rump & Potato Pie, 
Chicken, Ham Hock & Stuffing Pie, and 
Steak & Ale Pie.

 
O’Callaghan added: “It’s been a great year 

for the British Pie Awards, seeing significant 
growth in entries from small producers. 
I’d like to give my sincere thanks to all 
involved, including our judges, sponsors, 
volunteers and of course, all our wonderful 
pie makers,”

 
The Speciality Class at this year’s British 

Pie Awards encouraged pie makers to 
create showstopping pies fit for Her Majesty 
The Queens 90th birthday celebrations.  
A Victorian Corset Pork & Chicken Pie 
produced by Walker & Son was crowned as 
the class winner.
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sugar levels excessive in high street coffee 
chains
Almost all hot drinks from high street coffee chains contain excessive 
levels of sugar, with one drink from Starbucks containing a whopping 25 
teaspoons of sugar, according to research from Action on Sugar.

The new research from Action on Sugar 
shows that 98% of the 131 hot flavoured 
drinks analysed would receive a ‘red’ (high) 
label for excessive levels of sugars per serving 
as sold.

Over a third (35%) of the host flavoured 
drinks contain the same amount or more 
sugars than Coca Cola, which contains nine 
teaspoons of sugar per can.

The worst offender is the Starbuck’s hot 
mulled fruit (XL)– which contains 25 teaspoons 
of sugar (equivalent of sugar in 5 muffins), 
followed by Costa Coffee’s chai latte (large) 
with 20 teaspoons of sugar.

Professor Graham MacGregor, chair of 
Action on Sugar, said: “This is yet again 
another example of scandalous amount 
of sugar added to our food and drink. No 
wonder we have the highest rates of obesity 
in Europe.

“Cameron now has all the evidence to 
make the UK the first country in the world 
to stop the obesity and type 2 diabetes 
epidemic. To do this Cameron has to be 
radical and follow every single action that 
we have set out in our comprehensive plan 
(see below). Otherwise it will be the final nail 
in an already bankrupt NHS.”

Responding to the findings a 
spokesperson for Starbucks said: “Earlier 
this year we committed to reduce added 
sugar in our indulgent drinks by 25% by the 
end of 2020. We also offer a wide variety of 
lighter options, sugar-free syrups and sugar-
free natural sweetener and we display all 
nutritional information in-store and online.”

A Costa spokesperson added: “Costa 
takes the nutritional balance of our food 

and drink very seriously and we have already 
taken significant steps to reduce the sugar 
content of our ranges. We intend to continue 
improving the balance of our product offerings 
while maintaining the high quality and great 
taste our customers expect. This April we will 
be setting salt and sugar reduction targets for 
2020.”

For the study hot drinks were surveyed 
from UK coffee chains and fast food outlets - 
Caffe Nero, Starbucks, Costa, KFC, Greggs, 
McDonalds, Eat, Leon and Pret a Manger. 

workshop Coffee 
raise £1.8m equity 
from fundraising 
effort
Workshop Coffee has completed a 
major new equity fundraising of £1.8 
million, as well as restructuring the 
group to create a holding company.

Investor Alan Halsall will become 
chairman of the holding company, and 
founder James Dickson will continue as 
Workshop Coffee’s owner.

Discussing the new funds and the 
financial push, James Dickson, said: 
“Workshop continues to grow at an exciting 
rate. This successful raising of additional 
funds will allow us to focus on what we do 
best - producing the sweetest, cleanest, 
freshest and most sustainably-procured 
coffee possible. At the same time it will 
ensure we adopt a fully integrated, multi-
channel approach to our business.”

Opening its first site in Clerkenwell in 
2011, Workshop Coffee has since launched 
in three other locations as well as opening 
a new roastery in Bethnal Green. 

news round-up
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The report highlighted the growth 
of organic on the menus of high street 
restaurants and cafés, including Nando’s, 
Giraffe, Prezzo, Frankie & Benny’s, Pret a 
Manger, itsu, Leon, and Jamie’s Italian.  

In part, the growth is due to the £9 million 
spent on organic food through the Soil 
Association’s Food for Life Catering Mark, an 
increase of £2 million, and up 28% on last 
year.

Helen Browning, chief executive of the 
Soil Association, said: “We are delighted 
to see the ongoing growth of organic in the 
catering sector. Not only is this in restaurants 
and café chains, it’s also in schools, 
hospitals, workplaces and nurseries, which 
has achieved silver and gold Catering Mark 
awards.”

McDonald’s also used over 26 million 
litres of organic semi-skimmed milk in its 
teas, coffees, porridge and Happy Meal 
milk bottles, an increase of 85 on last year 
and making McDonald’s one of the biggest 
customers to organic milk farmers.

Catering wholesalers, including Bidvest 
and Brakes, were also found to have 
expanded their organic catalogue ranges, 
allowing smaller restaurant and coffee shop 
chains to capitalise on the growing market.

The overall organic market saw growth 
of 4.9% in 2015, marking the third year 
of consecutive growth, and is now worth 
£1.95bn.

Martin Sawyer, chief executive of Soil 
Association Certification, said: “This is a 
hugely exciting time for the organic sector, 
with the market set to break through the £2 
billion mark in 2016 and reach levels seen 
before the recession.”

The organic catering sector 
increased by 15.2% by 2015 and is 
now worth £64.3 million, according 
to the Soil Association’s latest 
Organic Market Report.

report shows big 
chains adding 
organic food to 
menus

London’s first allergen free café opens in Soho
A vegan café has claimed to be London’s first allergen-free restaurant, 
after serving meals containing no dairy, gluten, nuts and eggs.

Yorica, which opened in Soho in March, 
offers dairy free ice-cream and frozen yoghurt.

Monika Jagielo, manager of Yorica, told 
local reporters: “We’ve really thought through 
all the ingredients we are using here. What we 
don’t want to do is just appeal to people with 
allergies.

“We want people to be able to enjoy a 
healthy treat. The more we learn about food, 
we know we don’t really need dairy in our diet 
and when we eat gluten we don’t feel great.”

The menu at Yorica consists of ice creams, 
biscuits, hot and cold shakes and sweets, 
including nut-free peanut butter ice cream or 
dark chocolate and beetroot ice cream.

starbucks to 
receive facelift 
as amadeus Food 
redevelop neC food 
to go offering
Amadeus Food has embarked 
on an extensive refurbishment 
programme for the two 
Starbucks stores at the National 
Exhibition Centre (NEC) 
in Birmingham, which will 
increase the serving capacity 
to help enhance the customer 
experience whilst at the venue.

The first store, located in the NEC’s 
atrium unveiled its new look on February 
5th, and its flagship Starbucks in the 
Piazza will undergo its transformation in 
May for a June opening.

Food and beverage director Marc 
Frankl, said: “As the Atruim Starbucks 
became busier, the design and layout of 
the counter space made operating the unit 
very challenging. The limited space meant 
that there was no handoff point to serve 
multiple customers.

“Our main concern was that we were 
impacting on the customer experience of 
those visiting conferences or exhibitions by 
not being able serve quickly or efficiently 
enough.

“By adding the new till and coffee 
machine we will not only increase our 
serving capacity by 50% but also speed up 
the process for the NEC visitors.”

The refurbishment at the Atrium has 
seen the counter area expanded to create 
more space for staff to operate with the 
addition of a third coffee machine, third till 
and handoff point. At the same time the 
seating area has increased from 79 to 99 
covers.

The Piazza site will see a third till and 
with a fourth coffee machine added with an 
expanded counter area. An extra seating 
area situated indoors will be added to 
increase covers by 50 and enhance the 
customer experience during in the colder 
months.
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Capacity to bridge the gap:  
FriMa launches new  
varioCooking Center
Market-leader responds to customer demand for 
flexible, 50 litre option

Frima has launched a new VarioCooking Center.  The 112L is a 
two-pan unit, each with a capacity of 25 litres.  Previous Frima two-
pan units have had 14 litre pans and the new model was developed in 
direct response to customer demand.  

Like the recently launched 112T, the new unit is a counter top 
model that can easily be installed on the work bench, on a stand or 
elsewhere.  Thus even small kitchens can benefit from its high capacity, 
multifunctional cooking abilities. And the VarioCooking Center 112L is 
truly multifunctional: it can replace griddles, kettles, bratt pans, large 
pots and fryers and can be used to fry, deep fry, boil and confit.  

The 112L’s two pans offer maximum flexibility both in production and 
in à la carte.  Chefs can be boiling pasta in one pan and cooking steaks 
in the other, frying chips in one and creating béchamel sauce in the 
other – the potential is vast.  The 50 litre capacity provides sufficient 
frying surface and boiling capacity even at peak times. The height of 
the pan base is ergonomically designed to make it easy for chefs to 
work with, which is an important benefit compared to tilting pans or 
other multifunctional appliances.  

“With the new 112L model, we are filling a gap in our product range, 
offering customers an even greater selection of VarioCooking Center 
Multificiency appliances,” says Michael Fuchs, chairman of the board 
of Frima International AG. “The new model is ideal for anyone needing 
the flexibility of two pans, but who has limited space, while also having 
to produce larger quantities during peak times.”

Like other models in the range, the VarioCooking Center 112L 
achieves energy savings of up to 40% compared to conventional 
cooking appliances, and cooks up to 4 times faster.  The overnight 
cooking function creates additional capacity as it cooks without 
supervision, so food is ready in the morning when staff arrive – and 
chef can then use the Frima for other cooking tasks.  The integrated 
cooking intelligence ensures perfect cooking results: for example, 
pasta is automatically lifted from the water at the end of the cooking 
time, the unit will notify staff when pan fried foods need turning and 
it regulates the temperature and timing to the precise degree and 
second, so that food and liquids can never burn, boil over or stick.

“Customers had been asking about a model that bridged the gap 
between the original, smaller 112 units and the larger 211 and 311 
VarioCooking Centers, which have capacities of 100 and 150 litres 
respectively,” says Graham Kille, managing director of Frima UK.  
“Then, in 2015, Frima talked to 400 chefs across Europe and they 
confirmed the demand for the 50 litre model.  However, they wanted 
the flexibility of the two pans – and so the 112L was created.”  

sourced Market 
smash crowdfunding 
target with time 
remaining
Sourced Market, the all-day 
dining offer, has exceeded 
its crowdfunding target of 
£750,000 with four days left on 
its pitch.

The brand launched the pitch on 
CrowdCube, which offered an interest 
rate of 8%, to fund its expansion with the 
aim of opening a second site at 12-15 
Marylebone Lane, due to open in March 
2016.

In the event that Sourced Market raises 
its maximum target of £1.5 million, the 
funds will be used to open a further two 
sites, including a site at the new Nova 
Victoria development.

Sourced Market is currently open in 
St Pancras Station and achieved sales 
of £2.9m for the 2015 financial year, with 
a gross profit margin of £1.5m and net 
earnings of £208,000.

Sourced Market focuses on an all-day 
offer, comprising of breakfast, lunch and 
dinner options, as well as a retail offering. 
It views the likes of Pret, EAT and Benugo 
as its competition in the breakfast, lunch 
and coffee markets and Bill’s, Le Pain 
Quotidien and Carluccio’s as its casual 
dining competitors.

The brand was founded by Ben 
O’Brien and Dan O’Neill in 2007, taking 
the market around festivals and events 
around the UK, from village fetes to the 
Olympic Games.
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The nation’s favourite coffee shop, Costa, has announced that it will 
be rolling out its offering with premium salad brand, Chop’d, to a 
further twelve London stores following a successful trial in 2015.

The trial, which launched in six London 
stores last summer, proved highly popular 
and Costa will now increase the healthy food 
offering to a total of eighteen stores across 
the capital. 

Working with London-based Chop’d, a 
company that is committed to great quality, 
enables Costa to enhance its menu offer 
of healthy, fresh food to complement its 
handcrafted coffee and provide real choice 
for its customers. 

The further roll out will see the Chop’d 
Jerk Chicken, Tuna Niçoise, Feta & Lentil, 
Parma Ham & Mozzarella and Falafel & 
Hummus salads appear across select stores 
this week. 

Caroline Harris, UK&I Marketing Director 
at Costa said, “Customers responded 
positively to the partnership and love the 
new variety of salads on offer. Costa are 
committed to serving healthy food options 
and the Chop’d partnership demonstrates 
how our customers are at the heart of every 
decision we make”. 

Eddie Holmes, Managing Director 
of Chop’d said, “We are delighted to have 

been handpicked by Costa to be their 
salad partner. It really is a great fit due 
to our joint passion for using the best 
ingredients, delighting our customers and 
of course both being born and bred in 
London.  

“To think that our food will be tasted by 
a far wider audience really excites us and 
helps us on our mission to offer the best 
salads, soups and stews the UK has ever 
tasted.” 

The new Chop’d salads prices start 
from £5.50 and will be available at the 
following Costa London stores from this 
week;

Cabot Place, Eldon Street, Great 
Marlborough Street, Lower Regent Street, 
Piccadilly, Argyll Street, Conley Fields 
Shopping Park, Great Portland Street, 
Brixton Road, St Pancras Station, Culver 
Square, Darent Valley Hospital, Moorfields 
Eye Hospital, Cowcross Street, Westfield 
(Stratford), Eastcastle Street, Baker Street 
and Curzon Street.

Costa starts roll out of Chop’d salads across 
london stores

just eat report record 
revenues
Just Eat, the digital marketplace 
for takeaway food delivery, has 
reported revenues are up 58% to 
£247.6 million and orders have 
increased 57% to 96.2 million.

Underlying EBITDA also increased 83% to 
£59.7 million and group underlying EBITDA 
margin is up 330 basis points to 24.1%.

David Buttress, chief executive officer 
of Just Eat, said: “Our ability to increase 
and manage choice for consumers, while 
supporting restaurants with technology 
and marketing that creates value, resulted 
in continued strong global growth in our 
business in 2015.

“We are now market-leader in 12 out of 
13 territories. Our business is becoming 
increasingly global, with our international 
business now larger and growing even 
quicker than our UK business was at the time 
of IPO.

Just Eat expects to deliver 2016 revenues 
of £350 million and underlying EBITDA of 
between £98-100 million at current exchange 
rates.

Just Eat processed orders worth £1.7 
billion for its restaurant partners and the 
number of active users has increased 65% to 
13.4 million. Use of mobile devices to place 
orders has also increased to 66%.

Lily Simpson, founder of Detox Kitchen, 
told the Evening Standard: “My target is 
‘time poor’ office workers who want to grab 
something healthy and head back to their 
desks. It’s not really so suited to residential 
areas where people come in for a leisurely 
lunch.

“If we can get to 10 stores and still 
maintain the quality and the integrity then 
the sky’s the limit. I don’t see why we can’t 
roll it out to be much bigger, whether its 50 
or 100 stores - that’s the ambition.”

The business is now turning over £5 
million a year and the recent funding round 
was led by investment company Encore 
Capital and backers included a number of 
restaurateurs. 

The brand which currently has sites 
in Soho and Fitzrovia, is looking to open 
in areas such as King’s Cross, Victoria, 
Shoreditch and the City.

Detox Kitchen, a healthy food delivery service, is set to open 10 London delis in the next three years after 
raising £2 million from investors.

healthy food delivery brand to open 10 sites thanks to £2m injecton
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In 2015, the coffee giant launched ‘Starbucks 
Evenings’ in the UK at Stansted Airport, with 
other airports following soon after, offering a 
selection of hot food and beers and wines.
Now the chain will roll out the concept in cities 
across the UK, including Bristol, Birmingham 
and Manchester.
Talking about the competition between cafes 
and pubs, Brigid Simmonds, chief executive 
at the British Beer & Pub Association, said: 
‘As long as there’s a level playing field, and 
coffee shops have to jump through the same 
hoops as pubs when it comes to the burdens 
of the licencing system, there is no general 
reason why coffee shops shouldn’t serve 
alcohol.
“After all, most pubs now sell great coffee, 
and also compete vigorously with the 
restaurant sector on our high streets.’
Anthony Pender, of the British Institute of 
Innkeeping, added: ‘We have been watching 
the developments around brands such as 
Starbucks offering alcohol with interest.
‘We do not believe this will have a long-term 
negative effect on the pub industry because 
we provide a very different experience to 
these types of food outlet, particularly in the 
evening and late night space.”
The chain also opened the first UK Reserve 

alcohol sales planned for starbucks
Starbucks has revealed plans to roll out the sales of alcohol to sites across the UK.

bar in central London which serves speciality 
coffee, alongside a select range of wines and 
craft beers, and also includes table service.
Pret also launched a similar pilot at its Strand 

Rooney Anand, CEO of Greene King, Alan 
Clark, CEO of SABMiller, Ivan Menezes, 
CEO of Diageo and Paul Walsh, chairman of 
Compass Group were amongst the signatories 
of the letter which was published in the Times.

Other signatories included Ian Breminer, 
managing director of Complete Coffee Ltd, 
Allen Hogan, managing director of Hogan’s 
Cider, Lady Ruth Rogers, owner of The River 
Café, Kasim Ali, director of Waterloo Tea Ltd, 
Richard Reed, co-founder of Innocent Drinks 
and Jam Jar.

The letter stated: “Sir, The businesses 
we lead represent every sector and region 
of the UK. Together we employ hundreds 
of thousands of people across the country. 
Following the prime minister’s renegotiation, 

we believe that Britain is better off staying in a 
reformed European Union.

“He has secured a commitment from the 
EU to reduce the burden of regulation, deepen 
the single market and to sign off crucial 
international trade deals.

“Business needs unrestricted access to 
the European market of 500 million people in 
order to continue to grow, invest and create 
jobs. We believe that leaving the EU would 
deter investment, threaten jobs and put the 
economy at risk. Britain will be stronger, safer 
and better off remaining a member of the EU.”

Britain will vote in a referendum whether to 
stay in or leave the European Union on 23rd 
June 2016.

Business leaders including the CEOs of Greene King and SABMiller, 
and the chair of Compass Group, have signed an open letter warning of 
a loss of jobs and deterred investment, should Britain choose to leave 
the EU.

‘brexit’ could affect uk hospitality industry as business leaders pen 
open letter

site in a bid to lure theatre-goers from nearby 
bars and restaurants. The chain currently has 
no plans to roll out the concept to any of its 
other sites.
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top 10 takeaway restaurants named by hungryhouse

The winner this year was London’s 
Ambience, a family-run restaurant serving 
mouthwatering Turkish style kebabs in trendy 
Wimbledon. 

The winning restaurant Ambience, run by 
Tanser Ozdemir, managed to beat off stiff 
competition to come out on top in this year’s 
table, thanks to its consistent five-star ratings, 
fantastic reviews and the site’s highest return 
rate over the last 12 months. 

Talking to the press he explained: “We’ve 
worked hard to meet the requirements of 
Top Takeaways and we’re ecstatic to be 
named the UK’s number one for 2016. To win 
this level of exposure for our restaurant is 
something we can only dream of and we can’t 
wait to welcome more people down.”

To crown the winners, hungryhouse 
listened to the public and what they have 
been enjoying over the last twelve months as 
opposed to crowning the winning restaurants 
through a panel of judges. To do so they used 
an algorithm that analyses data from 11,000 
restaurant partners and millions of customer 

reviews to rank Britain’s takeaways, based 
on factors such as restaurant popularity, 
customer reviews, star ratings, return rates 
and hygiene standards. 

The winning two hungryhouse ‘Top 
Takeaways’ will feature in a brand new TV 
advertising campaign, a huge privilege 
for these local family businesses, offering 
national exposure they can only dream of and 
extensive order growth. 

Alice Mrongrovius, hungryhouse.co.uk 
CEO, comments: “We love to celebrate local 
restaurants who really have a passion for 
serving top quality takeaway food, and who 
might not get the attention or exposure they 
deserve. Sharing these great local finds not 
only helps to promote the restaurants but also 
ensures customers have the best possible 
food ordering experience on hungryhouse. 
The team and I are definitely looking 
forward to trying out some of this year’s Top 
Takeaways!”

The UK’s Top 10 Takeaways 2016

• Ambience, Turkish (Wimbledon, London)
• Thai Sabai, Thai (Leeds)
• Cafe Zecchino, Pizza/Fish (Glasgow)
• Good Earth, Chinese (Chelsea, London)
• Sizzling Grillz, All (Milton Keynes)
• Pesantissimo, Italian (Chalk Farm, London)
• SmoQue Grill, Burgers (Brighton)
• Omar Kayham, Indian (Birmingham)
• Billy’s Fish Bar, Fish & Chips (Nottingham)
•Saki, Sushi (Queens Park, London)

Online food ordering platform hungryhouse.co.uk has announced the ten 
best takeaway restaurants in Britain. 

Lead sponsors R H Hall are pleased to announce that the search for the 2016 British BBQ Battle champion is 
now on!

The event which is now in its 5th year 
will be returning to the 2014 venue, the 
prestigious Blenheim Palace, birthplace of 
Sir Winston Churchill.

Organisers are calling for budding BBQ 
chefs across the country to prepare a 3 
course menu, to be cooked on a top of the 
range BBQ, supplied by co-sponsor Crown 
Verity and to be judged on Wednesday 15th 
June 2016.

Chefs can enter their courses online 
at www.britishbbqbattle.co.uk before the 
deadline of Friday 15th April. All courses 
must be predominantly cooked on the BBQ 
and one course must include at least one of 
the wide range of sauces available through 
event sponsor Lion Sauces. The selected 
8 finalists will then be invited to Blenheim 
Palace to compete in the live cook off on 
Wednesday 15th June.

There are over £15,000 worth of prizes 
from the event sponsors, with each finalist 
receiving:

Sharp Commercial Microwave
Simply Stainless Chef’s Table
Smeg Mixer
Exclusive BBQ Battle Chefs Whites

entries open for 2016 british bbQ battle

news round-up

10 bottles of Lion Sauces 
Plus the 2016 BBQ Battle Champion will 

walk away with their very own Crown Verity 
BBQ!

Judging the final live cook off will be 
a panel of 4 judges. Led by senior judge 
Ben Bartlett, President of the British BBQ 
Association and past World BBQ Champion, 
the panel also includes Bill Verity, President 
of Crown Verity and Gareth Finney of The 

Albion Taverna, our 2015 champion! The 
judges will each be scoring the chefs not 
only on the taste and appearance of their 
final dishes, but on their BBQ cooking 
techniques too.

New for 2016 will be the People’s 
Chef Award, which will be judged by the 
spectators on the day!

For more details on the event or to enter, 
please visit www.britishbbqbattle.co.uk 
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Costa add touch of luxury to food-
led concept
 
Costa has launched a new range of 
hot lunches and puddings exclusively 
at its London concept store, Costa 
Fresco.

The coffee giant has partnered with 
luxury brand Charlie Bigham’s and 
handmade dessert creators Cartmel for 
the range.
Carol Welch, global brand and 
innovation director, said: “Our Costa 
Fresco store was inspired by the Costa 
brothers’ passion for delicious food so 
we’re proud to be working with Charlie 
Bigham’s and Cartmel to expand our 
menu.
“We know that our customers want 
quality food with their coffee, and we’re 
confident the addition of these delicious 
products to our menu will give them yet 
more choice and expand our hot food 
offer.”
Main dishes will include macaroni 
cheese, fish pie and lasagne whilst the 
desserts, include sticky toffee pudding 
and sticky chocolate pudding, all of 
which will be baked fresh instore.
The new offering extends the Costa 
Fresco menu, which features pastries, 
soups and salads alongside Costa’s 
coffee range. 
 
Muffin Break to expand breakfast 
offering 
 
AArtisan bakery chain and food 
franchise opportunity, Muffin Break, is 
set to expand its breakfast offering in 
stores nationwide from 21st March. 
 
The new menu includes a breakfast 
smoothie, bacon & egg roll and a 

breakfast burrito. Vegetarian breakfast 
burrito and vegetarian breakfast roll.
Commenting on the launch, Gemma 
Sandells, marketing manager at 
Muffin Break, said: “At Muffin Break 
we are constantly looking to expand 
our ranges, to continue to satisfy and 
delight our customers and ensure that 
we stay competitive in our market.
“The new breakfast range is designed 
to keep our customers energised 
throughout the day and adds fresh 
flavour combinations to our menu. 
It is very much on trend with current 
consumer demand.”
Muffin Break, founded in Australia, has 
over 250 sites worldwide and almost 
60 sites in the UK. Each site is locally 
owned and operated.60 sites in the UK. 
Each site is locally owned and operated.

yo! sushi roll out 100 
new dishes

 
Japanese chain to launch new menu 
featuring 100 new dishes across all UK 
sites. 
 
Japanese sushi chain, YO! Sushi have 
announced the launch of 100 new dishes at 
their sites including Okonomiyaki (a Japanese 
savoury cabbage based pancake), Buta No 
Kakuni (Japanese braised pork belly), Octopus 
and Mackerel Sushi, and a Matcha swiss roll.

Talking about the launch group executive 
chef, Mike Lewis, said: “I’m really excited 
about this new menu – it hosts a bigger range 
of species than we have ever had before and it 
really celebrates all the different food we have 
available, from sushi and salads to desserts 
and also hot food.

“Everything on this menu has been inspired 
directly from my research trips to Japan – 
when I visited in 2014 I tried an amazing 
Chazuke again and have since been trying to 
develop a recipe that works for us to finally 
have it on the menu.

“Four months ago, I tried some of the best 
chicken wings in Nagoya that made me realise 
we should have them on our menu, sitting 
proudly alongside the Tuna Katsu I ate in the 
outer Tsujuki fish market.”
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Papa john’s continue strong 
growth with record breaking year. 
 
Pizza franchise Papa John’s has 
topped its own store openings record 
by opening 44 new sites in 2015 
according to their latest results. 

Papa John’s which was founded in the 
USA in 1984 and now has 4,800 stores 
in 40 international markets has taken a 
huge slice of the UK pizza market.
Discussing their growth, Anthony 
Round, business development manager 
of Papa John’s, said: “We now have 
well over 300 Papa John’s outlets 
in England, Scotland and Wales. 
New franchisees are hungry to join 
our growing business and existing 

franchisees have opened additional 
outlets.  
“Our special incentive packages which 
offer deals on equipment, royalties and 
marketing, support franchisees in the 
early stages of set up, plus we added 
TV advertising to our promotional 
mix which has proved a particularly 
compelling ingredient, attracting even 
more customers into our stores.”list.
Rooney Anand, Greene King’s chief 
executive, said: “We are very proud to 
be celebrated as one of the UK’s Top 
100 apprenticeship employers by the 
National Apprenticeship Service.
“As a leader in the hospitality industry 
which employs more than 42,000 
people, we feel that we have a 
responsibility to develop and invest in 
our employees.

“We’re pleased to have offered more 
than 7,400 apprenticeships so far 
and look forward to continuing that 
commitment.”
The awards, now its 12th year, took 
place at Grosvenor House, London.

burger king roll out home delivery 
to 42 restaurants 
 
Following a successful trial last 
February eight of its branches the 
burger giant has decided to extend 
the delivery service to 42 additional 
sites. 
 
In a statement to journalists, a Burger 
King spokesperson told reporters: 
“While we’re still evaluating the overall 
success of the Burger King Home 
Delivery market test in the UK market, 
we are encouraged by the finding 
and will share more information as it 
becomes available.”
Participating restaurants include 
Wakefield, Coventry, Basildon, Leyton, 
Margate and many more. 

news in brief

eat launch breakfast options 
 
Food to go retailer EAT has revealed 
new additions to the menus at all of 
its store this month, with a whole new 
range of breakfast options now on 
sale. 
 
Items include quinoa & buckwheat 
porridge, egg & avocado pot with ham 
hock, avocado sourdough toast, and a 
mango & coconut chia pot.
Many of the menu items are either made 
without gluten, are dairy free or are 
suitable for vegans.
EAT has more than 117 stores across 
Britain’s major cities.. 
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uCC Coffee

The UK coffee industry is booming 
at the moment, with more cafes, 
franchises, roasters and blenders than 
ever. With the market so competitive 
and with some suggesting that it is at 
saturation point we decided to look 
at why there are so many successful 
businesses. The truth is that consumer 
demand and expenditure in the sector is 
growing…they are increasingly seeking 
premium products and are willing to pay 
for them.

With that in mind we decided to look 
at the latest trends and indeed the 
development of the market with Elaine 
Higginson, Managing Director of UCC 
Coffee UK & Ireland. Keep reading to 
find how the industry has changed since 
she joined over 20 years ago. 

How important is coffee to 
the UK consumer?

“We’re a nation of coffee lovers and 
more than ever consumers understand 
what makes a great cup of coffee. We 
expect quality coffee anytime, anywhere 
and the high street has had to evolve 
to accommodate more sophisticated 
tastes.

“Getting a cup of coffee is more 
than just a high street purchase, it’s 
become part of the UK’s culture. 80% 
of consumers who visit coffee shops, 
do so at least once a week – they’ve 
become a hub for the community and 
a place people meet to socialise, work, 
relax and get more than just their daily 
pick-me-up.

“It’s not just the out of home market 
that’s fallen in love with quality coffee. 
Earlier this year we refreshed our 
Lyons’ brand. From research we know 
consumers want to replicate the taste 
and quality they enjoy on the high street 
at home.” 

What are the latest trends in 
the coffee industry?

“New trends are constantly emerging. 
Consumers have become more-savvy 
about how coffee is served including 
origin, roast and even whether their 
favourite coffee is brewed using a 
traditional or bean-to-cup machine. To 
stay ahead, all operators should keep in 
touch with the latest market trends, not 
just the specialist coffee shops.

“We’re also starting to see influences 
from Japan, such as cold brew and iced 
ready to drink coffee. Ready to drink 
coffee is all the rage in Japan – the 
home of our parent company – and it’s 
an area with the potential for growth 
among a younger crowd. 

“Drawing on this expertise, we 
introduced Ueshima’s Double Espresso 
into the UK last year. Made from cold 
100% Arabica coffee, the drink is an 

authentic premium coffee but with low 
milk and sugar content. It’s perfect 
for consumers who want quality, 
convenience and a caffeine ‘pick 
me up’. Watch the shelves for more 
products like this in the summer!”

What role does technology 
play in the coffee market?

“Technology plays a massive role in 
today’s coffee market. We live in a 
world where everything is online and it’s 
influenced the coffee industry in a big 
way. Social media feeds are overflowing 
with latte art images, coffee shops 
are pushing the boundaries of mobile 
payment apps and cafés flaunt their free 
Wi-Fi to draw in custom. 

“But, it’s not just consumer facing 
technology that’s helpful for operators. 
At UCC Coffee UK & Ireland part of our 
strategy is to keep at the forefront of 
technology and work closely with our 
equipment partners to deliver the right 

the big interview

Elaine Higginson,  
Managing Director,  
UCC Coffee UK & Ireland
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uCC Coffee
solutions for our customers……that 
starts with the coffee.

“Last year we invested £2.5 million in a 
new roaster in Dartford. It’s the real deal, 
featuring market-leading energy-saving, 
health & safety and roasting temperature 
systems. 

“Great leaps have been made in coffee 
machine innovation too. The Eversys 
e’4 machine for example has a unique 
e’connect™ telemetry system. Telemetry 
provides operators remote access to an 
estate of machines and control over key 
settings ensuring consistently quality 
coffees, round the clock. The ability to 
accurately control machines across a 
large estate is a game changer. 

“However, even with all the cutting edge 
technology, operators should never 
overlook the importance of machine 
maintenance and a support team from 
their supplier. Because sometimes 
things can go wrong, and when they do 
operators need to know the problem will 
be sorted quickly. “

In your time in the industry, 
how would you say that the 
market has evolved?

“Before I started out in the coffee 
industry 27 years ago, I worked in 
hotels. I can remember as I walked 
down The Strand on my way to work, 
I’d only pass one shop that served 
speciality coffee – a small Italian place 
with a traditional machine.

“When I make that same walk today, 
I can buy a speciality beverage every 
ten paces – whether it’s in a Greggs, 
Starbucks, Costa, McDonald’s or Itsu. 
That’s the real change for me, the 
market’s exploded and speciality drinks 
are available all over the high street. 

“It was Starbucks that led the way in the 
UK market and since then coffee shops 
have become part of our culture and 
it’s showing no sign of letting up. Even 
during the recession, people still bought 
coffee as an affordable treat and with 
the market predicted to turnover £15 
billion in 2025, it’s a very exciting place 
to be.”

About Elaine

Elaine Higginson, Managing Director, UCC Coffee UK & Ireland 
Elaine Higginson, is one of the most influential women in the coffee 
industry. During her 20 years in the business, Elaine has been integral to 
the development of UCC Coffee UK & Ireland, making it one of the biggest 
players in the market today.  

With coffee excellence at its heart, Elaine oversees a 480 strong team of 
talented, passionate employees, including Q-graders, specialist baristas, 
buyers, accredited trainers and the largest dedicated service team in the UK. 
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MOBILE  
and

OUTDOOR
C A T E R I N G

Almost all business owners want to see their businesses grow, 
whether that be in terms of the number of customers, their turnover, 

or if that means branching out and opening more sites. Very few 
if any are happy with their lot.  With that in mind and the fact that 
many businesses are fighting for the same pool of consumers, it 

can be difficult to decide how best to expand
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In 2015 and early 2016 there has been 
a surge in the number of businesses 
who are moving into the mobile and 
outside catering sectors of the 
market. With that in mind we 
thought that it would be 
beneficial to see why this 
area of the market has 
seen such good growth, 
the opportunities that are 
available and some of the 
products that you can buy 
to add to your business. 
As always we spoke to 
a range of industry voices 
about mobile and outside 
catering, the success that they 
have seen and what they think the next 
big trends will be.

This month we spoke to:

James Sharp – Business on Bikes
Eleanor Spensley – Printed Cup Co
Ray Hall - RH Hall
Jacqui McDonald – Excel Trailers
Bart Misztal – Mobi Pizza Ovens Ltd
Calum Richardson – The Bay on the 
Road
Gary Briscoe – Caterline
Jessica Lalor – Kerrymaid
Kaori Simpson – Harajuku Kitchen
Carl Denning – Market Wraps
The market 

As previously mentioned the market 
for mobile and outside catering 
is growing and businesses are 
branching out. Ray Hall backed 
this up telling us that: “Whilst we 
do not have any specific market 
figures, our sales of BBQ’s 
during the last summer season 
more than doubled, showing 
that this really is a booming 
area of the market.”

Jacqui McDonald told us: 
“Gone are the days where 
street food is thought of as 
bland, greasy food. 

“There is an entire new world of 
street food taking off at the moment 
and with things taking off it is clear to 
see that we are currently in a street food 
revolution and the options are endless. 

“With pop up restaurants and cafes 

becoming increasingly popular, foods 
that were once only available 

to us in restaurants are 
now accessible 

anywhere and 
everywhere; 
people now 
expect to 
see these 
options 
available 
to them 
at outdoor 

events.

“Street food has 
become somewhat 

of a fashion, and, just 
like most things, there are areas that 
come in and out of popularity. At the 
moment there is a very clear interest in 
anything quirky or different. This could 
be anything from the menu to the unit 
itself, but anything that you do not see 
everyday seems to be a growing trend in 
street food at the moment. 

“Something else that seems to be 
popular at the moment is having a 
special diet (vegan, vegetarian, gluten 
free etc.) or healthy eating 
options. 

Health 
and fitness is 

a growing craze of its own so there is a 
distinct market for these options in the 
street food and mobile catering industry 
right now. Other than these, interest 
remains in anything handheld and 
reasonably priced.”

This was a sentiment that was echoed by 
Bart Misztal who said that the industry 
was in a really good place and he could 
see why so many wanted to go into in. 
“Expanding your business is the dream 
for any retailer and if you have a good 
concept and can roll it out like we have 
done with our trailers, you’re on to a 
winner,’ he said.

How can businesses expand 
their offering with small 
outside units?

Expanding your business and adding 
another arm to your operation can 
be costly and that is why so many 
businesses decide to go down the 
mobile route or they decide to offer a 
pop-up or outside unit. Bringing you food 
to the consumers who want it is vital and 
as Jacqui McDonald informed us: “It’s 
about bringing the food to the people. 
Options such as small outside units 
allow you to go to where the crowds are. 

Passing trade is more likely to stop 
to see what you have available 

when it is there in front of 
them rather than having 

to go into a building.”
James Sharp, who 

specialises in the 
manufacture 
of outside 
units with his 
company, 
Business 
on Bikes, 
told us that 
small outside 
units allows 
companies to 

catch the eye 
of the consumer. 

The bikes that 
business buy, can 

be fully branded to 
capture attention and 

passing footfall that wouldn’t 
necessarily go into a busy shop/

cafe/restaurant etc.
He also informed us of another benefit 
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saying that: “seasonal products can be 
offered at crucial times of the year and 
depending on the weather 
to ensure businesses 
can maximise 
all avenues of 
revenue. You 
don’t want a 
large freezer 
counter 
taking up 
space in 
a cafe in 
winter but 
a mobile 
unit that 
can be 
stored out of 
the way is ideal. 

Ray Hall was of 
a similar opinion that 
equipment was important 
and he mentioned that if the space is 
available, adding a barbecue offers the 
possibility to create a completely new 
menu, in addition to the existing standard 
food offering. 

He said: “This is a great way to generate 
extra revenue during the spring and 
summer months. A barbecue can 
enhance special events or even just 
add an extra dimension to summer 
weekends or evenings.” 

Offering choice and 
flexibility are key to the 
market and talking 
about how a small 
unit allows for these 
advantages, Calum 
Richardson said: 
“What I love about 
mobile kitchens 
is that you can 
offer exactly what 
people want. Whether 
that’s gluten free, 
sugar free, vegetarian, 
slightly smaller or slightly 
larger portions – you can 
adapt your offering to fit your 
customer’s exact requirements. 

“Having a mobile kitchen means 
three words to me – flexibility, fun and 
accessibility. It’s not only great for street 
food, it also opens up the doors to cater 

for private events, parties and weddings, 
festivals and food markets too. 

“You aren’t restricted to the 
day-to-day running of 

your business and 
when you have the 

option of taking 
your offering 
directly to your 
customer, it 
opens up the 
doors to so 
many more 
opportunities 
and helps 

enormously 
with brand 

recognition.” 

We then spoke to Carl 
Denning who runs Market 

Wraps in Leeds and explored his 
thinking when they decided to branch 
out into the world of mobile catering. He 
said that it all happened by accident and 
that they are now struggling to keep up 
with demand, he told us: “At the start of 
the business the main aim at the was to 
simply offering our customers at Leeds 
farmers market the type of food that not 

only do I like to 
cook, but 

that I 

love to 
eat.

“Our customer 
base grew quickly, and having a regular 
market gave us the opportunity to build 
up relationships. We naturally grew and 

tapped into the wedding and event 
market due to our customers asking us 
if we did outdoor catering. We have now 
been available for weddings and private 
events for the past 3 years. We bought 
marquees created a brand that looked 
great too. The customer didn’t just want 
great food, but wanted the theatre, it has 
to look good.

“The demand for street food is growing 
in the wedding market, for this year we 
have invested in a vintage converted 
horsebox trailer. We have made 
the trailer look like a Yorkshire herb 
garden and called it The Market Wraps 
Allotment.  We use local produce and our 
food is very homely handmade food, so 
the food also fits perfectly with the look
.
“With the reputation of our food, and the 
style and look of the setup, it seems to 
be a winning combination and we are 
already getting enquires for 2018.”

What developments have 
been made in terms of the 
packaging of food-to-go 
products?

Packaging and presentation of food is 
vital especially in a world where so many 
people share images of food on social 
media. Packaging over the years has 
become a real talking point and as such 
businesses have evolved their packaging
. 
If a business is willing to spend money 
on the presentation of their business 
in terms of the design of the mobile 
unit, and if they are willing to spend 
of produce and menu development, 
then it seems strange that they 
wouldn’t spend on packaging.

The main concept of packaging is 
that it makes it easy to transport and 

eat food from a mobile or outside 
units. It also makes sure that the 

product stays fresh and hot, and another 
benefit is that it serves as advertising. 
People carrying around your branded 
packaging whether that been a cup, 
food container or a bag will reinforce the 
quality of the brand and the perceived 
quality of the food.

Discussing packaging and the 
developments in the market was, Eleanor 
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Spensley who told us that: “Food to go 
products have traditionally been seen 
as cheap and convenience food and 
therefore the packaging products have 
always followed suit. 

“Now mobile catering and street food 
sees vendors promoting authentic cuisine 
of the highest quality and the packaging 
has to keep up. 

“Here at the Printed Cup Company deal 
with many up and coming brands in the 
street food market and works with them 
to develop their packaging products to 
stand out against the competition. With 
minimum orders of just 1000, vendors 
now have the option of branded cups 
for their business to help promote their 
wares to passing custom.” 

Talking about his involvement in the 
market, Gary Briscoe told us that 
Caterline are in the privileged position of 
selling their range of catering disposables 
into three distinctly different retail 
sectors, this gives them a unique insight 
into the ever changing trends for catering 
disposables.

Commenting he said: “Initially, we started 
working with larger distributors who were 
able move a lot of volume and typically 
needed products packaged in bulk 
outer boxes for their customers and as a 
consequence we were able to create our 
own tools for the most popular products 
and fund the expansion of the Caterline 
range. 

“We then started working with the Cash 
& Carry sector where there requirement 
was for the most popular products to 
be shrink wrapped in smaller consumer 
convenient sleeves, displayed in an eye 
catching way to ensure their catering 
customers had the choice and value that 
is synonymous with their business ethos.  
           
“Over the past couple of years we have 
seen a huge increase in demand from 
smaller end users who need instant 
access to a range of catering disposables 
in affordable smaller sized boxes. A large 
percentage of this sector prefer to order 
on-line as they have a limited amount 
of space and do not want to tie up their 
money in stock. 
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“To cater for this we have recently 
launched our website which gives 
smaller end users instant access to 
stock held at our Manchester site with 
fast ‘trackable’ lead times and a secure 
payment system. Our in-house team 
regularly update the site with new 
products and promotions and 
our continued investment 
into the latest machinery 
at our Manchester 
factory ensures that 
our prices remain 
unbeatable.”
How versatile is 
the equipment 
on offer 
to mobile 
caterers?
“With 
the right 
equipment, 
a huge 
amount of 
versatility can 
be achieved,” 
according to 
Ray Hall.
Exploring the 
possibilities within 
the market he added 
that: “Traditional barbecue 
foods such as burgers, sausages 
and steaks will always be a hit with 
customers and very few will be able 
to resist the smell of a barbecue on a 
summer afternoon. 

“The Crown Verity MCB range includes 
models capable of cooking anything from 
210 – 560 burgers per hour, with a grill 
to suit to output of any user! However, 
events such as the British BBQ Battle 
demonstrate that Barbecue cooking 
need not be restricted to food served in 
a bun! 

“Chefs from across the industry have 
been able to turn out very impressive 3 
course menu’s year after year and with a 
little bit of creative thinking venues can 
offer exciting menu options to appeal 
to a wide range of customers. Past 
BBQ Champion, Ben Bartlett, regularly 
demonstrates innovative ways to spice 
up your BBQ menu. 

“The Crown Verity range includes a wide 

range of accessories such as griddles, 
steam pans and additional side burners 
to allow a vast and varied menu. These 
can all be added at the time of purchase, 
or added retrospectively as an outdoor 
menu develops.”

Jacqui McDonald 
agreed 

saying: 
“The 

equipment 
on offer to mobile 

caterers nowadays are incredibly 
versatile. Commercial grade equipment 
can be used with a wide range of food. 
Being gas powered means that it can 
be taken and used at any kind of 
outdoor venue.”

In terms of the 
mobile units that 
can be made, 
James added 
that: “There’s a 
range out there 
from carts to 
trolleys to bikes 
and more! Most 
companies will 
make a bespoke item 
to fit the customer’s 
needs, this means that 
mobile caterers really are in a strong 
position to get the equipment they want 
made how they want it.”

Aside from the cooking equipment and 
the actual units that are made to retail 
from, the versatility of packaging also 
plays an important role in the market. 

Discussing this, Gary Briscoe said: “We 
aim to accommodate for every type of 
caterer, offering a variety of sizes in the 
majority of our ranges and creating mixed 
product boxes that enable our customers 
to have more options when catering 
smaller functions and events.  

“We listen to our customers and if 
there is something that they want and 
we don’t have it then we will make 
it or source it. We recognise that 
if we can offer our customers a 
comprehensive range of packaging 
at competitive prices then they 
don’t need to look elsewhere so 
our goal is to ensure that no matter 
how small the customer we will 
have a suitable pack, bowl or cup 

to promote and protect their food or 
drink.

“So whether it’s a small box of salad 
bowls with a clip in fork for a mobile 
caterer, some platters with cutlery and 
napkins for an outside event or some 
disposable champagne flutes for a cool 
summer drink or ripple cups and sip lids 
for a hot cup of coffee, we can help.”

Eleanor Spensley also commented on 
the fact that versatility is the name of the 
game when it comes to mobile catering. 

She said: “With lack of storage and a 
competition for customers the 

packaging has to do more 
than just its primary 

function. Paper cups 
are one of the most 
versatile products 
available as double 
walled insulated 
cups have always 
been used to sell 

tea and coffee but 
also soups, noodles, 

sauces, beans and 
stew.

“Really anything can be achieved with 
the right lid. Not only are they suitable 
for different food products, the bespoke 
printing offers flexibility with branding. 
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Promoting new products, directing people, discounts and offers 
and promoting social media are just a few ways a bespoke 
printed cup triumphs over the plain white. Our new screen 
printing machine has also added printed ice cream tubs and 
plastic tumblers to our product range. This is an example of 
how we utilise our equipment to aid our customers.”   

Sales Manager, Bart Misztal, who works for Mobi Pizza Ovens, 
has said that there is an abundance of equipment out there 
but you just have to smart and decide exactly what you need. 
“We’ve seen a real surge in demand for pizzas from our ovens 
as they are so unique.

“Putting a pizza oven inside a mobile unit is difficult if not 
impossible, but by having it on a trailer we can offer something 
that is unique and is a really nice idea for a business.
“We’re now looking at increasing our range to meet demand, 
we are thinking of all sorts from work benches to dough hooks. 
The versatility of equipment is vital.”

What tips do you have for somebody starting 
a mobile business?

Those looking to branch out and start up a mobile unit will 
always look for advice from those who work in the sector or 
who have experience. James Sharp is one such individual and 
through his work he speaks to many budding entrepreneurs 
who want to expand. Giving some advice he said: “Make sure 
it’s branded to catch the eye. Everybody will be curious with a 
mobile business and they draw attention regardless if people 
want to buy or not! 

“The more creative the branding the more likely people will 
talk about what they saw and that will turn into a mini mobile 
following!”

Kaori Simpson echoed this and suggested that having 
something that the public are drawn too is vital and that quality 
is key, he added: “To start up a mobile food business nowadays 
you must firstly have a great product that you love and more 
importantly like to eat yourself! For example, far too many street 
food traders use GM oil to fry frozen burgers that they would 
never eat themselves, which can give the industry a bad image. 

“Secondly, think for yourself - take everyone’s advice and the 
mainstream opinion and do exactly the opposite! 

“Following on from this do not do the standard way i.e. borrow 
money and invest in a fantastic Citroen van then spend three 
years desperately taking any gig to pay it off.

“And lastly, enjoy yourself - it will be your life, so you may as 
well try to enjoy it!”

There are those in the industry that may seem nervous about 
the prospect of branching out but as Carl Denning suggests, 
sometimes you have to just go for it but a cautious, methodical 
approach is often best, He said: “Many want to do street food, 
especially when they see how fun it can be on the street, talking 

to customers, and seeing them enjoy our food is great, but 
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that’s the easy part of the job, and what 
people don’t see is the amount of work 
involved in the background, it is a hard 
stressful job. 

“I wouldn’t recommend jumping in with 
both feet, instead start small and slow, 
this way you can run the business from 
home, your costs will be minimum, and 
you can see if the job is for you, but if it is 
for you, there are many of opportunities 
to grow, and many different areas to go 
into expand in, and it can be great fun.”

The research element is something 
that Jacqui also mentioned, telling us: 
“When starting up a mobile catering 
business you need to be sure of what 
it is you want to do. Be sure on 
your choices. Do research 
beforehand to know 
whether you want 
to work from a 
trailer or a van, 
and which one 
can provide 
you with the 
space and 
equipment 
you need. 

“You also 
want to 
make sure 
that the 
option you 
choose has 
enough space 
and potential for 
your business to 
expand when that time 
comes. Having 2 or 3 
menus that you can operate 
at different venues at different 
times is a great place to start.”

Why is street food such a 
growing trend and what 
areas of the market are 
growing?

As somebody at the frontline of the 
industry, and someone who speaks to 
those looking at entering the market, 
James Sharp has a pretty good idea 
of the reasons people are interested in 
mobile units, he told us that with rents at 
an all-time high, and councils imposing 
more and more legislation on businesses, 

street food is expanding as a quirky 
fun way to trade.  He added: “It’s more 
affordable for the traders and allows 
them to engage with their customers in a 
variety of locations which I think is key. 

“The market as a whole is growing, 
we are seeing requests from every 
cuisine you can imagine to manufacture 
specialist units to allow them to be 
mobile!”

As James mentioned, the cost of 
rent and rates is often to blame for 
businesses moving towards outside 
catering and Carl Denning explains first 
had how it impacted his decision. He told 

us: “One of my 
dreams 

was 
to 

have a 
small cafe, 

some would say 
a reachable dream, but, looking at the 
rates in Leeds, it was an impossible one.
“I think this is one of the reasons why 
the street food boom as exploded. Many 
food traders want to cook and serve, 
but have never had the finances to take 
the plunge.  Also as footfall drops in city 
centres each year, and rates go up, not 
only is it harder to survive in a bricks 
and mortar environment, it is harder to 
get into.  

“The rise of street food has not only 
given me and others the chance to do 

what they are passionate about, but also 
it has given birth to more choice of food 
on the British streets.
“My business plan was to start an 
outdoor catering business and build 
up to a cafe, for us the direction 
as changed. I would love to have a cafe, 
but the main issues are still there, the 
costs are expensive and the risks are 
high. As a mobile unit if the location is 
wrong, simply set up in a location that is 
right.  Many street food business do go 
in that direction, but for us Market Wraps 
have changed direction, and just been a 
street food business on its own can hold 
its own merit  

“Due to the current trend, it seems that 
larger business are also tapping into the 
mobile catering. Starbucks and Domino’s 
pizza are two business that are doing 
this. People want choice, but they also 
want quality and they want it quickly.” 

Jessica Lalor added that the diversity 
of the food that is on offer and 
the fact that people have a more 
irregular buying pattern, mobile 
units can operate for low cost, 
offer variety and flexibility, she 
said: “With the increase in unique 
food offerings at festivals and the 
rising popularity of street food, 
there is a great opportunity for 
caterers to add a wide variety of 

highly lucrative street food style 
dishes to their food offering. There 

is also opportunity for caterers to add 
a wide variety of highly lucrative street 

food style dishes to their menus including 
Mexican, Indian and Italian.”

Eleanor Spensley agreed, saying that 
street food offers customers more varied 
food and drink choices than previously 
offered by the high street stores. 

“The chance to try something different 
from a varied menu and from a new or 
quirky brand is the driving force behind 
this rise in popularity. Pop up or mobile 
businesses offer stripped down cuisine 
from all over the globe with menus often 
changing on a weekly basis. 

“The multicultural nature of modern 
British society has had a great effect on 
the ever growing popularity of street food 
because of the diversity of people and 



cultures being brought together. Areas of 
street food which appear to be growing 
are the quirky brands, the ones offering 
something totally different such as mash 
ups of different cuisines or previously 
unheard of combinations.”

Kaori Simpson followed up on this and 
said that “We are moving away from 
burgers and hot dogs and offering much 
more exotic foods that people have 
maybe tried on their travels to interesting 
places and want to bring to the UK. 

“Consumers are also much more open 
to trying exotic foods. The other area 
that is growing is healthy food and drink 
offerings whether it’s juice or vegan food 
– there is big growth in this area. 

Why trying to attribute the growth in 
the market and why mobile units were 
so popular we felt that it was important 
to ask somebody who had seen the 

transition from shop to mobile unit. 
Calum Richardson has done this and 
feels like street food and mobile retaining 
are somewhat ‘cool’, with new business 
owners. He commented: “The idea of 
street food and mobile kitchens has 
caught on and more and more chefs, 
restaurateurs and entrepreneurs are 
embracing the challenge than ever 
before. It’s a very ‘trendy’ thing to do but 
in a lot of ways it makes perfect business 
sense. 

“In recent years the dynamics of food 
have totally changed and more often 
than not people now opt for the mobile 
kitchen with the rustic feel over the stuffy 
restaurant with a ten-page menu to flick 
through. People love mobile kitchens as 
it offers them ease, accessibility and also 
a variety of different foods to try. 

“The fish and chip mobile kitchen market 
is one that is growing especially fast. 

More often than not it’s the high-end fish 
and chip businesses that are expanding 
into kitchen-on-wheels because of the 
quality of their offering. It fits so many 
different sectors, it’s a British classic and 
it’s affordable – what’s not to love!” 

This growth in the market has also 
delighted Gary Briscoe who commented 
that the rise in popularity we’ve 
witnessed over the last few years has 
been a pleasure to see. 

He said: “People are demanding more 
from the food industry and are no longer 
satisfied with just restaurants or bars as 
food and drink options, instead seeking 
out more quirky unique ventures.

“The numerous street food events like 
BeatStreet Manchester and Guerrilla Eats 
are great examples of why the market 
is growing. These type of events are 
aimed at the younger more social savvy 

Wilderness is an award-winning four 
day festival combining live music, 
contemporary arts, dining experiences, 
theatre and crafts held at Cornbury 
Park in Oxfordshire. 

The 2015 festival featured a range 
of premium dining experiences from 
luxury banqueting to intimate dining 
experiences with leading chefs, 
requiring many items of catering 
equipment, from cold stores to prep 
tables, burners to fryers, induction 
hobs to sinks, all supplied by PKL 
Group. Four cold rooms alone and 

more than 250 single items of catering 
equipment, located at nine different 
locations were supplied!
Catering on this scale in the outdoors 
– and especially when it is aimed at 
discerning diners - required a robust 
catering infra-structure, meticulous 
planning, top notch catering equipment 
suitable for both professional chefs 
and the general public to use and a 
close eye on food hygiene. 

More than 7000 sit down meals were 
served throughout the festival meaning 
that the catering equipment needed to 

be as robust as that found in any fast 
moving commercial kitchen. 

Catering equipment in each area 
was specified by individual caterers 
with whom PKL worked closely to 
recommend the type of kitchen design 
required. In addition to the standard 
kitchen equipment such as prep tables, 
sinks, refrigeration burners and fryers, 
PKL also supplied specific items – a 
combination oven, pasta cookers, and 
a chargrill – to enable the high volume 
of top quality food to be prepared. 

PKL GOES WILD IN THE COUNTRY AT 
WILDERNESS FESTIVAL
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audience who have helped build hype 
and awareness of the events and the 
caterers involved. 

“We are also seeing a 
growth in the health 
food market, 
especially vegan 
and vegetarian, 
as more and 
more people 
become 
conscious 
of their 
diets and 
the effects of 
wheat, dairy 
and red meats, 
and want the 
option to eat out 
healthily.”
 
What sort of dishes are 
today’s consumer looking 
for?

Variety is key in terms of what the 
consumers are buying into and as 
previously mentioned world foods are 
growing in popularity.  Jessica Lalor 
however has used market research and 
concludes that, burgers of all varieties 
are still one of the most popular out of 
home menu choices and as such remain 
at the heart of any mobile and outside 
catering facility. 

Commenting on the dishes that we buy, 
she told us: “As food pop-ups and burger 
bars look to extend topping beyond the 
traditional to appeal to new consumers, 
fresh new flavours will be making an 
appearance with fruity customisation 
options including pineapple, lime and 
watermelon salsa – perfect for looking 
ahead to a summer event. Indulgent 
burgers will also be hitting the market 
with the addition of confit sprinkled 
on top, adding richness and flavour to 
burger menus this winter.  

“Easily handheld, this improved structure 
means burgers can be enjoyed during 
with summer themed events, and with a 
beverage. Operators can make the most 
of outdoor catering by including a meal 
deal as part of their offer.”

“With a rising trend for premium artisan 

pizzas cooked in wood fired ovens for 
a more authentic taste, caterers can 

capitalise on this trend by 
offering pizza by the 

slice or as pizza 
cones. 

“For 2016, 
caterers 
can also 
expect 
to see 
a rise in 
new and 
unique 

flavours 
in pizza 

toppings. 
Adding 

superfoods 
such as kale and 

sweet potato will 
be popular, whilst also 

increasing nutrition and flavour. Caterers 
should also offer a broader range of 
vegetarian options on street-style menus 
for the increasing ‘flexitarian’ looking for 
lower calorie dishes. 

“Moroccan and Caribbean flavours are 
also becoming increasingly popular 
and using courgettes and aubergine to 
accompany authentic African spices will 
add a unique stance to the street food 
menu. Caterers can use these trending 
flavours to provide a contrast to the 
classic pizza flavours 
we see so often, 
providing an 
authentic and 
fresh menu 
– 
an 
element 
that 
customers 
seek from 
street food 
vendors.” 

Those who 
operate in the market 
and have seen success are Kaori 
Simpson and Calum Richardson and 
they believe that it’s not just the flavours 
but the quality that are important. Kaori 
stated that today’s consumer, just wants 
reliability, confidence they won’t get food 
poisoning, a creative menu and a good 

overall positive experience - the fact that 
it stops the tummy rumbling is a bonus!” 
Calum on the other and thought that 
nostalgia played a role. As somebody 
who runs a mobile fish and chip unit he 
finds that more and more people are 
going back to the old school ways of 
eating. 

“People love a bit of rustic home cooking 
and slow cooked food with lots of lovely, 
natural ingredients,” he said.

Adding: “People want to know what’s in 
their food more and more and they enjoy 
knowing, in fact they love knowing where 
it’s come from and the nutritional value 
attached to their fish supper. Folk are 
starting to understand the whole cycle 
of food now and we, as caterers in the 
food industry, need to be able to deliver 
that information without holding anything 
back. 

“With weddings for example, people 
want their offering to be unique to them 
and with a mobile kitchen you can adapt 
the offering to be whatever they want. 
You can get customers to come up to the 
van or you can get the van to serve the 
guests – a mobile kitchen provides you 
with the luxury of flexibility.”

Desserts are also proving very p[popular 
in the mobile world and as James noted 
the sales of Ice cream bikes is on the 
rise, Jessica also commented, saying: 

“Ice cream is also a real contender for 
mobile and outside caterers this 

year as operators look to move 
away from traditional flavours 
in favour of something 
unconventional. Dessert-
based ice cream offerings 
are becoming a real hit and 
have helped to push the 

boundaries of ice cream 
flavours and accompaniments. 

“Ice cream sandwiches are making 
a reappearance with a modern twist, 

as the traditional wafer is replaced with 
delicious homemade cookies. Ice cream 
flavours including avocado, cardamom 
and bourbon caramel will be favoured by 
consumers this year, while further flavour 
inspiration will be taken from popular 
cocktails such as Margarita – a mix of 
lime and tequila flavours.“

Mobile & outide Catering



Deliver More for Less with an e-bike.
Justebikes is the UK’s leading 
independent retailer of quality European 
electric bikes. The business has grown 
considerably over the last ten years, 
from a single store in Suffolk it now has 
branches across the country. 

In 2014 they began supplying small fleets 
of serviced electric bikes to London 
based pizza companies. Founder and 
MD James FitzGerald said: “We were 
approached by two QSR chains looking 
for low cost alternatives to petrol-
powered scooters, and it was obvious 
electric delivery bikes had a bright 
future!” 

“We quite literally scoured the earth in 
search of the perfect delivery bike, we 
looked at Chinese machines, French, 
German, Belgian, then we got lucky 

- Sparta, 
Europe’s 

largest 
e-bike 

maker 
and 
our 

main 

consumer e-bike supplier, had just 
developed a purpose-built electric 
delivery bike for Dutch butchers and 
bakers, it was the perfect base to build 
on.

“We adapt these at our workshop to 
accept a range of food delivery boxes 
and made a number of changes to 
improve security, performance and 
in-service reliability - QSR businesses 
depend on these machines day and 
night.

“Finding that balance with the perfect 
delivery e-bike was a real challenge, it 
had to be capable of high mileage, have 
low servicing requirements and the right 
price point.”

Basilico Pizza was their first fleet 
customer and now use e-bikes at 
branches across the capital. “Electric 
delivery bikes work; they improve 
efficiency, reduce capital and operating 
costs and cut air and noise pollution. 
We’re looking at rolling out the use of 
electric bikes for future openings and 
possibly re-fleeting our existing stores. 
We see this as a way of reducing 
pollution and running costs at the same 
time,” said Basilico Pizza CEO Geoff 
Parsons.

Electric delivery e-bikes look similar 
to manual delivery bikes, but have a 

rechargeable battery, an electric motor 
and control system. “They’re the future 
of urban and inner city delivery, they can 
carry twice the load, with boxes on the 
front and back, they’re fast, inexpensive 
to buy, and cost almost nothing to run, 
plus e-bike riders don’t need a driving 
license. An added bonus is that ebikes 
are classed as bicycles and as a result 
they dont require road tax or insurance.

Justebikes offer a tailor made service 
to meet each client’s requirements, be 
they large or small, including pre-sales 
advice, trials, onsite user training, and 
preventative maintenance packages.

The increase in demand for home-
delivery dovetails with advances in 
battery technology and e-bike design 
in general, means that the timing is just 
right. 

Call Justebikes to arrange a trial on  
0208 960 9848 or visit  
www.justebikes.co.uk
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Hungry consumers have been drawn into a 
previously stale market and are looking for 
tasty sweet and savoury treats with those 
businesses in the market, happy to cater 
for the increased demand.

Cakes seemed to go out of fashion in 
the mid-to-late 90’s and whilst we all 
still loved a bit of birthday cake, there is 
research to suggest that sales in cafes 
headed for a downward curve. It’s not all 
bad news however as sales, thanks to the 
likes of bake-off, are on the rise.

Making your own cakes and traybakes is 
a sure-fire way to get customers through 
the door and these products are selling 
well both on their own and as an accom-
paniment to coffee or tea, but there are 
also a wide variety of businesses who can 
provide you with pre-made cakes too.

In this issue we spoke to some of the 
leading experts on cakes and traybakes. 
We talked to those who produce these 
delicious desserts and then sell them in 
foodservice. The ingredient suppliers who 

have looked at the industry trends and 
flavour combinations and the end users 
who sell them. In this issue comments 
come from:

Kaelie Akaraskul - Sweet Tooth Factory
Jessica Lalor - Kerrymaid
Jez Threadgold - Wrights’
Shahrokh Parvin - Del’Aziz
Karen Cox - Whitworths
Tom Battle - Cakesmiths

Cakes&Tray Bakes
N

N
It may be a bold statement but, in truth, Mary Berry and Paul Hollywood 
have a lot to answer for. The British public have fallen in love with cakes, 
traybakes and everything baking over the last few years and it is in part 
down to the success of the Great British Bake Off
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How would you describe the 
food-to-go market at the 
moment especially in terms of 
cafes? 

Home baking may not be what it once 
was despite the trends and the TV 
programmes but as Kaelie Akaraskul 
explained the need for cakes and tray 
bakes are still there. Kaelie also warned 
that whilst customers are spending money 
they aren’t spending time and told us: 
“People are strapped for time these days 
and always looking for quicker ways to 
complete their day-to-day tasks. 

“People used to take an hour lunch 
break but now they simply stop just long 
enough to eat something. The grab and go 
concept is getting more and more popular 
especially during the lunch time rush. This 
is capitalising on the current change in 
workplace behaviour.”

In a glowing report for the industry, Tom 
Battle told us that the food-to-go market 
is the shining star of the food industry at 
the moment. He commented: “Its growing, 
evolving and is not about fish and chips in 
a greasy newspaper anymore. Everyone’s 
getting involved too - from the bigger 

retail chains such as Café Rouge and 
Carluccio’s through to the independent 
cafes and food outlets. 

“The development of a more sophisticated 
café culture in the UK is also helping fuel 
this growth. Cafes are looking for innovat-
ive take out products, to 
add to their ‘on premise’ 
offerings.”

What are the 
main advantages 
of buying in pre-
made cakes and 
tray bakes? 

There are many advant-
ages from buying in 
premade cakes and tray 
bakes from the consist-
ency of the products 
to the time saved from 
making them. If you have 
a product that doesn’t 
bake quite right then you 
could be losing money on 
a re-bake. At least with 
something that you are 

buying you know that you are going to 
get the quality you desire every time. You 
will also have a greater flexibility on which 
products you sell and the shelf life can be 
extended if you have products that are 
delivered fresh-frozen. 
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Cakes & traybakes

Technology allows for producers to freeze 
and deliver cakes to you that are pre-por-
tioned and that you can thaw and serve 
as and when you like. This means you 
have a greater control of portion sizes 
and you reduce waste as you only have 
to sell what is out of the freezer. This can 
be the difference between profit and loss, 
especially for a small business.

Kaelie Akaraskul told us: “Buying in pre-
made cakes from a baking company like 
ourselves not only guarantee that you will 
get something very consistent and high 
quality but it also cut overhead costs as 
well as save that extra kitchen space. 

“Baking in-house can work really well, but 
only if you have the space to do it.

“Running a coffee shop is a task in itself- 
trying to add a bakery into it can be a lot 
more hassle than it needs to be. 

“We keep up with the latest trends and 
are always offering new products to our 
clients to keep things fresh and help en-
courage their customers to return.” 

 Jez Threadgold “The main advantages to 
buying in pre-made cakes and traybakes 
from a trusted supplier are consistency, 
quality and volume flexibility. 

“If consumers can be assured they will 
get the same quality product every time 
they shop, it will undoubtedly encourage 
repeat purchase. Your chosen supplier 
should also be able to cope with increases 

in volume as your business expands.”

This seemed to be a sentiment that was 
echoed by Tom Battle who added: “Using 
quality pre-made cakes that use natural 
ingredients you’d find in your kitchen, help 
cafes offer that home baked quality and 
taste - but with extra oomph. 

“Pre-made suppliers like Cakesmiths 
offer variety (our range includes over 30 
different types of bakes) and are always 
innovating; looking at the latest taste 
trends and sourcing unusual ingredients. 
This means cafes can keep their offering 
fresh, exciting and interesting for custom-
ers; something they don’t necessarily have 
the time to do themselves. 
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“From a bottom line perspective, pre-made 
cakes and traybakes can give cafes more 
control over their costs, stock manage-
ment and portion sizes, which can be quite 
hard to get a fix on when you are baking 
in-house – which is a time consuming 
process in itself.” 

With today’s consumer being 
more health conscious what 
options are there in your  
market?

It can be a real challenge to eat healthy 
food on the go and businesses are con-
stantly looking into this, there are however 
gaps in the market for products for those 
who want to avoid a cake or tray bake, yet 
fulfil the need for sweet foods. Karen Cox 
summed this up best by saying: “The UK 
population is constantly on the go, and 
snacking along the way is a trend that’s set 
to continue. 

“Time-poor consumers need to eat on 
the go, but don’t want to compromise on 
flavour or health credentials. 

“Until recently, consumers were faced with 
a choice between snacks that tasted good 
but were unhealthy, or healthier snacks 
that didn’t deliver the taste and enjoyment 
that a good snack should.  Healthy snack-
ing is having a huge impact on the food 
sector as health and indulgence remain 
central trends. 

“The most recent Kantar industry data 
found that the overall ‘Fruit, Nut and 
Seeds’ adult snacking market has grown 
by 9%, and double-digit growth has been 
seen in the category of snacking mixes 
(e.g. nuts and fruit). Our own research has 
found that consumers want something 
that tastes amazing, but happens to be a 
healthier choice. 

“At Whitworths, we’ve invested a consid-
erable amount in answering that need and 
making sure there’s no need to comprom-
ise on taste for a healthier option. We’re 
responding with ranges that come in a 
variety of sizes and formats for different 
snacking occasions, and a focus on deli-
cious flavour mixes. 

“Launched in 2013, our eight-product 
strong ‘Shots’ range was born out of 
extensive consumer research and the re-
cognition of demand for a convenient yet 
healthy snack.”

You may have read that in George Os-
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You may have read that in George 
Osbourne’s latest budget he announced a 
‘sugar tax’ on soft drinks. Whilst this does 
not necessarily relate to cakes it shows that 
the government and the public are talking 
about the issue. Tom Battle mentioned 
sugar when he said: “The drive to reduce 
sugar intake is one of the biggest health 
trends at the moment. 

“For cakes suppliers, it’s about using natural 
ingredients and adding lower sugar options 
to their range. 

“At Cakesmiths, we try to use unrefined 
sugar where possible and have introduced 
coconut oil - as an alternative to butter - in 
a lot of our baking. In fact, our recently 
launched Hot Cross Loaf is one of our 
lowest calorie products ever. 

“Raw bars that mash together proteins 
such as nuts and seeds with fruit – like 
our Apple and Pecan Roar bar – are 
becoming increasingly popular with our 
café customer base, particularly as a vegan 

alternative. 

Dietary requirements are also something to 
consider in this sector and in truth it’s not 
just about those wanting to lead a healthy 
lifestyle. Kaelie Akaraskul told us: “There 
are a lot more dietary requirements and 
food intolerances now than 5 years ago. 

“A lot of people are going vegan, dairy free 
and some sugar free. There are various 
companies that try to target all of those 
lifestyles. We have some products that are 
Wheat Free and have become increasingly 
popular. 

“Our freshly baked cakes are also a lot less 
sweet than some others in the market. 
When I started my bakery, I adapted the 
sugar content on my cakes, icings were 
made to taste. Our cakes do not have that 
sugary crisp layer that you sometimes see, 
simply because our sugar content is a lot 
less.”
 

What ingredients/flavours are 
most popular at the moment?

Some flavour trends come and go whilst 
others stay forever as firm favourites, 
this means that ingredient suppliers must 
constantly look at their offering. The staple 
ingredients remain yet they have to be 
able to meet demand on unusual flavours 
too. This can be a problem in foodservice 
as some suppliers have to hold and order 
more stock without knowing how long a 
trend will last. Thankfully companies are 
well tuned to this and as such we spoke to 
Jessica Lalor from Kerrymaid.

She said: “Offering customers traditional 
cakes with a twist is great way to pique 
interest. Last year Kerrymaid teamed up 
with pastry chef Thomas Leatherbarrow 
to develop fresh insight into the category. 
Thomas suggests instead of experimenting 
with flavours, change the texture of the 
cake.

“Over the last few years there has been a 



Cakes & traybakes
specific focus on shaking up the dessert 
offering especially flavour fusions, such as 
salted caramel and this has filtered into the 
cake arena. 

“Caramel will continue to play a big part in 
the cake offering coming months, we have 
already seen the traditional millionaire 
shortbread being shaken up and often 
offered as a salted caramel version. 

“Caramelised fruits such as figs or pears, or 
even caramelised nuts and herbs will also 
be making an appearance in the not too 
distance future. 

“Consumers are increasingly looking for a 
multi-sensory experience as cuisine fusion 
takes the foodservice arena by storm. 
Incorporating a range of complementary 

flavours and textures is developing at 
a rapid pace in the desserts scene, as 
savoury and sweet flavours combine.”

Thomas himself added: “Vegetables 
are trending in cakes more and more 
so innovating your cake selection with 
something less sweet and gluten free, such 
as beetroot chocolate brownies, provides 
the same great results but with unusual 
ingredients.” 

Experimenting with flavour and listening 
to what their consumers want has always 
been a strength of Cakesmiths and when 
we asked Tom about the latest flavour 
trends he was seeing the answer was 
simple; “Tea. It’s the new coffee!” he said. 

“The different flavours of tea have been – 

and will continue to be - a major part of our 
new product development plans. We’ve 
recently incorporated teas such as matcha 
and bergamot (the distinctive flavour in 
Earl Grey) into our cake recipes and the 
response we’ve seen for our café customer 
base has been huge.”

Our love of cakes and traybakes is year-
round and as such we often visit cafes 
who are offering seasonal specials on 
their menu. This is something that Kaelie 
Akaraskul has also noticed when saying: 
“We are developing more flavours to suit 
to everyone’s tastes seasonally. 

“As the weather is getting warmer, people 
will want a sweet treat that is more citrusy, 
light and refreshing. Consumers are 
being more adventurous with their food 
generally, so I hope that we can reflect 
this in our cake menu and bring out new 
flavours like “Peach, Watermelon and 
Raspberry” or the more diverse “Matcha 
and Black Sesame”. 

“Aside from that one of the most popular 
flavours is Peanut Butter, It’s everybody’s 
favourite at the moment but our signature 
flavours like the Red Velvet and Carrot 
Cake are always the most popular.”

In agreement with Kaelie was Shahrokh 
Parvin, who also thought that seasonality 
is important saying: “As we transition into 
spring and summer, we’ll see a rise in fruit 
based offerings including our rhubarb, 
pistachio and rose water gateaux, fig tart 
with mascarpone and honey, as well as our 
wild strawberry tart.

“Del’Aziz has an in-house bakery with 
various freshly baked goods on offer, 
favourites at the moment range from Oreo 
cheesecakes and pistachio brownies, to 
our ever-popular gluten free polenta and 
almond cake.”

“Ongoing popular flavours for us are rocky 
road, Belgian chocolate and millionaires. 
We’re also seeing an increase in demand 
for salted caramel.” added, Jez Threadgold.

How can cafes add value to 
their menu with cakes and 
traybakes?

Taking the lead on this question was Jez 
Threadgold who suggested that whilst 
there is always room to learn and to 
experiment, it is sometimes better to stick 
to what you know. He said: “It’s important 
for cafes to stock the ‘best sellers’ such as 
chocolate brownie or lemon drizzle cake to 
capitalise on the higher volume lines. 
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“They can also add value by introducing 
variations on a popular item, such as a 
salted caramel brownie, for example, that 
can sit alongside the core brownie. 

“Offering a point of difference can often 
encourage incremental sales by enticing 
new consumers into the category.”

Sales are always key to any business and 
in terms of adding value cafes can use high 
margin items such as coffee and cakes in 
conjunction with each other to increase 
the spend per head. Kaelie Akaraskul 
championed this saying: “People will 
always have cravings for something sweet, 
especially in the afternoon. By having 
cakes on offer, people end up buying lots 
more than just a coffee. 

“Some cafes will stick to the good old 
Victoria sponge but some others will order 
something different and adventurous - I 

find that by having different cakes on offer, 
the cafe ends up selling much more in 
quantity overall. 

“We encourage our clients to always try to 
mix things up to make it more interesting. 
We change our menu seasonally so that 
there is always something new for people 
to come back and try.

When it comes to making money and 
more importantly profit, Jessica Lalor said 
that cakes were the perfect product. She 
said: “Cakes and confectionery present a 
significant profit opportunity and, as such, 
QSR’s should consider offering a variety of 
sweet treats to their menus. 

“Offering something a little different can 
give venues a huge competitive advantage. 
Turning the sweet treat occasion into an 
event is a great way to encourage footfall 
and increase incremental sales, and hosting 
a Kerrymaid Pudding Party is one way to 

do that. 
“Designed to inspire increased interest 
amongst customers, the party offers 
dinners the opportunity to taste a selection 
of sweet treats and then rate them, 
choosing a favourite ‘Queen of Puddings’ 
at the end of the event. 

Whilst the idea of a ‘pudding party’ offer 
customers to try different items, Tom 
Battle feels that they also helpe the café, 
saying: “Cakes and traybakes add variety 
and innovative taste combinations to 
a café menu, helping broaden out their 
offering to appeal to a wider range of 
customers.  

“They can also add a premium by getting 
innovative with the pre-made cakes they 
order in; adding personalisation to a carrot 
cake, for example, by adding different 
toppings, offering toasted options or using 
the cakes as a base for a dessert. 



Cakes & traybakes
For Shahrokh Parvin it was quality that he 
thought was important: “Cafes can add 
value by focusing simply on the quality 
of their products; other options include 
driving afternoon sales at tea time, as well 
as introducing weekend all day brunches.”

How well represented is the free-from 
market and what changes can be made 
to offer a better selection of gluten free 
products for example?

Products in the free-from market are 
increasing in number and this is due to 
several reasons. Over the years there has 
been a growing number of those who 
are reducing their intake of things such 
as Gluten and added sugar as a lifestyle 
choice. There is also far more awareness 
around Coeliac Disease and as such cafes 
are catering for these individuals. 

It used to be that you could walk into a 
small section of the supermarket and see a 
few items that were ‘free-from’ now there 
are whole aisles. Tom Battle told us how it 
was changing and how consumer buying 
patterns were changing too. He said “The 
free-from market has changed dramatically 
over the years. 

“Gone are the days of free-from meaning 
unappetising. Dairy free, gluten free, vegan 
are all well represented and becoming 
more and more inventive. We offer a 

number of gluten free and dairy free bakes 
(we use coconut oil as an alternative to 
dairy in our baking). 

“Our gluten free Jewel Bar is one of our 
most commercially popular traybakes; 
customers find it hard to believe it tastes 
so great but is also gluten free too; a 
perfect example of how the stigma of free-
from is definitely changing.”

The main driver in the industry is that 
awareness is on the rise. Jessica Lalor 
commented on this: “Across the category, 
people are becoming more aware of what’s 
in their food and the effect it may have on 
their health. With the allergen legislations 
that came into place in December 2014, 
operators have to be aware of what 
ingredients they are using in their meals 
and share this with customers. 

“14 ingredients are covered by the 
legislation, which applies to food sold with 
and without packaging, and Kerrymaid 
products are labeled with in-depth 
nutritional information and allergen 
guidance. 

“However it’s not just the legislation that 
is pushing the free-from agenda; gluten-
free sales have seen astronomical growth 
and are continuing to rise. The increase 
in gluten-free sales is relevant not only to 
the increasing coeliac community, but also 

refers to an overall healthier lifestyle trend. 
“Consumers are also coming to expect 
more from the ‘free from’ offering with 
taste becoming an increasingly important 
factor in purchasing decisions. 

“Ensuring that chefs can offer customers 
a taste of the good life across their entire 
range, Kerrymaid’s Premium Baking has 
been developed especially for use in cakes 
and pastries and is now dairy free, meaning 
that lactose intolerant customers can enjoy 
a sweet treat.”

On the whole the cakes and traybakes 
market is in good health. The market is 
booming and more and more customers 
are willing to splash out on cakes. These 
customers are also willing to try new 
flavours.

Having something that consumers can grab 
and go is important and the deregulation 
of lifestyle means that cafes have to have 
products available all day as they don’t 
know when the peak time may be.

I think that you’ll all agree that aside from 
the benefits of selling what people want 
and coming back to your cafes it is clear 
to see that if you get portion control, 
wastage, manufacturing and cost all right 
at your end, these sweet treat can be 
highly profitable.
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Muffin sales
have risen

in the last year

At the till sales of 
Flapjacks & Traybakes 

are up by 

Cherry
White Chocolate

Coffee
Salted Caramel

Orange

Flavours to watch  
in 2016

When sold as part of 
a meal deal 

are savoury

of people bake cakes at 
home leading to high 

retail sales

The British Cake market 
is worth

small cakes are sold 
per year in the UK
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Last month, you will have seen reported 
on the QuickBite website, the eBay 
auction for a 740ml bottle of Big Mac 
Sauce and special dispensing canister. 
News of this spread throughout the 
tabloids and the auction ended at an 
astonishing £65,900 – although in the end 
the winning bidder did not finalise their 
purchase. And contrary to popular belief I 
was not the highest bidder…

It got me thinking recently. Could we ever 
see McDonald’s Big Mac sauce available 
to buy at retail – either in our local 
supermarket or from the restaurant itself? 
It’s not the most leftfield idea I’ve had in 
terms of burger condiments.

Back in April 2015, Gourmet Burger 
Kitchen released a range of burger sauces 
with flavours ranging from Habanero 
Jam to Smoked Chilli Mayo. Of course, 
it wasn’t the first High Street restaurant 
chain to bring their range of sauces to 
supermarket shelves - see Nando’s and 
Pizza Express for two who have been 
doing this for a number of years now, in 
their bid to improve brand awareness and 
revenue income.

Byron Hamburgers also released their 
own 150ml bottles of Hot Sauce (available 
to buy in restaurants only) in January 2015 
so there is definitely a perceived market 

there for people to imitate their favourites 
from the High Street at home. Many 
years ago, I reported on the Burger Lad® 
website of a range of Burger King sauces 
available to buy in Turkey.

Going back to the McDonald’s Big 
Mac sauce – you only have to look at 
the number of burger joints in the UK 
that have their own version of the most 
famous burger in the world. Two such 
establishments I’ve been to offering 
these, are Manchester-based Solita Big 
Manc and the Bristol/Oxford Atomic 
Burger’s McLovin’ – both paying homage 
to this classic fast food icon. And more 
importantly… THAT sauce!

The recently released Bacon Clubhouse 
was the first burger in over 40 years other 
than the Big Mac to feature the special 
sauce on. The eBay canister/sauce idea 
was a pretty slick marketing move by the 
PR team as it got a lot of people talking 
about the auction but also the release of 
their new burger. More importantly, it was 
also for a good cause with the anticipated 
proceeds of the sale raising money for 
Ronald McDonald House Charities.

So could we one-day be able to 
walk into a McDonald’s restaurant or 
supermarket and buy Big Mac sauce? 

There is a home market for such a 
massive brand that many people have 
now grown-up with. And if McDonald’s 
ever did venture into selling their 
sauces (the Big Tasty sauce is also 
hugely popular) in supermarkets I’d 
wager sales being pretty high. It’s not a 
completely foreign concept as they tested 
selling McCafe-branded coffee in US 
supermarkets – although this is more of a 
non-perishable item than the refrigerated 
Big Mac sauce.

In the meantime, we’ll have to stick to 
copycat recipes if we want to re-create 
Big Macs in the comfort of our own home. 
Or start saving £60,000+ in-case of future 
auctions.
Burger Lad®

May the sauce  
be with you

About Burger Lad®

Burger Lad heads up the team at the hugely 
popular burger review website, 
 www.burgerlad.com. Founded late 2012 as 
a one man operation, the blog has achieved 
huge growth in its relatively short time. 
Once seen as an underground source of 
burger news and reviews, Burger Lad has 
become arguably the industry-recognised 
number one burger review site in the UK. 
Often invited by fast food brands to try 
promotions before public release, Burger 
Lad prides itself on breaking the latest High 
Street burger news and reviews. Follow him 
here: @Burger_Lad

Is there a more iconic burger sauce in the world than the 
one used on the flagship Big Mac burger of McDonald’s?
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GET YOUR COFFEE SALES 
BUZZING WITH A VISIT TO THE 

CAFFÈ CULTURE SHOW
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Are coffee sales a priority for your 
business this year?  Then don’t miss 
the Caffè Culture Show, the UK’s 
longest running and largest show 
dedicated to the café industry.  Taking 
place at London’s Olympia on 10 and 11 
May 2016, see the latest coffee industry 
trends and innovations.

The Caffè Culture Show supports 
businesses of all sizes and has attracted 
over 50,000 visitors since landing in 
2006.  Meet award-winning artisan 
roasters, food and drink producers, and 

hundreds of world-leading suppliers and 
manufacturers to help you enhance your 
coffee offering.  

From those looking to start up to one-
shop independents, and from five-outlet 
entrepreneurs to major coffee shop 
chains, the Caffè Culture Show seminar 
programme is designed to support your 
business, no matter what stage you’re at.

The sessions are split into two threads.  
Caffè Fundamentals focus on inspiring 
young businesses to develop their 

proposition, while Caffè Enterprise aims 
to offer support to businesses aiming to 
boost their brand.

Back by popular demand in response to 
the growth of the roasting industry in the 
UK is the Independent Coffee Roasters’ 
Village.  Championing some of the finest 
homegrown roasting talent, it offers the 
opportunity to find an artisan UK supplier 
for your coffee operation.  And what could 
be better than meeting the roasters in 
person over a cup of their fresh coffee? 
 

Caffé Culture Preview
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Caffé Culture Preview
Also returning to Caffè Culture 2016 is 
the Artisan Food Market.  Recognising 
that many businesses want to support 
and source from small, local food and 
drink producers, this vibrant marketplace 
celebrates craft enterprise and is laid 
out in a farmers’ market style.  From 
baked goods to craft beers, healthy 
snacks to indulgent treats, visitors have 
the opportunity to meet award-winning 
independent producers.  

Top UK baristas will be showing off their 
skills, a new masterclass programme 
offers interactive demonstrations on how 
to create signature drinks, and visitors 
can hone their coffee-tasting skills with 
leading palates at the new Cupping Zone.  

Research by the Caffè Culture Show 
in 2015 revealed that nearly six in 
ten (59.2%) owners of independent 
coffee shops and cafés saw business 
performance improve in recent years.  
A large majority (92%) felt confident 
and optimistic about their business 
in 2015 with expectations of turnover 
growth (80%).  Taking the temperature 
of the sector again this year, the show’s 
Cafeconomy study will explore how 
operators are feeling about the state of 
the market a year down the line along 
with consumer views of the coffee shop 
experience.  

Caffè Culture Show Event Director Cheryl 
Carroll says: “In 2015, we celebrated 
Caffè Culture’s tenth anniversary with a 
bigger show, new halls and a fresh new 
look and feel that put coffee right at the 
heart of things.  We achieved our vision 
of giving the show renewed energy and 
were thrilled with the positive reaction we 
got from visitors and exhibitors alike.  The 
2016 show is set to be even better and 
we can’t wait to announce more details 
about the show’s exciting new features in 
coming months.” 

The Caffè Culture Show 
 

(#CaffeCulture2016) is the leading 
annual event for the UK café industry 
and takes place on 10-11 May 2016 

at London Olympia.  The national 
event brings together the entire UK 
café community to learn, share and 

celebrate all the industry has to offer.   
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Potato  Project
The Potato Project is the brainchild of 
Russian Sommelier Ksenia Karpenko 
and we head to Soho to find out why her 
‘posh’ potatoes are the talk of the town.

Ksenia and her business partner had an 
opportunity to acquire a great space in 
Noel Street and were planning to open a 
wine bar however there wasn’t enough 
room. Both loved jacket potatoes and 
after thorough market analysis they 
decided to take old-fashioned jacket 
potatoes to a new gastronomic level.

The team are passionate about providing 
a quality fresh menu as well as 
an atmospheric, homely and exciting 
experience for all of their customers. 
The ethos of the company is to create 
an accessible offering that is crowd 
pleasing, easy to eat, simple yet 
innovative, homely yet vibrant and 
affordable. Essentially they offer a 
delicious new twist to the humble classic!

Here’s what Ksenia had to say:

What is the ethos of the 
company? 

“We want to show the nation that the 
humble potato can be more than just 
something you have with beans! 

“I’ve been working in gastronomy 
for over 10 years and it has been an 
incredible journey. The combination of 
tastes, the mix of ingredients, and the 
change of perception towards food 
is extremely interesting to work with. 
Potatoes are key elements in many 
cuisines but rarely considered sexy. 
At The Potato Project we show how 
exciting, delicious and super attractive 
street food of London can be.”

How strong do you feel 
that the food to go is at the 
moment?

“Take away and street food outlets are a 
growing industry. We feel new concepts 
help the consumer see how diverse and 
enticing ones choice for lunch or dinner 
is. You can discover the regional food of 
Italy or try Indonesian specialities within 
3-4 street food restaurants. Today you 
can literary travel the world via small 
authentic food shops while having a 
lunch break and the best thing is that you 
can do it under £10.”  
 
“Take away and street food outlets are a 
growing industry. We feel new concepts 
help the consumer see how diverse and 
enticing ones choice for lunch or dinner 
is. You can discover the regional food of 
Italy or try Indonesian specialities within 
3-4 street food restaurants. Today you 
can literary travel the world via small 
authentic food shops while having a 
lunch break and the best thing is that you 
can do it under £10.” 
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What are the latest trends in 
the industry?
 
“The single-dish restaurants are in 
fashion these days. Some of them are 
created to help with decision-making 
process for the customer, others to 
emphasise the excellence of the mono-
product. We are happy to be in the list of 
the most exciting single-dish restaurants 
and tend to stay on food radar with our 
unique offering.   

“We really like our neighbours at the Melt 
Room, another Soho based company.”
 
When did you open the first 
site/flagship store?

“We opened in late October 2015 on 
Soho’s Noel Street and immediately 
gained crowds of fans. We anticipated 
such reaction and kept going viral. Our 
loyalty system proved successful and 5 

Awesome from the  
ground up.
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Who designed the site/how 
long does each one take to 
open?

“We’ve decided to focus our investment 
mainly on best equipment and people 
that worked on the project. I’ve done the 
interior design myself based on years of 
experience working in 5 Star Hotels and 
Michelin Restaurants. The idea was to 
create comfortable, friendly environment 
with vibrant, energetic look where stage 
would still belong to Jacket Potatoes.”

Why did you decide to go 
with this style of shop fit? 
 
“We transformed the space downstairs 
from the office into a sitting area with big 
refectory table which is in high demand 
during lunch time. With Nordic natural 
look it gives a sense of tranquillity and 
also can unite in conversation complete 
strangers.” 
How many staff work for the business? 

“We are a family-style, small team of 6 
including myself who’ve been the same 
team since opening. We’re extremely 
passionate, energetic, skillful, kind, 
attentive to guests and focused on 
delivering quality products. The Potato 
Project was created out of love for 
gastronomy, music, life and fun! That’s 

how we work every day!”

What has the public 
response been like to the 
business?

“Jacket potatoes are no doubt crowd 
pleasing. We’ve invested our energy in 
providing our dishes with identity, our 
packaging with a flirtations funky touch 
and those 10-minutes a guest spends on 
site is an enjoyable experience. We take 
seriously all feedback and are driven by 
passion for perfection!”

How would you describe 
your menu?

“We offer freshly baked British spuds 
with delectable toppings like S moked H 
am Hock, C heddar & Piccalilli;  P rawn & 
B ourbon Marie Rose S auce;  B orlotti B 
ean, Tomato & Matured Cheddar  C heese 
which represent our ‘Twist on Classics’. 

“On top of that weekly our Specials 
Board butters up even the most 
sophisticated tastes with delights 
like Sweet Potato with Quinoa, Kale, 
Almonds & Cranberries.”

What sets you aside from 
other similar businesses in 
your area?

“Innovation, passion for the product and 
a desire to inspire population to eat fresh, 
healthy and well-prepared food every 
day.”

What are your plans moving 
forward?

“Five months ago we have started our 
Potato Revolution with just one site! 
Our plan is to expand into other areas 
of London and to conquer more foodie 
hearts.”

What is the most popular item 
on the menu?

“Well, tough question! Some of our 
regulars can go round the menu once a 
week.
“Definite favourite classics are Beans 
& Tuna. Chilli Beef Ragu & Cornish Brie 
with Artichoke are the runner ups. Sweet 
Potato in all the versions we do is a super 
star potato! We have people who run 
through London continuing their fitness 
session to get a Sweet Potato after 
workout. Just because it is THAT good 
for your health!” 

The Potato Project is based on 
Noel St, Soho – follow them  

@fluffy27_soho
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The delicious craft cola made with real cola nut – not only tastes 
good, it’s doing good, making a big difference for a small village 
in Sierra Leone. Named ‘The World’s Fairest Trader’ in 2014 by 
Fairtrade International, Karma Cola – and its sister and brother 
Gingerella Ginger Ale and Lemony Lemonade – are made using 
the best organic and Fairtrade ingredients sourced from around 
the world. In addition to paying farmers a fair price, Karma 
Cola is working directly with cola nut farmers in Boma village in 
Sierra Leone, to help rebuild their crops and their communities. 
Karma Cola is available to buy in more than 500 shops, cafes, 
restaurants and bars around the UK. 
 
Boma village in Sierra Leone, to help rebuild their crops and their 
communities. Karma Cola is available to buy in more than 500 
shops, cafes, restaurants and bars around the UK.

Cold drinks are an essential part of the food-to-go market, 
with sales in the sector on the rise. Independent, artisanal 
producers seem content to take on the bigger brands and 
there is healthy competition between the businesses.

Karma Cola

Whether drinks find themselves paired with other items as part of a meal deal or as a 
standalone product, consumers are buying them in droves. There is far more choice 
on the market in 2016 than there was several years ago and the types of drinks 
available are also changing. We are now seeing a surge in flavoured water, iced tea, 
cold brew coffee and pressed juices. Fizzy drinks have seen something of a decline 
in sales largely due to the publicity surrounding sugar tax, but the big brands are 
combating this with new ranges. The smaller producers are also carbonating their 
drinks too in a bid to compete.

Healthy options are hugely popular at the moment and with a focus on low or no 
added sugar, as well as fresh fruit juices and flavoured water seem to be earning 
more shelf space and are appearing on more menus. As well as this there is a 
move towards premium products with consumers seemingly willing to spend a 
little more for drinks that they perceive as quality.

Another noticeable trend is the fact that so many companies are going back 
to traditional recipes. Old English flavours such as Lavender, Elderflower and 
Dandelion & Burdock are proving popular, whilst traditional lemonade is also 
selling well. 

Over the next few pages we will look at some of the best companies that 
are currently operating in the UK foodservice market. We also pick our 
favourites from their range, to give you an idea about current trends and 
maybe some inspiration for products to stock.



Fentimans was established in 1905 
by Thomas Fentiman, and has a 
proud heritage of brewing natural 

botanicals to make authentic and 
superior drinks. The drinks are made 

today, as they were over 100 years ago.
The process of botanical brewing is 

a time-honoured technique of making superior 
quality beverages using a combination of infusion, skilful 
blending and fermentation. Fentimans continue to make their drinks 
in this traditional way to achieve the premium quality that they are renowned for. The 
result is a drinks that is simply delicious 
 

To succeed in the highly competitive 
soft drinks category, a product range 
needs to offer quality and a point of 
difference. This is especially true in the 
independent sector. 

The Rochester Premium range of fruit 
presses has been developed with this 
in mind, says owner and managing 
director James Edwards. Rochester 
Premium, he says, “is a high-quality 
choice for discerning palates. The 
reason these drinks were developed 
was because we found that when we 
went to the various places where we 
already sold the Dickensian range, 
there were hardly any drinks that we 
would drink ourselves.”

Quality production 
processes and the 
sourcing of first 
class ingredients 
were primary 
considerations in 
the design of these 
drinks. It takes 
time and this is 
reflected in the 
intense flavours 
of the drinks.

Ugly think you’re sweet enough already and set 
out to create a range of unsweet, 100% natural 
fruit infused sparkling waters without any of the 
sugars and sweeteners found in traditional fizzy 
drinks.
There are currently two flavours in the Ugly 
family; Lemon & Lime and Grapefruit & Pineapple. 
Both offer a great natural taste whilst being free 
from sugar, calories, carbohydrate, fat and salt.
The full Ugly water range launched in January 
2016 and is currently stocked with several large 
retailers and over 100 independent shops across 
the UK. 

Rochester Fentimans

Experience an unexpected 
combination of flavours with Jools. 
The three delicious green teas with 
kelp pearls, filled with super fruit juices 
and vitamins, are refreshing, low in 
carlories, have no added sugar and 
contain 100% of your RDI of 8 vitamins! 
On top of all these benefits, drinking 
a Jools is all about having fun and 
experiencing playful tasty moments- prepare to 
be surprised and delighted by the flavours bursting 
in your mouth. 
 

Jools

Ugly
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Cold drinks

No longer nature’s best kept secret, 
TreeVitalise birch waters are organic and 
unsweetened. But there’s more. With 
each of them you get nature’s own blend 
of nutrients, brewed inside a tree!
TreeVitalise Original is birch sap tapped 
straight from the tree - a burst of spring 
freshness.

To make their organic TreeVitalise 
birch water infusions, they don’t use 
artificial flavourings. Instead, they simply 
infuse the sap with organic mint leaves 
and lemon, for a pleasant variety and 
added soothing or extra fresh taste. 
 

Buddha Water is a refreshing drink made of pure organic birch sap. Birch sap has 
traditionally been used for its detoxifying and cleansing properties. The sap is tapped in 
the early spring, from trees in the forests of Finland.

Birch water contains xylitol, a sugar alcohol that gives the drink its natural sweetness. 
Health claims for birch water include: weight loss and elimination of cellulite; reduction 
of cholesterol levels; bone and joint health; treatment of skin conditions; and limitation 
of tooth decay. Birch water can only be collected during three weeks every year. It starts 
in spring, when the snow melts away, and it stops when the first leaves make their 
appearance.

Wenlock Spring Still is a unique water, filtered through the Wenlock Edge and 
then bottled at source in its purest form, nothing added, nothing taken away, just as 
nature intended. A light touch of fizz is added to make Wenlock Spring 
Sparkling.

Wenlock Spring is designed for the 
Restaurant, Hospitality and Specialist 
Retailer sectors and is dedicated 
to serving these market sectors.  
Wenlock Spring remains exclusive 
and is not available through major 
retail shops. 
Wenlock Spring has 
been recognised for the refreshingly 
clean and delicately sweet 
taste with awards from the British 
Bottlers’ Institute (BBI), including a Gold 
for Wenlock Spring Still and a Silver for 
Wenlock Spring Sparkling

Tree Vitalise

Wenlock Spring

Buddha Water

TeapigsMatcha is 100% natural, organic green 
tea leaves which have been carefully 
ground down to form a fine powder. It has 
been drunk in Japan as part of the tea 
ceremony for almost 900 years and the 
team at Teapigs like to think of matcha 
as a sort of superhero amongst teas, as 
it’s super-concentrated and packed full 
of the goodness we need to help keep us 
looking and feeling happy and healthy. 
 
Teapigs – Matcha Tea – Green tea is 
increasing in popularity and the version 
of Super Matcha from Teapigs has all of 
the cleansing antioxidants that you will 
need. This is a must for those looking for 
something a little cleaner to go with their 
lunch.



Cold drinks

Jimmy’s Iced  
Coffee

Dorset lad Jim Cregan got fed up of being 
a mermaid MC for festivals and casual 
labourer, so one bitter winter he decided 
to go and explore Australia with his lady, 
Sophie. It was there he discovered ready 
to drink Iced Coffee which he fell in love 
with.

After several failed attempts to licence 
the brand from Australia into the UK, he 
decided to make his own. With the help 
from his sister, they created their brand 
and manufactured their first products in 
5 months which launched in Selfridges 
in April 2011. Their products can now 
be found in over 3000 outlets in the UK 
including supermarkets, cafes and delis. 
 

 In response to the increasing call for 
premium adult soft drinks, Frobishers 
Juices has introduced a new range of 
sparkling juice drinks to the on-trade 
market.
Originally launched in three timeless 
fruit flavours – Sparkling Raspberry, St 
Clements Orange & Lemon and Apple, 
Pear & Elderflower – Frobishers has now 
welcomed a fiery new flavour to the family 
with Sparkling Ginger.

The drinks meets the rise in consumer 
demand for sophisticated blends of 
unusual flavours, as identified in the 
Mintel Fruit Juice, Juice Drinks and 
Smoothies November 2015 report. 
With listings already secured across 
a broad range of venues, Frobishers 
Classics are set to become quite the 
sparklers amongst premium operators. 
 

In 2015 Red Bull grew at 5.7% ahead of the total soft drinks category, cementing 
the brand as the leading functional energy drink. This growth has been driven by 
the number one Energy SKU and the second biggest branded SKU in the soft 
drinks category, Red Bull Energy 250ml.
Red Bull has identified up to an additional £605million sales opportunity over 
the next 3 to 5 years, delivering incremental growth for the whole category, by 
focussing on a number of key consumer drivers such as health, flavour and price. 
1) Health
With growing government pressure on retailers to promote healthy alternatives, 
an increased number of reduced or zero calorie variants are increasingly entering 
the Energy category. Diet drinks have been a key growth driver in Energy, and the 
launch of Red Bull Zero was central to that.
2) Flavours 
The launch of Red Bull Tropical Edition in 2015 helped to build momentum into the 
flavours segment by delivering both the great taste and variety that they demand.
3) Price
Red Bull is also backing the growing Big Cans segment in 2016, with a new £1.49 
priced-mark can (PMC) on its no.3 best seller, 355ml. As a standout growth driver, 
Big Cans are growing at 10%, outperforming Total Energy and Soft Drinks and 
reaching £320m in value. 
 

Frobishers

Red Bull
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Cold drinks

At Breckland Orchard the team make fabulous sparkling soft drinks - or Posh Pop ® as they 
prefer to call them. Their aim is simply to make the best tasting soft drinks ever.

They make their lovely drinks with a base of spring water and plenty of passion and are 
inspired by the founder’s grandmother Jessie who made then when they were young.
Granny’s lemonade was legendary, tangy, bursting with flavour, and they used to love 
sipping it in the garden.

Over time drinks seem to have changed, and they wanted to try and recreate that 
delicious fresh taste of their childhood.

There are no artifical colours or flavours in Breckland Orchard drinks. Their bottles are 
recyclable, so they try to do their bit for the environment too! 

 

Breckland Orchard

Franklin & Sons handcrafted premium tonics and mixers, were 
introduced in 1886, sold from their small family confectioners shop 
at 171 High Street, Rickmansworth, London.

Over 100 years later their success is celebrated in today’s range, 
which combine unique ingredients to deliver the exquisite taste of 
Franklins, without ever compromising the spirits with which they 
share the glass.

The Franklin brothers embarked on a mission to introduce Victorian 
Britain to new taste experiences using the finest natural ingredients 
from around the world. 

Each variant is made from the beautiful spring water sourced from 
Staffordshire, which complements the flavours of each drink and 
allows the subtlest of flavours to carry through 
 

Franklin & Sons Square Root
Square Root started in 2012 selling Ginger Beer 
at their local farmers market in Harringay. The 
customers loved it and so they started to branch 
out and experiment with new flavours made from 
seasonal produce – that’s how the Rhubarb Soda 
was born! 

They were quickly producing more and more 
flavours every week, so needed to bring in some 
extra help to serve them up. Demand for drinks 
grew and grew and so, in late 2013, they founded 
the Square Root Soda Works – their very own 
production and bottling space based out of 
a railway arch in Hackney Downs. Since then 
they’ve gone from strength to strength, slinging 
out sodas to the masses! 

They’re still, and always will be, made using 
fresh ingredients, juiced or infused by hand, and 
all contain around a third less sugar than your 
average bottle of fizzy pop. 
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Cold drinks

An independent, artisan soft drinks producer, Luscombe Drinks craft an innovative 
range of premium drinks and are the home of award-winning great taste. Founded 
in 1997 by Gabriel David, Luscombe is an independent family business based in 
South Devon using only the best ingredients, recipes and techniques to make their 22 
delicious soft drinks, bubblies, ginger beers, crushes and juices.  Stunning flavours in 
their range include the recently launched Madagascan Vanilla Soda and Passionate 
Ginger Beer and champagne alternatives Wild Elderflower Bubbly and Damascene 
Rose Bubbly. Luscombe’s drinks are perfect served on their own, partnering a range 
of food dishes and add flair to any drinking occasion. 
 

A Sussex based company which produces 
fruit juices that have unique provenance 
and authenticity.

All of the drinks are 100% natural and 
are made from wonderful pure juices (not 
from concentrated juice), and are free from 
unnecessary artificial additives. Those 
blessed with a discerning palate as well as 
a keen eye say they taste as good as they 
look. And look as good as they taste.

The new Folkington’s Garden range is 
a delicious selection of gently sparkling 
pressés. Predominantly made from 
English fruit and flowers, this new 
range complements their juice range 
to add a bit of sparkle. From England 
comes their delicious Rhubarb & Apple 
and Elderflower pressés and from further 
away comes Lemon & Mint and Ginger 
beer; though both these still include an 
English twist from their English mint and 
rhubarb. 
 

Folkington’s

Luscumbe Drinks

Founded by Jodie and Howie, Shaken Udder 
is the result of a dream to give wonderful 
British milk the credit it really deserves. They 
firmly believe you get out what you put in, so 
their flavour-packed shakes use only the best-
quality fresh British milk and the very finest 
natural ingredients. The result? A magnificent 
herd of delicious-tasting milkshakes!

But what makes their shakes so different 
from the rest? Well it’s all to do with the ingredients of course! They think milk is great 
on its own, and rather than ruin it with unpleasant things like modified maize starch, 
butter milk powders and artificial flavours, they like to keep it pure so they only add 
scrummy natural ingredients to it.

They use proper bananas, bright, beautiful strawberries, the finest vanilla beans and 
real chocolate pieces sourced from Belgium to get the flavours they know you love. 

They go to great lengths to find the right ingredients that make their milkshakes 
taste just right, and the newest flavour in the Shaken Udder family is no exception; 
their deliciously decadent Salted Caramel flavour blends the smooth taste of golden 
caramel and the finest Maldon Sea Salt together to create a perfectly milkshake 
pairing.

Shaken Udder
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Cold drinks

At Savse they cold-press their fresh fruit and veg to ensure 
that each bottle is crammed full of goodness; that’s what 
Savse (pronounced sav-say) means from back home 
in Georgia. They’d never settle for anything unhealthy, 
heat-pasteurised or with added sugar, so they use 
HPP (High-Pressure Processing) to preserve their 
smoothies. HPP is an innovative preservation method 
that allows the full fruit and veg that go into their 
smoothies to retain their natural goodness, without 
using any heat. This ensures every bottle tastes as 
fresh as one made in the kitchen, where it all began.

You can trust that every bottle is packed full of 100% 
natural ingredients giving you the tastiest, healthiest 

smoothies around with the added bonus of 2 of your 
5-a-day 

 

Summerhouse Drinks is one of Scotland’s newest, family-
owned, soft drinks companies. Its range of award-winning, 
100% natural, slightly sparkling drinks includes: a Scottish 
tonic water (launched April 2015), a traditional Misty 
Lemonade, a Scottish Raspberry Lemonade, a Hint O’Mint 
made with infused natural mint and the newest addition to 
the range, a Lavender Lemonade - a subtle and aromatic 
flavoured lemonade infused with lavender flowers.

Summerhouse Drinks aim to offer sophisticated soft 
drinks as an alternative to overly fizzy, sugary drinks. It is 
a grown-up flavour which is special without alcohol and is 
the perfect drink to enjoy in summer. 
 

Summerhouse Drinks

Savse

Cracker Drinks
As with all new Cracker products, these have no added 
sugar or artificial sweeteners. Taking sugar out of all their 
products is something that they as a company have been 
working on for 3 years now. In fact they have just recently 
launched a range of no added sugar drinks in retail which 
are replacing all their products currently on shelf (some of 
which still used added sugar).

Cracker Drinks Skinny range – a newly launched range 
which is natural but reduced in calories and enriched with 
vitamins

Cracker Drinks Blended range – a premium adult juice 
drink option, again completely natural, offering some 
interesting blends of fruit. 
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FrieslandCampina
One of the world’s largest dairy companies, provides 
millions of consumers all over the world with dairy 
products containing valuable nutrients every day. A 
cooperative with more than 19,000 member dairy 
farmers, FrieslandCampina’s products find their way to 
more than 100 countries.

In the UK, FrieslandCampina is the home of YAZOO; one 
of the leading brands in the dairy drinks category, and 
Optiwell; launched in September to redefine the yogurt 
drink category by creating a new segment which is aimed 
at adults rather than appealing to children.  
 

Heartsease Farm have a passion for making the simplest of things 
taste great!

They offer an array of delicious tasting soft drinks made from the 
finest ingredients they can source and their own Natural Spring 
Water.

Heartsease has been a family farm since 1903; within the 
Heartsease Farm Super Premium Range they can offer the 
following Flavours: Apple and Rhubarb, Fiery Ginger Beer, 
Blackcurrant Crush, Traditional Lemonade, Elderflower Pressè and 
Raspberry Lemonade. 

Heartsease Farm is available in a Single Serve 330ml glass bottle 
as well as a larger table sized bottle perfect for sharing with friends, 
there is also, uniquely, a plastic Single Serve Bottle perfect to Grab 
and Go!  

Heartsease Farm

Lovely Drinks - Lovely Drinks is an award-winning producer of 
artisan soft drinks and juices, based in the countryside near Bristol.
Lovely Drinks started life as a hobby when owners Rick and 
Victoria began making elderflower presses with all the flowers in 
their garden. Friends kept remarking how ‘lovely’ it was and the 
idea for their business blossomed.

Lovely Drinks create classic English flavours with a twist, using 
high quality ingredients, sourced as locally as possible. Their range 
includes Elderflower & Rose infused with distilled English roses, 
Sparkling Lemonade flavoured with West Country lavender and 
Rhubarb & Ginger made with Herefordshire apples and Yorkshire 
rhubarb.  
 
 
 

Lovely Drinks
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Cold drinks

Hampstead Tea

Berrywhite organic drinks combine super fruits and healthy 
extracts, providing an amazing taste sensation with a 
lightness that refreshes. With flavours such as Pomegranate 
& Blueberry, Peach & Goji Berry, Cranberry & Guava, and 
Lemon & Ginger, each is available as a still or sparkling 
drink. A healthier option to mainstream drinks, they have no 
added sugar and nothing artificial. Berrywhite is available 
at supermarkets, contract catering sites and independent 
outlets. Founded by Andrew Jennings in 2012, a donation is 
made to charity for every drink sold, supporting innovative 
and worthy projects to educate people in less privileged 
communities.

Berrywhite

In recent years there has been a 
growing interest in the treasure chest 
of teas from around the world that are 
available for people to try for the first 
time.  Recently there has been a huge 
surge in freshly brewed iced teas and 
Hampstead Tea go a step further by 
offering RTD iced teas in an organic 
and biodynamic format – great taste 
with peace of mind, peace of mind 
that drinkers are sustaining the highest 
degrees of sustainable and ethical tea 
production.  Their Iced teas have the 
addition of natural real fruits which 
deliver a tea that is adaptable to the 
younger generation of tea drinker.  
Iced teas are a great offering for out of 
home, impulse, and grab and go arenas 
as they add something completely 
different for the consumer to enjoy.

Whether you choose an original classic, a tempting exotic, a refreshing citrus or berry flavour, a sip of Pago will always feel like a 
luxurious treat. With the most intense variety of tastes, they invite you to discover your own personal favourite. One characteristic 
they all share together: Pago juices are only produced from natural ingredients, sourced from the best producers in the world.
All of their drinks are naturally delicious and full of real fruit juices and fresh spring water. They’re perfect for pouring into pitchers 
and sharing with friends, or as a tasty tee-total tipple.

Cordials
For generations, country people have been making fruit cordials as a way of preserving summer fruits to enjoy over the winter 
months. Their range of naturally delicious cordials are made using the same traditional methods. They contain masses of pressed 
fresh fruits, freshly-picked flowers and cooked spices so they taste deliciously real and they dilute up to 1:10. 

Pago Juices

Levi Roots
Levi Roots offers a handy 500ml format for consumers who are looking 
for refreshment on the go.
The range has been instrumental in driving tropical flavoured soft drinks 
in the UK despite a declining flavoured carbonated market, proving that 
consumers have a genuine taste and preference for exotic based drinks. 
In addition they have added value through introducing new consumers 
to the category and increasing the selection of existing soft drink buyers.
 
Vimto
The Vimto RTD range continues to go from strength to strength with 
a Strawberry Still variant introduced to the popular 500ml Sports Cap 
range.
Also part of the core packaged range available in the OOH sector are 
a 330ml can with a ‘zero’ variant, 500ml Fizzy and Fizzy bullet bottle 
as well as a Vimto No Added Sugar Tetra pack perfect 
for kids consumption.
The range also includes a 250ml Mini’s Sports Cap and 
a Fizzy 275ml glass bottle.

Nichols



There’s no denying that food and drink 
form a major part of almost every social 
and cultural activity in our society, 
bringing people together as communities 
as well as bringing communities together. 

However, as the world changes, the food 
supply chain has also developed into a 
global system that is immense in size; 
dynamic and complex in nature. 

Ever wondered how far food 
travels?

Simply looking at the journey that 
the ingredients contained in a bar of 
chocolate have travelled, can be mind 
boggling: Chances are, the bar was 
manufactured in a factory in the UK and 
you probably bought in a supermarket 
down the road. But there’s a strong 
chance that the salt in that bar came 
from China, the palm oil from Southeast 
Asia, the whey from New Zealand, the 

sugar from the Caribbean, the cocoa 
from South America, the calcium 
sulphate from India and the milk and 
wheat from several EU countries.
There’s no running away from it. 
Complex supply chains in the food 
system mean that we live and eat in 
a global world. In the UK alone, we 
produce less than 60% of our own 
food, and import the rest from over 
180 countries. Changes in international 
demand, as developing countries 
become more affluent, can easily 
threaten our food supply – especially 
relevant to those in the food industry. 

Add to this diet related illnesses, two 
billion more mouths to feed in less than 
50 years and it’s clear we need a  radical 
rethink of how we choose the food we 
eat, as well as produce meat, utilise 
water, sow the land and find ground 
breaking ways to grow crops in places 
that can’t sustain life.

What do consumers know 
and care about? 

The Food Standards Agency (FSA) ran 
public dialogues last year, to understand 
more about what consumers know and 
care about in the food system and how it 
might change in the coming years. 

It’s clear that consumers – and that’s all 
of us - care about what we put in our 
shopping baskets, on our plates and our 
dinner tables, and what we feed family 
and friends – and we obviously expect 
it to be safe to eat. But many of us were 
also surprised by how little we knew 
about the food system now and what 
might change in the future and why. 

Among the worries 
articulated were:

• by losing connection with our food, 
we would lose connection with our 

Food standards agency

As the world changes, the food supply chain has developed into 
a global system that is immense and complex in nature. Is the 
industry ready for the pressures facing the food system?

Feed the world
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communities, family life and a part of our 
identity

• modern lifestyles, marketing practices 
and human nature would lead us to 
choose cheaper, processed foods leaving 
the food we consider to be healthy to feel 
like a luxury. 

• people aren’t aware of where food 
comes from and of the wider impact of 
our choices. 

Consumers also said that they wanted 
information and the ability to choose, 
and that the opportunity was there for 
Government to help them and for the 
food industry to gain their trust. 

Our Food Future – the event

Last month, almost 150 experts from 
across the food industry, science and 
research gathered in London at the  
Our Food Future event. The aim was  
to develop a shared understanding of  
the impact medium-term changes in  
the global food system could have on  
the UK consumer.

As well as those who attended the 
event, over 6,000 people from across the 
world, watched the proceedings via a 
live webcast and for several hours in the 
morning #OurFoodFuture was the third 
highest trending topic on twitter in the 
UK. 

Presentations and workshop discussions 
on the day focused on four key themes: 
Convenience vs Connection; Health/
Quality vs Price; Information, Education 
and Transparency; Power, Trust and 
Empowerment.

FSA Chief Executive Catherine Brown 
said: ‘The event put us right back in the 
middle of the discussion about what 
people in this country need from the food 
system now and in the future. I am really 
looking forward to working out where we 
go next with this work.”

You can find out more about Our Food 
Future here and join the conversation 
by telling us what you think using 
#OurFoodFuture 

Food standards agency
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James Daglish
Partner
Goodman Derrick LLP 
 
James Daglish is a partner in Goodman 
Derrick’s specialist Hospitality and 
Leisure team providing real estate 
and licensing advice to his clients in 
the sector who include restaurants, 
nightclubs, bars and pubs, and 
retailers. James has worked in the sector for over ten years, 
he takes a commercial approach to his work with Chambers & 
Partners Legal Guide noting that he “addresses the problems 
you’re considering and gives an objective view,” and that he is 
“diligent, intelligent and strategically superb”.

legal

so you’ve found a business you like, and have 
agreed a purchase price.  you are keen to get on 
with it.  what next? 
 
As ever, there are some boring but important points to look at.  
And here are a few key legal ones.

Normally a business will come with a property, or perhaps 
several properties.  As with buying a home, its legal status will 
need to be checked – so called “due diligence”.  Are there, for 
example, restrictions on the title which could prevent the sale or 
result in a financial liability down the line?  If lending is involved, 
the level of “due diligence” is often a little bit more involved, as 
banks tend to require a higher level of scrutiny.

Depending on the nature of the business being acquired, and 
its value, you may need to carry out “due diligence” on the 
business assets.  Is, for example, a lucrative contract terminable 
on its sale?  Similarly, if it’s a corporate acquisition, have all the 
company filings and arrangements been carried out properly?  

Most businesses these days will need their regulatory 
requirements checked.  In the food and restaurant sector that will 
focus on the necessary licences, notably the premises licence for 
any hot food sales after midnight and the sale of alcohol.  If these 
are not in order, the business could be forced to close unless and 
until they are.

The employees that will automatically transfer to you will be 
a key point to look at in most instances. What are their terms 
and conditions? Are there any employment disputes?  Have the 
correct transfer procedures (so called TUPE) been followed?  The 
financial liabilities here can potentially be quite significant.

buying a business is More 
than just Finding one you like 
the look oF!

If the business is of a substantial size, then advice may 
well be needed to check the pension arrangements, and in 
particular that there isn’t a gaping hole in them!

Finally, the tax position is normally a key issue to consider.  
Not only as to whether there are hidden liabilities, but also 
to check whether the transaction is a “transfer of a going 
concern”, whether there are capital allowances that need to 
be transferred across, and the like.

In some cases, you may take a view on a few or all of such 
points.  But that should at least be with your eyes wide open.   
Ignorance is not bliss, and could result in the business being 

unable to operate or financially crippled! 
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accountancy

Need more help?

This feature aims to 
give some informal 
hints and tips.  Our 
tax department 
and McPhersons 
Financial Solutions 
are offering 
businesses free advice so get in touch now 
to arrange your meeting.  
Simply email Peter Watters  
p.watters@mcphersons.co.uk   
or call our Head Office on 01424 730000 for 
a free consultation at McPhersons’ London, 
Bexhill or Hastings offices.

Cloud Accounting
Whatever the size of your business, 
small or large, there are many 
advantages to cloud accounting. It will 
allow you to work faster, smarter, view 
your financial information in real time 
(rather than just when your accounts are 
prepared) and will allow your accountant 
to provide more relevant, up to date 
advice. How do we know this? Because 
we are already in it, alongside many of 
our clients.

What does working ‘in the 
cloud’ actually mean?

The cloud basically means you have 
your own space on the internet for all 
your accounting data. This makes your 
data and software available anywhere, 
at any time. All you have to do is log 
on and you can see everything that is 
normally currently available on your own 
hard drive.

The cloud is not just about accounting, 
it’s everything that allows you to 
continue working normally wherever 
you are. As long as you have internet 
access, you can view your normal 
desktop from any device, anywhere.

Consider the advantages of this if you 
implement a more modern, hot-desking, 
home working culture?

Even better, our clients can see their 
own information in real time, at any time 
during the year. Gone are the days that 
you have to wait until months after the 
year end to see how your business is 
doing. Cloud accounting solutions have 
great reporting facilities and you can 
access this not just from your PC but 
your mobile devices too. Now, together, 
we can assess performance throughout 
the year and recommend solutions to 
improve profits or reduce costs and 
provide timely tax planning.

I’ve got accounting software 
– what’s wrong with this?

Ask yourself are you getting the 
most out of it. Is it cloud based? 
Does it have good reporting? Is your 
bookkeeping always up to date? Does 
your accountant talk to you during the 
year about your business or does he/
she have no idea how your business has 
performed until the year end accounts 
are prepared (probably many months 
after the year end)?

To find out more about how you can 
get ‘in the cloud’ get in touch with 
McPhersons on 01424 730000 or info@
mcphersons.co.uk
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waste ManagementProperty

Property Our property pages highlight 
businesses for sale, nationwide!

Matthew’s Coffee House is an attractive day time only business with short trading hours, offering therefore more 
potential for evenings or a relaxed lifestyle.  The present turnover is approximately £1,000 per week derived by a 
single operator and very occasional part time staff.  The business is ideal for a single person looking to operate 
an easily managed business in a good location.  There is tremendous scope for deliveries should the business 
wish to expand and scope for an evening operation.  Matthew’s is currently unlicensed and concentrates on high 
margin coffee shop style catering.

There is an attractive ground floor seating area and a well fitted kitchen plus an additional external seating area.  
On the upper floor there is a lounge/art gallery featuring local artists. This is a well established business in the 
same ownership for 8 years and now reluctantly offered due to the desire to expand.

This is a good profitable business to a hands on working owner.  Leasehold offers around £24,950.  Available through Clifford Lax with AWG Business Transfer.  Tel:  
0113 2390330 or 01924 368200.  www.clifford-lax.co.uk or www.awgbusinesstransfer.co.uk.

Sovereign Business Transfer are delighted to bring to the market this well established and highly reputed 
day time cafe which is situated in the heart of a market town in Cheshire.  This well recognised cafe and 
coffee house in the heart of a busy pedestrianised area benefits from many surrounding affluent villages 
and boasts an impressive  range of surrounding shops such as independent retailers as well as the usual 
large food stores, post-office, newsagents, banks and chemists. There are also ample parking facilities 
within the immediate vicinity.

Our clients have undertaken a full programme of refurbishment meaning that the business is in full walk 
in condition and boasts a fantastic food hygiene certificate. The business reputation is unrivalled in the 
area and the word of mouth recommendations contributes greatly to the outstanding level of turnover.  
There is fantastic scope for new owners to take the business to the next level with continued focus on 
quality cuisine, excellent service and extending the trading hours into the evening to trade as a bistro/
restaurant, with an alcohol licence STPP.

This is a perfect opportunity to purchase an established business, with a great base to build upon and 
as such early viewing is highly recommended as this superb business is not to be missed. 
Weekly sales in the region of £10,000+.  Asking price of £214,950+SAV.   
Please call Sovereign on 0161 486 1958’. - Details www.sovereignbt.co.uk

thriving Cafe/bistro For sale - south Cheshire

easily Managed CoFFee shoP – west yorkshire

Modern eye-catching unit with rear catering kitchen.  Benefitting from on-street parking. Offering 
deliveries within a 5 mile radius. T/O £2,200 pw (incl. approx. 30% deliveries). Overall GP 65/70%. 
Family run. Open 5-10 pm – 7 days. Leasehold at current rental of £10,000 p.a.x. - £45,000 + S.A.V. 
(Ref. C.3642) *NEW INSTRUCTION*

Details: www.andrewgreenwood.com

loCk-uP PiZZa take away (a3/a5 use), PriZed Posn in Centre 
oF wealthy CoMMuter village, nr FarehaM
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CaFe with Fish & ChiP shoP
Wigan, Greater Manchester 
Type: Award Winning Cafe With 56+ Covers, T/O 
£4,000 Per Week 

Price: Guide Price £125,000+sav Leasehold

Details: www.sovereignbt.co.uk

outstanding Fish & ChiP shoP 
Leeds Area

Type: Well established and easily run (5 days 
only) with quality equipment. 

Guide Price: Leasehold O/A £35,000.  
Details: www.clifford-lax.co.uk

bakers/sandwiCh take-away 
Unopposed Village, Chemsford Borough 

Type: Huge Scope if run under family. 
 Part private finance available from seller 

(STS). Price: £125,000 L/hold or F/hold available. 

Details: www.bradleyscountrywide.co.uk

Property

CaFe/restaurant  
Sheffield, South Yorkshire 

under
130k

under
150k

under 
80k

under 
£130k

detaChed restaurant 
Near Bishops Stortford 

Type: 70 covers (3 sections). Takings £4,000 - 
£4,500 p/w on 6 evenings only.  

Price: £75,000 

Details: www.bradleyscountrywide.co.uk

Freehold Fish & ChiPs take away 
Eastern Outskirts of Southampton 

Type: Offering traditional menu with scope for 
deliveries 

Price: £299,000 + S.A.V. PRICE REDUCTION    

Details: www.andrewgreenwood.com

under
40k

under 
£300k

Type: 50+ Covers Over 2 Spacious 
Floors, Annual T/O £370,000 

Guide Price £149,950+sav Leasehold
Details: www.sovereignbt.co.uk
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Discover what exciting events and exhibitions are taking 
place over the coming months for the foodservice industry

dates for your diary

Diary Dates

in the 
next issue

Pies and Pasties
Products in this part of the market are selling faster than ever. We look at some 
of the trends in the world of pies and pasties and what makes them so popular.

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

improving kitchen hygiene  
We hear from the experts about why keeping the kitchen clean is important and 
pick up some tips on how to ensure you’re meeting industry standards.

location
neC birMinghaM

location
event City, ManChester

Farm shop & 
deli show

the northern  
business  
exhibition 

April 
2016

18th-20th

April 
2016

14th - 15th -

Award Winning, Market Leading, Specialist 
Retail Event. At the Farm Shop & Deli Show 
you’ll find all the big ideas, innovative 
suppliers and exciting products you need to 
make 2016 a year to remember!

We understand that when you’re passionate 
about what you do, finding like-minded 
suppliers is necessary to make your 

business succeed. So make sure you come 
along to Farm Shop & Deli 2016 to touch 
and taste everything it has to offer.

Work in the Start-up, SME and/or corporate 
sectors? Whether you are looking to get 
your new business idea up and running or 
you want to protect and grow your existing 
business, NBE has everything you need 
under one roof. The show is the north’s 

premier business exhibition, and is a magnet 
for ambitious business owners and decision 
makers, like yourself.

location
olyMPia london

Cafe Culture  
show 

10th - 11th

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

At no other show can your company and 
products be placed in front of the targeted 
audience of potential buyers that the 

Caffè Culture Show delivers. Around 5,000 
visitors attend primarily to invest in products 
and services so don’t miss out on the 
opportunity to see so many prospective new 
customers under one roof.

May 
2016






