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With the nights drawing in and the temperature starting to drop, there’s 
nothing better than tucking into a comforting hot meal or warming yourself with a 
hot beverage.

And there’s nowhere better for food-to-go and quick service restaurant operators 
to find out about the latest trends in the market this autumn, than right here in the 
pages of this magazine.

One story that has caught my eye in the past month, is that of a restaurant in 
Staffordshire that was prosecuted for blocking the sewers with fat, oil and grease.

All businesses in the food-to-go/QSR sector should pay attention to this and 
ensure they take necessary measures to ensure they do not find themselves in 
the same predicament.    

Anyway, back to this month’s magazine.

First up, it’s QuickBite’s Snack Review, where we take a look at the broad 
spectrum of snacks the UK market has to offer. 

Our second feature focuses on hot beverages. We find out why the popularity of 
coffees, teas and hot chocolates shows no sign of waning, as well as what your 
business can do to improve and expand your offering. 

Next up, we explore the importance of the frozen food market and how 
using frozen products can benefit businesses. We also take a look at freezer 
equipment, energy efficiency and the choices available for your business.

In our final feature, we take a look at the payment options available to food-to-go 
and QSR operators. From contactless, to Apple or Android pay, we find out how 
customers can now pay for their meals and discover the advantages of cashless 
payment systems. 

As usual, we have all the latest news, as well as our regular columns from the 
leading law and finance experts.

We also speak to Rachel Tweedale, from the Elite Fish and Chip Company, 
as well as taking a look at the latest business properties on the market in our 
property section. 

Last, but not least, we will be finding out about the latest products available in the 
food-to-go and quick service restaurant sector. 

Until next time,

Steven
To subscribe call  +44 (0) 333 003 0499

Front cover provided 
by DiVinci Page 24
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News Round-up

Up to now the standard list price hasn’t been 
printed in the company’s annual brochure, 
The Chef’s List, or online.
  However, now customers will be able to see 
a price, to which they will be able to apply 
their agreed discount. 
  Brakes customers had previously only been 
able to see their invoice pricing if they have 
an online ordering account. 
   Charlie Burton, Brakes Pricing Director, 
said: “Following our new website launch in 
May, and in preparation for the release of 
our new look product portfolio, The Chef’s 
List, in the Autumn, we carried out some 
customer research to understand how we 
could make it easier for them to shop our 
range. 
   “The request customers made more than 

any other was to be able to access list 
prices, and we are now happy to offer just 
that opportunity.
   “Providing list prices will add even greater 
relevance to The Chef’s List by making it 
much easier for our customers to compare 
the relative value of thousands of products, 
so that it is ultimately both more engaging 
and of greater use - and every customer 
benefits from the Brakes Trade Discount, 
giving them great value across our market 
leading range. 
   “This latest service will add yet another 
layer to the stack of benefits of buying 
from Brakes, which includes hundreds of 
the best offers in the market every month 
and the ability to collect Nectar points on 
purchases.”

brakes publishes list prices for all to see
Food wholesaler Brakes is now publishing its list of prices in print and 
online.

Taco bell welcomes 
diners to new 
Rotherham outlet

The new restaurant opened its doors in 
Rotherham.

The outlet is the seventh Taco Bell 
location that franchise group Northgate Fast 
Food will have opened in the space of two 
years.

The opening of the new store has created 
30 new jobs.

Arjun Patel, of Northgate Fast Food, said 
“We love being able to bring Taco Bell to the 
hungry North. Being locally from Yorkshire 
myself I always craved something a little 
different when eating out, and the response 
from the Taco Bell fans after each opening 
has reflected my sentiment. I can’t wait to 
see the response from Rotherham next.”

The single story, 46-seater restaurant 
features an urban look with influences from 
Mexico and the brand’s California based 
headquarters.

  The centrepiece of the restaurant is 
the open kitchen which showcases quality 
ingredients and lets consumers watch their 
food being made fresh to order.

Nick Dawson, General Manager of Taco 
Bell Europe, said “We are lucky to have 
such a great local partner who is driven to 
continue to bring Taco Bell to the people 
of Yorkshire. There is great passion for the 
brand up here and we’re excited to show the 
people of Rotherham what it means to Live 
Más.”

Mexican food chain Taco Bell has 
opened its 12th UK outlet. 
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News Round-up

Chipotle appoints Jim Slater as managing director in europe 

Based in the UK, Mr Slater has made 
a career of building successful European 
brands, including Costa Coffee, Bombay 
Sapphire Gin, and Sunderland Association 
Football Club. 

As managing director at Chipotle, Slater 
will oversee the strategy, development 
and growth of Chipotle’s European 
business.

Steve Ells, Chipotle founder, chairman, 
and co-CEO, said:  “Jim not only believes 
in our commitment to change the way 
people think about and eat fast food, but 
he also celebrates our vision of building 
teams of top performers empowered to 
achieve high standards.

“We have great confidence in his 
abilities and expertise, and believe his 
leadership will help us enhance and grow 
our business in Europe.”

Slater most recently served as the 

Mexican grill chain Chipotle has announced the appointment of Jim Slater as the company’s managing 
director in Europe. 

managing director of Costa Coffee in the UK 
and Ireland, overseeing 2,200 stores and 
more than a billion dollars in sales. 

At Costa, he was instrumental in the 
efforts that resulted in Costa becoming 
bigger in the U.K. than Starbucks, Nero, Pret 
a Manger and Eat combined. He and his 
team won Marketing Society’s Brand of the 
Year award in 2011, and became The Times’ 
‘Brand of the Decade’ in 2014. 

Slater laid a classic blue-chip career 
foundation with Mars, Kraft and Diageo 
before joining the football team he 
supported since childhood, Sunderland 
AFC, as commercial and marketing director 
in 1998. 

Mr Slater said: “Chipotle’s commitment 
to better food from ingredients raised and 
grown with respect for animals, farmers 
and the environment is consistent with how 
many Europeans eat and the brand is one 

that really resonates with customers here. 
“Looking at the success of Chipotle in the 

US, I know the company has tremendous 
opportunity in Europe and I look forward to 
continuing to develop the Chipotle brand in 
these markets.”
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News Round-up

The chains, owned by restaurant operator 
the Casual Dining Group (CDG), were due to 
open at Center Parcs Longleat Forest, with a 
Bella Italia restaurant opening at Center Parcs 
Sherwood Forest.

There are 55 Las Iguanas restaurants 
operating in the UK and sites in Brighton 
Marina, Braintree, Bournemouth and 
Chelmsford lined up for opening by the end of 
the year. 

The CDG plans to open 20 sites a year for 
the brand in the next two years.

One hundred and twelve Bella Italia sites 
are now open and CDG recently announced a 
franchise deal in Saudi Arabia, which will see 
18 Bella Italia sites open in the country over 
the next four years.

Mark Nelson, CDG’s Director of 
Concessions, Franchising and International 
Development, said: “I’m particularly excited 
about introducing Las Iguanas to Center Parcs 
– it’s the brand’s first concession and the 
perfect match for Center Parcs’ visitors.”

CDG is also launching a new Gelato Café 
at Center Parcs Sherwood Forest, which will 
offer drinks and desserts and is based on 
its Bella Italia Gelato Cart concept available 
at Bella, where customers select their own 
number of gelato scoops, flavours and 
toppings, with gelato sourced from the Callipo 
family Gelateria in Pizzo, Italy. 

The café will have its own gelato vehicle 
inspired by the company’s first full size gelato 
van at its Bluewater shopping centre site in 
Kent, its biggest Bella Italia site to date.

Mr Nelson added: “Bella Italia’s gelato cart 
concept has proved a very successful addition 
to the brand’s offer and Center Parcs is the 
ideal location to develop that concept with a 
stand-alone café, building on the successes 
and learnings we have gained through the 
Bella offer.”

 
Las Iguanas and Bella Italia are 
being introduced at Center Parcs.

Las iguanas and bella 
italia make Center Parcs 
debut

UK’s top 10 fish and chip shops revealed 

Shortlisted as part of the 2017 National 
Fish & Chip Awards, organised by Seafish, 
the 10 shops will now compete to be 
crowned the Independent Takeaway Fish and 
Chip Shop of the Year, and lay claim to the 
title of ‘best fish and chip shop’ in the UK. 

The 10 finalists are: Fochabers Fish Bar, 
in Fochabers, Moray, Scotland; Hennighan’s 
Top Shop, in Machynlleth, Powys, Wales; The 
Dolphin Takeaway, in Dungannon, County 
Tyrone, Northern Ireland; Miller’s Fish and 
Chips, in Haxby, North Yorkshire; Hodgson’s 
Chippy, in Lancaster, Lancashire; Oldswinford 
Fish & Chips, in Dudley, Stourbridge; Burton 
Road Chippy, in Lincoln, Lincolnshire; 
Henley’s of Wivenhoe, in Wivenhoe, 
Colchester; Godfrey’s Fish and Chips, in 
Harpenden, Hertfordshire; Kingfisher Fish 
and Chips, in Plympton, Plymouth. 
To get to this stage, contenders have had to 
fry at the top of their game, facing appraisal 
by industry experts across a variety of criteria 
including menu development and innovation, 
sustainable sourcing policies, staff training 
processes, and marketing and promotional 
activities.

They also received mystery shopping 
assessments.

Having been crowned the top shop in each 

of their respective regions, the hopefuls 
will now put their presentation skills to the 
test in one last judging round.

Held in London, on January 25, 2017, 
this final judging stage will determine 
the overall national winner that will be 
announced at an awards ceremony, on 
January 26, 2017. 

James and Bonny Ritchie, from 
Simpsons Fish & Chips in Cheltenham, 
Gloucestershire, the winners of the 2016 
Independent Takeaway Fish and Chip 
Shop of the Year Award, said: “Winning 
the 2016 National Fish & Chip Awards was 
a life changing experience and a moment 
we’ll treasure forever. 

“From the minute we were crowned 
winners we saw a dramatic increase in 
business across both our takeaway and 
restaurant.” 

Marcus Coleman, Chief Executive at 
Seafish, said: “The Independent Takeaway 
Fish and Chip Shop of the Year Award is 
one of the highest honours a fish and chip 
business can receive. 

“These 10 finalists are a credit to the 
industry and I commend them for reaching 
this stage of the competition.”

The UK’s top 10 fish and chip shops have been announced.
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News Round-up

Pod opens the doors of 
its 24th site

After the success of their shop on 
Kingsway, in London, this summer, the 
business has opened its latest store on 
Upper St Martin’s Lane, in Seven Dials, 
London. 

The new Seven Dials site will be open 
late seven days a week to serve fresh 
breakfast, lunch and dinner. 

Pod chefs are also working on a range 
of innovative hot food dishes, which are 
due to launch over the next six months. 

The restaurant will also offer a full 
catering service via their online ordering 
platform, specifically created for meetings 
and events, widening their delivery 
footprint. 

John Postlethwaite, Pod’s Executive 
Chairman, said: “We are extremely proud 
of this opening, it is a big step forward 
for us and we are pleased to finally be 
answering the demand from our West End 
customers. 

“We are testing a slightly different 
operating model here with no langars 
in the customer area. It is designed for 
speed of service to fit with the needs of 
the location. We have set a new standard 
for fast, fresh food in the area. Our sights 
are now firmly set on further West End 
locations”. 

Healthy fast food chain pod has 
opened its second site in two 
months, taking the total number 
of outlets to 24. 

Japanese restaurant chain YO! Sushi has launched a new talent 
development programme focusing on building long-term careers. 

yO! Sushi launches talent development programme 

Through partnerships with Ingeus, 
Jobcentre, Learn Direct, Springboard and 
the Department of Work and Pensions, the 
programme includes initiatives targeted 
at first time workers and long-term 
unemployed, designed to improve staff 
retention and enhance the skills of the YO! 
Sushi workforce.

Working alongside the young people 
employment scheme specialist Ingeus, 
YO! Sushi has launched an apprenticeship 
scheme, offering young people NVQ Level 
2 in Professional Cookery, Food Production 
and Food & Beverage Service. 

Currently piloting the scheme across 
nine restaurants in London, YO! has already 
recruited 20 apprentices and aims to roll 
out the programme nationally in October, 
extending qualifications to also include 
management.

YO! Sushi is also collaborating with 
Jobcentre and charity Springboard to 
offer two and eight-week work experience 
placements for 14 to 18 year olds, helping 
them to gain valuable experience in the 
front of house and kitchen teams. 

Currently available in six restaurants 
where candidates have already been 
offered permanent team member roles, 
the chain aims to roll out the programme 
across the business, with candidates 
receiving appropriate references and being 
considered first for permanent roles when 
available.

A new sector-based work academy for 
those out of work for between six months 
and two years will also offer training and 
qualifications in WorldHost Guest Care, 
Food Safety, Health and Safety and basic 
kitchen schools. 

Run in partnership with Learn Direct, the 
academies are run for two weeks, followed 
by a three-week work experience shift, with 
a final assessment at a regional centre. 

Currently running in Fareham and Oxford 
with 28 people, all successful applicants will 
be guaranteed job interviews. 

Jo Childs, People Director at YO! Sushi, 
said: “Our staff make our business what it 
is and we pride ourselves on our brand and 
our unique customer experience, which 
is why we’re investing in our new talent 
development programme. We already hugely 
benefit from promoting within, with many 
of our staff in the head office starting on 
the restaurant floor. Our new learning and 
development programme supports this 
ethos even further, ensuring we are creating 
long-term careers at YO! Sushi, not simply 
jobs.”

Paul Scott, Head of Hospitality at 
Jobcentre Plus, said: “YO! Sushi is 
developing an exciting training academy 
approach to recruiting Jobcentre Plus 
candidates. Early outcomes have been 
encouraging, offering new starts in the 
sector to unemployed participants.”
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The re-opening, 
which has led to the 
creation of six new 
jobs, is part of a 
multi-million pound 
nationwide redesign 
programme, by the 
company.

A new menu will 
also be rolled out 
that includes the new 
Ultimate Thin pizza – 
featuring Pizza Hut’s 
thinnest ever crust – 
Kentucky style BBQ ribs, frickles (fried pickles) and American style 
waffles.

All of Pizza Hut Restaurants’ famous icons – including the ice 
cream factory, salad station and buffet – still take centre stage, 
but form part of the new, interactive design that includes a central 
preparation station offering a range of desserts including warm 
cookie dough, and a self-service soft drinks hub allowing guests to 
refill drinks at their leisure. 

Michelle Ford, the restaurant’s manager, said: “The new Hut looks 
amazing and we’re confident guests will be really impressed. We’ve 
worked hard to create a fun and exciting atmosphere with new wall 
art and funky lights. Our guests will notice a real difference as soon 
as they walk through the door. 

“To top off our new makeover, we’ve also introduced a brand new 
menu. We are always keen to mix things up and now there’s even 
more of a reason to dine with us.” 

The redesigned restaurant provides a more open and inviting 
dining space for customers along with improved lighting schemes. 

The investment in Bristol is part of a broader £60 million 
refurbishment and restructuring programme for the business, 
secured through private equity investment from Rutland Partners 
in late 2012. The re-opening, which has led to the creation of six 
new jobs, is part of a multi-million pound nationwide redesign 
programme, by the company.

A new menu will also be rolled out that includes the new Ultimate 
Thin pizza – featuring Pizza Hut’s thinnest ever crust – Kentucky 
style BBQ ribs, frickles (fried pickles) and American style waffles.

All of Pizza Hut Restaurants’ famous icons – including the ice 
cream factory, salad station and buffet – still take centre stage, 
but form part of the new, interactive design that includes a central 
preparation station offering a range of desserts including warm 
cookie dough, and a self-service soft drinks hub allowing guests to 
refill drinks at their leisure. 

Michelle Ford, the restaurant’s manager, said: “The new Hut looks 
amazing and we’re confident guests will be really impressed. We’ve 
worked hard to create a fun and exciting atmosphere with new wall 
art and funky lights. Our guests will notice a real difference as soon 
as they walk through the door. 

“To top off our new makeover, we’ve also introduced a brand new 
menu. We are always keen to mix things up and now there’s even 
more of a reason to dine with us.” 

The redesigned restaurant provides a more open and inviting 
dining space for customers along with improved lighting schemes. 

The investment in Bristol is part of a broader £60 million 
refurbishment and restructuring programme for the business, 
secured through private equity investment from Rutland Partners in 
late 2012.

Pizza hut Restaurants unveils £238,000 
refurbishment for bristol outlet
Pizza Hut Restaurants has unveiled its revamped 
Bristol Longwell Green Hut, following a £238,000 
makeover.



News Round-up

The LEON X Gizzi Chicken Satay Salad 
takes inspiration from Gizzi’s cookbook 
Gizzi’s Healthy Appetite.

The Gizzi satay salad comprises a sweet 
potato, carrot and daikon spiralised salad, 
topped with LEON’s chargrilled chicken 
and finished with a pot of satay sauce. A 
sprinkling of LEON’s toasted seeds is added 
last for extra crunch. 

The new menu will also include Pulled 
Ham Black Bean (LEON’s current black bean 
dish with ham added) and Sicilian Chicken 
Meatball Salad. 

John Vincent, LEON CEO, said: “Gizzi 
cares about and enjoys food as much as us, 
and has always believed as we do that food 
can both taste good and do you good. We’ve 
found a soulmate – together we’re going to 
create the next chapter in the future of fast 
food.”

Gizzi said: “I’ve always loved LEON, and 
working with them to turn my recipe into a 

quick and healthy dish has been so much 
fun. 

“I’m really proud of what we’ve created 
together and the fact it’s available for all 
LEON lovers. We’re working on more exciting 
projects this year, so watch this space.” 

The launch of the new menu comes as 
LEON opened its new Liverpool Street 
Station store, the first to be opened by 
franchise partners SSP. 

The agreement was signed earlier this year 
and will see LEON bring its fresh fast food to 
additional new sites in railway stations across 
the UK.

 Simon Smith, CEO of SSP, UK said: 
“We are delighted to be bringing this great 
brand to passengers at London Liverpool 
Street as well as those who live and work in 
the local area. Offering a fresh take on the 
concept of ‘fast food’, Leon is a brand that 
will undoubtedly prove popular with SSP’s 
customers and our clients. “

Natural fast food chain LEON has launched its new autumn menu which 
includes an exclusive new dish, made in collaboration with celebrity 
chef Gizzi Erskine.

LeON launches new autumn menu with a 
little help from celebrity chef gizzi erskine

ThaiWorks 
takeaway 
restaurant opens 
its doors

 ThaiWorks has moved into the site 
vacated by the Tasty Moment Chinese 
takeaway, in the Westbourne area of the 
town.

The menu features classic Thai dishes 
of red, green and Massaman curries, 
plus innovative modern items such as 
cheeseburger spring rolls.

The healthy dishes are all prepared and 
cooked freshly on site using the highest 
quality ingredients.

The opening is the first of what is hoped 
will become the first nationwide Thai 
takeaway chain.

Adam Webb, the former marketing 
manager at Thai restaurant chain Giggling 
Squid, is leading the project and has 
invested £100,000 in refurnishing the 
premises.

A second opening is planned within the 
year, with a further two acquisitions in the 
following 12 months.

The company has already attracted 
significant investment from a number of 
existing industry players and will initiate a 
crowd funding offering next year.

Mr Webb said: “There’s a strong demand 
for quality Thai takeaway food which peaks 
at the end of the working day and for party 
celebrations at weekends.

“The plan is bringing true quality food 
and service into the home delivery market 
place.”

A new Thai takeaway restaurant 
has opened its doors in 
Bournemouth.
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News Round-up

Old Town Hall, which has been transformed 
into a leisure development, welcomed its first 
visitors on October 21. 

GBK’s new restaurant is situated next to the 
Odeon cinema in the development.  

The outlet, along with all-day café bar 
concept Loungers and Nando’s, join Costa at 
the Old Town Hall complex. 

Councillor Jean Stretton, Leader of Oldham 
council, said: “We are delighted to have 
formally signed GBK, Loungers and Nando’s 
and confirmed the opening date.  

“Along with Odeon and Costa, the Old Town 
Hall is really taking shape ahead of its opening 
next month, and we are experiencing very 
strong interest from a number of other leading 
restaurants to complete the line-up. 

“This first wave of signings also reflects the 
growing recognition that Oldham is changing, 

Premium Burger brand Gourmet Burger Kitchen (GBK), Loungers and Nando’s has launched flagship 
restaurants in the revamped £36.7m Old Town Hall complex.  

gourmet burger Kitchen, Loungers and Nando’s to move 
into Oldham Old Town hall complex

The milestone location was opened in Los Angeles, California.
Nick Travis, Chairman and Chief Executive Officer of Dunkin’ 

Brands, said: “We now have 12,000 Dunkin’ Donuts restaurants 
around the world with tremendous opportunities for continued 
growth both domestically and internationally. 

“We and our franchisees are proud of the fact that Dunkin’ 
Donuts has become part of the daily ritual of millions of people 
who depend on us for great coffee and other beverages, baked 
goods and sandwiches.

“Looking ahead, we plan to keep growing and innovating, 
bringing customers the  Dunkin’ Donuts products they love, as 
well as new offerings like our Cold Brew coffee and new Dunkin’ 
Mobile App, which allows members of our DD Perks Rewards 
Programme to place their order in advance with On-the-Go 
ordering.”

Doughnut chain Dunkin’ Donuts has opened its 
12,000th outlet worldwide.

Dunkin’ Donuts opens 
12,000th outlet worldwide

thanks to a large extent by significant 
investment in a range of initiatives in the 
town centre, from the three tram stops to 
landmark developments such as the Old 
Town Hall.”

Keith Bird, Chief Operating Officer at 
GBK, added: “The Old Town Hall is the 
perfect location for the expansion of GBK.  

“The building has great character, with so 
many of the period features retained.  The 
accessibility of parking and the tram were 
significant draws too, as was the investment 
being made by the council to improve the 
town centre for residents and visitors.  We are 
looking forward to opening.”
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hungryhouse launches 
new reality Tv-style 
advertising campaign
Online food ordering platform 
Hungryhouse has unveiled its 
new ‘reality TV-style’ advertising 
campaign.

Featuring the tagline ‘Love Takeaway’, the 
adverts showcase the moments people share 
when enjoying takeaway and taps into the 
nation’s love of reality TV.

The advert featured eight groups of real 
people who were street-cast and then filmed 
over several hours discussing all things 
takeaway.

The first advert went live at the end of 
September. The ongoing series of adverts will 
evolve over time.

Alice Mrongovius, CEO at hungryhouse.
co.uk, said: “With this campaign, we’re going 
one step farther than we ever have to really 
connect to our audience and demonstrate 
to our customers how much we understand 
them, and their takeaway needs. 

“We had a lot of fun bringing real people 
together for this campaign and watching 
them talk all things takeaway, it resulted in 
many ‘couldn’t make this up’ moments. 

“It’s a bold move, but we feel it perfectly 
encapsulates our ambition to have a deep 
knowledge of our customers and understand 
their needs better than any other takeaway 
provider.” 

Hardey Speight, director of the advert 
series, said: “I always love a commercial 
shoot with real people - a rare commodity in 
the advertising world! 

“Our cast were found all over the UK, and 
were totally unpolished, unpredictable, and 
unscripted. 

“After trawling through masses of footage 
we crafted some wonderful mini-stories, little 
glimpses into the lives of our cast, stories 
that weren’t about take-away itself, but about 
life lived around the takeaway experience. 

“A beautiful dose of silly heart-warming 
everyday reality.”

LeON welcomes customers to its 40th store

The latest outlet, in Brighton, is the first 
to use digital menu boards.

This will speed up menu changes at 
different parts of the day and allow speedy 
implementation of deals and offers.

The outlet also offers delivery with the 
help of Deliveroo. 

John Vincent, CEO of LEON, said: “We 
are overwhelmed by LEON lovers asking 
us to open in their city and have already 

Natural fast food chain LEON has opened its 40th store.

received a big warm welcome from Brighton 
neighbours and guests. 

“We will open in Oxford this autumn and 
plan to open 50 more LEONs around the UK 
in the next four years, in high streets, railway 
stations and shopping centres, wherever 
people need us.” 

The new store has created 15 jobs in the 
area and will provide seating for 48 guests 
at a time. 



News Round-up

   Restaurant Brands International, which 
owns the company, made the announcement 
following the establishment of a master 
franchise joint venture with a British investor.
   The joint venture company will be the 
master franchisee of the Tim Hortons brand in 
England, Scotland and Wales.
   Daniel Schwartz, CEO of Restaurant Brands 
International, said: “This deal is part of our 
growth plan to take the iconic Tim Hortons 
brand around the world.
   “Great Britain is an attractive QSR market 
with a strong and growing coffee culture, so it 
is a natural fit for the brand.”
   Elías Díaz Sesé, President of Tim Hortons, 
said: “This is an incredibly proud moment 
for the Tim Hortons brand as we enter this 
dynamic market.
   “We look forward to bringing some of 
our signature products to Great Britain and 
helping our partners build brand awareness 
and open restaurants to welcome new 
guests.”
   Gurprit Dhaliwal, CEO of the joint venture 
company, said: “We are thrilled to introduce 
the iconic Tim Horton brand and Canada’s 
favourite coffee to Great Britain.
   “Our guests in England, Scotland and Wales 
are sure to be delighted with our focus on 
delivering great products and an exceptional 
guest experience.”
   Last month, Restaurant Brands International 
announced a master franchise joint venture 
agreement to develop the Tim Hortons 
brand in the Philippines. The brand also has 
restaurants across Canada, the US and the 
Middle East.

Papa John’s serves 
up new outlet in 
Caerphilly 
Pizza chain Papa John’s has 
opened the doors of its latest store, 
in Caerphilly, Wales.

gourmet goat celebrates double success at 
Urban Food awards 

The business picked up prizes for both 
Sustainable Street Food and Best Surplus 
Food Initiative.

The panel of judges chose Gourmet 
Goat because it is ‘proof that street food 
does not need to be ‘fast’ food and can 
be truly sustainable and address a surplus 
issue created by an industry - whilst also 
tasting great’.

The Best Surplus Food Initiative award 
recognises excellent work being done by 
producers to avoid food waste. 

Gourmet Goat won for its innovative use 
of surplus products including kid goat meat 
from UK dairy farms and vine leaves from 
Forty Hall Vineyard, in Enfield, to make 
delicious East Mediterranean dishes. 

The award was presented by the new 
Mayor of London, Sadiq Khan.

These latest accolades come hot on 
the heels of Gourmet Goat’s success at 
the BBC Food & Farming Awards 2016, 
where the outlet was crowned Best 
Streetfood Trader or Takeaway, with the 
judges praising its ‘pitch perfect’ flavour 
combinations as well as the commitment to 
the provenance of their ingredients. 

Gourmet Goat has built a significant 
and loyal following since it began trading 
at Borough Market, in London, in 2014, 
opening the first fixed site inside Rochester 
Walk, in January. 

All of Gourmet Goat’s dishes are inspired 
by authentic village classics that have been 
passed down over generations. 

Nadia Stokes, Gourmet Goat’s co-
founder, said: “The Mayor of London, the 
people that voted in these awards and the 
judges have sent a message loud and clear 
that the capital stands behind the fight 
against food waste. Winning these Urban 
Food Awards has made us even more 
determined to find new ways to incorporate 
by-products into our dishes and to expand 
our presence in London.”

Mayor of London Sadiq Khan said: “It 
was a privilege to present the Best Surplus 
Food Initiative award - it’s a tragedy that 
so much food goes wasted in the capital 
when some Londoners are going hungry 
every day and I’m delighted Gourmet Goat 
and the other nominees are tackling the 
problem in such a creative and effective 
way.”

Street food trader Gourmet Goat is celebrating winning two accolades 
at the 2016 Urban Food Awards.
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News Round-up

HeyMenu will connect takeaway restaurants and consumers via 
an easy-to-use and personalised website and app.

Its service aims to offer takeaways up to 90 per cent lower cost 
than its competitors.

HeyMenu is on track to reach its target of attracting 10,000 
restaurants ahead of its December launch and anticipates 
recruiting 250 per day from then on.  

Chris Howard, CEO, HeyMenu, said: “We have been watching, 
learning and researching for a while and have identified a number 
of significant advancements that could be introduced within the 
industry. 

“Takeaway restaurants have to pay large percentage fees to be 
on certain websites, such as Just Eat and Hungry House, but we 
believe they are not being empowered for the price they pay. 

“Their businesses are thriving, however not as much as they 
should be, as they are unable to retain most of the profits to re-
invest into their own business. Instead they are working harder and 
probably for less return. 

“Customers and restaurants have been well educated by the 
other platforms by being offered convenience and a huge range of 
choice. 

“However, we want to offer a more rewarding experience and 
provide unique, personalised options for those who love good 
food. 

“Our contact centre has only been live a few days and we are 
already receiving an overwhelming response, achieving above 
business plan sign-ups to our service.”

heymenu enters UK takeaway 
battle 
Online takeaway ordering platform HeyMenu has 
entered the UK market with plans to disrupt the 
current online ordering sector with a new and 
improved business model.

The new site, which has opened in Seven Dials, London, caters for 
40 covers and serves a menu of free-range fried chicken, local beers 
and soft serve ice creams.

To mark the occasion, founders Carl Clarke and David Wolanski 
held an exclusive party for 100 Chick ‘n’ Sours fans in Soho.

The opening of the new outlet follows the success of the first site, 
in Haggerston, London, a year ago.

Mr Clarke, said: “We couldn’t be happier with the location for our 
second site in the heart of central London and we cannot wait to 
bring our restaurant’s incredible vibe and spirit to the area.”    

Chick ‘n’ Sours comes to roost 
at Seven Dials
Fried chicken restaurant Chick ‘n’ Sours has 
opened the doors to its second outlet.



News in brief

Synergy grill claims top accolade 
at Takeaway innovation expo 

Chargrilling technology company 
Synergy Grill has been recognised for 
its innovative cooking system at the 
Takeaway Innovation Expo.

The Synergy Grill was awarded the 
Kitchen Innovation Award at the trade 
show, held at Excel, in London.
   The accolade recognises the innovator 
who has created a product that will 
serve restaurant and takeaway kitchens 
for years to come and is judged to be 
outstanding in quality, functionality and 
innovation.
   The Synergy Grill is described as 
revolutionising chargrilling. 
It works around a patented gas burner 
system which cooks at an incredibly hot 
temperature and a natural ceramic heat 
bed. 
   High heat atomises fat so there`s no 
fat tray for chefs to clean and there is no 
fatty waste. 
   The water vapour that`s naturally 
released from the fat and oils during 
cooking is also absorbed back into the 
food. Combined with its sharp branding, 
the Synergy Grill provides Michelin-
star level food product with a juicy and 
intense BBQ flavour, all done with a 
self-automated and simple on/off button 
operation, so straight-forward for all to 
use.
   Synergy Grill could save one of the 
largest pub chains in the UK millions of 
pounds in energy efficiency alone.      
   Including the cost of the grill, the 
Synergy Grill is shown to save £13,500 
in gas alone every five years versus the 
average of competitor grills. It is also 
the only grill officially Accredited by the 
Vegetarian Society, who recognise its 
no cross-flavouring benefit, clean white 
mist and elimination of the need for 
aggressive cleaning chemicals.

Thaikhun brings Thai street food 
to bath

 
A new Thai street food restaurant has opened its doors in 
Bath. 
 
   Thaikhun is the newest addition to the redeveloped Little 
Southgate dining quarter.

The opening has created 50 full and part-time jobs in the area.
The restaurant features a theatre-style open kitchen, intimate 

outdoor dining area and a bar.
It is the ninth Thaikhun to open, adding to the brand’s restaurants 

in Manchester, Guildford, Nottingham, Oxford, Cambridge, Glasgow, 
Newcastle and Aberdeen.

Inspired by the street food found in cities throughout Thailand, the 
restaurant concept was initially conceived by Kim Kaewkraikhot, a 
former street hawker from a town two hours north of Bangkok. 

Designed to recreate a traditional Thai street scene, the vibrant 
décor incorporates bric-a-brac, a tuk-tuk and specially selected 
artefacts, all imported from Thailand to create a memorable dining 
experience.

Ian Leigh, managing director at Thaikhun said: “We are delighted 
to bring Thaikhun to Bath and hope that our new restaurant will offer 
something a little different for diners in the area. 

“By combining traditional Thai street food and an authentic, 
eclectic restaurant setting we hope to inspire dreams or memories 
of exploring Thailand for every customer that dines with us. 

“This is our first site in the south west of England and we couldn’t 
be more excited to hear what the people of Bath think.” 

ed’s easy Diner bought by giraffe 
Concepts Ltd 
 
American-themed restaurant chain 
Ed’s Easy Diner has been bought by 
giraffe Concepts Ltd. 

This deal sees the company, which is 
part of Boparan Restaurants Holdings 
(BRH), acquire the brand, the head 
office team and 33 Ed’s Easy Diner 
restaurants.
   The other 26 Ed’s Easy Diner sites 
have closed with the loss of nearly 400 
jobs, according to newspaper reports.
   Speaking about the acquisition of the 
33 restaurants, Tom Crowley, Managing 
Director of giraffe Concepts Ltd, said: 
“Ed’s Easy Diner has been an integral 
part of the UK casual dining scene for 
the past four decades and we are very 
excited about the business joining the 

Real Deli Co serves up fresh dip 
flavours 
 
Three new flavours have been added 
to the Real Deli Co’s range of chilled 
dips.  
 
   The three new flavours – Reduced Fat 
Houmous, Sour Cream and Chive and 

group and the opportunities ahead.”
   BRH also owns and operates a 
collection of other successful dining 
brands including Harry Ramsdens, 
FishWorks and The Cinnamon 
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Wat Kitchen gets listed with 
epicurium wholesale 
 
Wat Kitchen Asian snack boxes have 
become the brand’s first listing with 
fine food wholesaler Epicurium.  

   The collection consists of two rice and 
two noodle microwavable convenient, 
heat and eat from box packs. 
   Jessica Roper, brand manager, said: 
“This opportunity with Epicurium is 
fantastic for the brand, opening up 
a whole new channel for us which is 
perfect for this ultimate convenience 
product.  
   “What’s more, this first leg of the 
brands journey into convenience 
couldn’t be supported better than 
by one of the most innovative and 
up and coming distributors around.”  
Birmingham, and the winners are voted 
for by the public.

News in brief

Training course aims to help 
increase growth of out of home tea 
sales
 
A new online tea training course has 
been launched to help increase the 
growth of out of home tea sales.

   The Tea Masters course, launched 
by Tetley, has been developed to help 
businesses improve the knowledge of 
staff and the quality of serve.
The free, industry-approved foundation 
level course is presented by renowned 
Tetley Master Blender Sebastian 
Michaelis.  
    It is suitable for all levels, whether 
front of house, a tea buyer or 
management.
   Taking users on a crop-to-cup journey 
in the art of perfect tea serve, the fully-
certified course consists of four modules 
with a series of short training videos, 
followed by multiple-choice tests. 
   On completion, every user will receive 
a personalised certificate in recognition 
of their Tea Masters accreditation.
Isabelle Haynes, Senior Brand Manager 
of Tetley Out of Home, said: “It is 
important staff have the knowledge and 
confidence to offer advice on the variety 
of tea blends they offer. 
   “Customers respond well when 
serving staff are well-informed and 
passionate about their products.
    “The introduction of our education 
platform to catering foodservice sector, 
will drive sales and improve the quality 
of tea served across the channels and 
customers satisfaction.”

Mexican Bean – have been created by 
The Real Deli Co. development chefs. 
   David Colwell, Real Deli Co. 
Foodservice Manager, said: “Our dips 
can be used in a number of ways; 
for instance, twin our Reduced Fat 
Houmous with crudités and toasted 
pitta and you have a fantastic light 
starter, but what about adding it to 
stuffed, roasted peppers or creating a 
dish of salmon with houmous, coriander 
and pomegranate seeds? 
   “It’s all about inspiring kitchens into 
profitability and that’s what the Real Deli 
Co. stands for.”
   The company has also created a 
number of inspirational recipe cards to 
help kitchens do more with their dips. 
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As winter draws in there’s no better way to warm up than with a hot drink. 
With the coffee culture still going strong and the range of black, green, 
fruit and herbal teas growing all the time, we discover how outlets can 
improve their offering and find out about the equipment that will help them 
serve the perfect brew.

The hot drinks market in the UK is 
massive.

According to The British Coffee 
Association, around 55 million cups of 
coffee are consumed every day, while 
165 million cups of tea are consumed 
per day, as revealed on the UK Tea and 
Infusions Association’s website.

The popularity of coffee is clear to see 
on the high street, with international and 
national chains, as well as independent 
outlets, serving up coffee-based drinks 
of all descriptions and flavours.

Tea, however, has struggled out of 
home and, despite it being the nation’s 
favourite beverage, consumers are 
shunning a cuppa when seeking 

refreshment at food-to-go and QSR 
outlets.

In this feature we will find out how 
operators can address this, as well as 
discover the latest trends across the 
rest of the sector.

Industry voices: Jon Steward, Sales 
Manager, U-Select; Lee Noble, Director, 
Shop-Equip; Shahida Bibi, Marketing 
Executive, The Printed Cup Co; Becci 
Eplett, UK Marketing Manager, Hutamaki 
UK; Andrew Scott, Managing Director, 
Victus Hospitality Consultancy; Justin 
Stockwell, Managing Director, Caffeine 
Ltd; Grace Keenan, Foodservice 
Marketing Manager, Kerry Beverage; 
Barry Kither, UK Sales and Marketing, 
Lavazza; Isabelle Haynes, Tetley Senior 

Brand Manager – Out of Home; Rhodri 
Morgan, Marketing Manager for Tea, 
Unilever Solutions, and Jonathan White, 
Marketing Manager, Mitchell & Cooper.
 
What are the most popular 
products on the market at 
the moment?

Focusing on tea, Andrew Scott, of 
Victus Hospitality Consultancy, 
said: “The trend of the 
moment is for fruit 
and herbal teas. 
This presents 
a fantastic 
opportunity 
for operators 
as more 
and more 



artisan 
tea leaves become 
available on the market.”

Isabelle Haynes, from tea producer 
Tetley, agreed that fruit and herbal teas 
offered opportunities for outlets. She 
said: “Everyday black tea accounts 
for 60% of all spend, however, new 
sectors of green tea (13.4%), fruit and 
herbal (+2.8%) infusions are growing at 
a combined 6.6% according to latest 
Nielsen data. 

“With consumers becoming more 
adventurous, operators should stock 
a range of tea blends that stand apart 
from those their customers enjoy at 
home.”

Rhodri Morgan, Marketing Manager for 
Tea at Unilever Food Solutions, added: 
“In terms of the most popular hot 
drinks, fruit and herbal infusions have 
seen 6% growth in year-on-year sales – 

with green teas surging by 12%.” 

In 
terms of coffee, 
Jon Steward, of U-select, which is 
part of the PKL Group and offers 
flexible financing options on catering 
equipment, said: “Across all sectors 
we are seeing a push towards a much 
higher quality hot beverage offer. 
“The explosion in coffee shops has 
created a very knowledgeable customer 
- they know what good quality coffee 
and tea tastes like and they won’t 
accept anything less. 

“We’re finding that this pressure is 
encouraging smaller establishments, 
who don’t have the money or time to 
invest in Barista training, to buy high-
end bean-to-cup machines like those in 
the Faema Barcode range, which can 
produce more than 100 cups of coffee 
a day without needing any difficult 
training - you just click a button on the 
machine and let it do its thing! 

“Consistency is key for bean-to-cup 
machines, so buy 

brands 
that have a good track 
record, follow the care guidance 
closely and make sure you have a 
comprehensive maintenance contract 
too.” 

Justin Stockwell, of Caffeine Ltd, which 
supplies equipment to businesses 
operating in the industry, said: “Coffee 
is a must-offer. It’s essential to be 
able to serve fine tasting espresso, 
cappuccino, latte and flavoured milk 
drinks at all times if you want to build 
customer loyalty.”

How can technology 
add value to your hot 
beverage offering?

“With the right kind of technology, you 
can ensure that the quality of coffee 
serves is at its optimum,” says Barry 
Kither, of coffee product manufacturer 
Lavazza. “One solution to providing 



barista-quality coffee – withouemploying 
barista-qualified members of staff – is 
capsules. 

“This is the fastest-growing part of our 
business; a capsule-based solution 
allows pubs and restaurants to provide 
a variety of serves at consistent quality, 
cost-effectively.”

Jon added: “With machines like bean-
to-cup or top quality tea machines 
like Lipton’s Tea Fusion you get the 
best of both worlds - a high-quality 
product that requires no training for staff 
and no monitoring during the drink’s 
production.  This does two things - it 
guarantees the taste customers will 
receive, because you just have to press 
a button to produce the drink and it 
also frees you up to do other things like 
getting food ready or taking payment, 
which can dramatically speed up your 
service. 

“There is also the opportunity 
for branding with the very 
newest machines, 
such as the 
beautiful Faema 
X30, which has 
an intuitive 
touchscreen 
interface that 
can have 
your brand 
appear on 
it when 
it is not 
being used, 
or even 
advertise your 
special offers.” 

Jonathan 
agreed that new 
technology was 
imperative to help 
speed up service. He said: 
“Equipment that speeds up work 
behind the bar is becoming increasingly 
popular, as it allows for a quick moving 
queue that is likely to lead to happier, 
returning customers.”

Lee Noble, from foodservice equipment 
supplier Shop-Equip, said: “The range 
of beverage equipment available 
from Shop-Equip Limited varies from 

manual fill water boilers to pour and 
serve coffee systems through to 
fully automatic coffee machines, all 
manufactured and backed by leading 
brands with established reputation for 
quality, durability and reliability and 
importantly warranty.

“Some items may seem attractively 
priced, but if they are only provided 
with a back to base warranty, then you 
could be left without a vital piece of 
equipment over busy periods should 
workshop warranty work need to be 
carried out.

“Shop-Equip are currently experiencing 
a surge in automatic fill water boilers 
with in-built filtration and on-board 
diagnostics. The ease of self-
maintenance and reduced service costs 
ensure your customers have a constant, 
un-interrupted service. By getting the 

right equipment from 
Shop-Equip 

Limited 
and 

by 

using 
quality 

ingredients 
you will produce a 

quality beverage which is very much 
expected by today’s consumer and 
ensures their repeat business.”

What are the latest 
innovations and 
equipment developments 
in the market? 

Jon said: “The quest for quality 
improvements and service 
simplifications is relentless, resulting in 
the bean-to-cup coffee machine’s rise in 
popularity. 

“However, we have also seen a move at 
the high end of the market. The Ceroffee 
Roaster is a fantastic piece of kit that 
can roast up to 15kg of coffee a day, 
but is completely automatic and uses a 
13amp plug. 

“It brings very high quality coffee within 
the reach of the everyday quick service 
business and is beginning to make its 
way into the market.”

Justin added: “As coffee consumers 
become more aware of what is available 
and what they like, there is a greater 
call for a variety of good quality coffees. 
Modern bean-to-cup machines give 
caterers the opportunity to serve good 
quality coffee without employing or 
training specialist baristas.”

However, along with innovations and 
advances in equipment, Isabelle pointed 
out that education on how to produce 
the perfect hot drink was also very 
important. She said: “It is important 
that staff have the knowledge and 
confidence to offer advice on the 
variety of tea blends they offer.” 

To address tea barriers in out of 
home, such as poor knowledge and 
quality of serve, Tetley has launched 
Tetley Tea Masters. It is hoped the 
education platform will help to drive 

sales in the sector. 

How can businesses 
ensure their customers 
get a consistent, premium 
product?

Andrew said: “Coffee really has become 
an art, and the quick service industry 
needs to follow the trend of time and 
care taken over every cup. There is 
performance imbued in the craft of 
making a cup of coffee with a sensory 
experience that appeals to customers.”

Highlighting a recent innovation that 
is helping to ensure a consistent, 
premium cup of coffee, Jon said: “One 

hot beverages
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hot beverages
of the most impressive pieces of kit 
that I’ve seen in the last few months 
is the Faema MD 3000 Bluetooth 
Grinder. Its clever technology allows 
it to communicate with your espresso 
machine and monitor the rate at which 
the water passes through the coffee as 
it makes each cup. 

“If it takes too long it will grind the 
beans for the next cup to a coarser 
consistency, guaranteeing the quality 
and flavour of each and every shot, 
automatically. We’ve installed this in a 
number of shops this month and the 
feedback we’ve received has been 
brilliant.”

Taking into consideration the need 
for QSR operators to be able to serve 
up different variations of quality hot 
beverages quickly, Justin said: “Modern 
bean-to-cup coffee machines make 
a coffee as close to a barista-brewed 
espresso as a push-button machine can 

get and are multifunctional, so they can 
offer dozens of different drink variations 
at the touch of a button.” 

Focusing on tea, Isabelle said: 
“Ultimately, how a customer 
takes their tea is a 
personal preference, so 
don’t forget to train 
your staff to ask 
customers how they 
like their tea?” 

Pointing out the 
importance of 
the disposable 
cup a takeaway hot 
beverage is served 
in, Becci Eplett, from 
packaging specialist, 
Huhtamaki, said: “As we head into 
autumn and winter, consumer demand 
for deliciously indulgent hot drinks ‘to 
go’ will inevitably increase but providing 
a consistent, premium product is more 

than just about the beverage itself.  
“To serve a premium take-out beverage 
to customers, it’s essential for operators 

to match the quality of the 
disposable cups with 

the quality of the 
ingredients being 

used. Our range 
of double wall 
paper hot 
cups offer 
the perfect 
solution 
for those 
operators 

looking to 
complete the 

premium take-
out beverage 

experience.”

What can food-to-go sites, 
coffee shops and tearooms 
do to boost their hot 
beverage offering? 
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There are many ways food-to-go sites, 
coffee shops and tearooms can improve 
their hot beverage offering and attract 
more customers.

Isabelle suggested that 
operators needed to 
create attractive 
displays of their 
products 
to entice 
customers. 
She said: 
“The key to 
successful 
sales is 
creating 
an eye-
catching, 
enticing 
display and 
informing 
customers 
about the 
choice of 
beverages available 
with a detailed tea 
menu.” 

Grace Keenan, from Kerry, which 
provides beverage solutions across 
the food industry, said that customers 
demanded choice and operators should 
vary their offering depending on the 
time of year. 

She said: “Creating different hot 
beverage menus for the four seasons 
and varied key dates in the calendar 
can aid operators in attracting 
consumers. Adapting hot drink menus 
can be as simple as introducing 
speciality beverages that incorporate 
the flavours and tastes that are 
particularly associated with the time of 
year.”

Lee added: “Automatic coffee 
machines, such as those manufactured 
in the UK by Fracino and supplied by 
Shop-Equip can help you add value and 
expand your hot beverage offering. 

“For such items, it is strongly 
recommended to ensure that the 
installation and on-site training is 
included – or at least can be offered 
– to help you get the most out of your 
investment. This also ensures a swift 

and hassle free response, should any 
service calls ever be necessary.

“Whatever your requirements, Shop-
Equip Limited offer a 

wide range of Hot 
Beverage 

Equipment 
allowing 

you to 

maximise 
on the 

potential 
profit making 

opportunities available.”

Speed of service was highlighted 
by Justin as an important factor in 
encouraging customers to return. He 
said: “Customers don’t like to be kept 
waiting. Modern bean-to-cup machines 
are easy for anyone to operate. They 
are also faster than a barista (they 
can dispense up to 350 beverages 
per hour) and the quality is just about 
indistinguishable.” 

However, Barry said that ensuring the 
product was up to expectations was the 
most important factor in attracting more 
customers. He said: “You need to make 
more of an effort to ensure your coffee 
quality is in line with what consumers 
are enjoying on the high street.”

With regards to disposables, Shahida 
Bibi, of bespoke printed cup maker, The 
Printed Cup Co, said: “We advise our 
customers to use theme base printed 
paper cups. For example we have been 
advertising Halloween theme cups, 
which customers have been responding 
really well to as they have been 
boosting their sales.” 

In terms of food-to-go, 
what packaging products/
innovations are available for 
grab and go hot drinks?

When it comes to serving hot 
beverages, food-to-go and QSR 
operators have to ensure that the 
packaging they use keeps the drink 
warm inside, while remaining cool 
enough to handle outside.

However, innovative packaging options 
can have other benefits.   

Shahida said: “We offer personalised 
paper and plastic cups with any 
quantity the customer requires. We 
promote our customers to use the 
printed cups as a 3D marketing tool to 
advertise their brand and message.” 

Becci said: “With a choice of smooth 
and embossed varieties available, 
Huhtamaki’s double wall paper cup 
range offers outstanding insulation – 
essential when serving takeaway drinks.  

“Whether it’s a frothy cappuccino or a 
rich, creamy hot chocolate, double wall 
cups not only retain the heat of the drink 
but ensure that the cup is comfortable 
when held, vital for on the go drinking.

“Alongside the technical properties of 
the cup, aesthetics have also become 
more important.  Consumers buy with 
their eyes and if beverages look the part 
sales will be secured.”

What new trends are we 
going to see in 2017?

Becci said: “Healthy eating is likely to 
remain a priority for consumers and as 
such, operators will see a demand for 
a healthier choice of both hot and cold 
beverages with an increased focus on 
nutrition; meaning beverages such as 
smoothies or fruit/green teas, which 
incorporate superfoods, are likely to still 
be on trend as we head into 2017.

“Consumers are also more 
environmentally astute than ever thanks 
to an improved domestic awareness of 
recycling and composting and this looks 
set to continue.
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“It is therefore crucial that operators are 
seen to have strong environmental and 
sustainability credentials and to have a 
comprehensive awareness of the issues 
surrounding this topic.  

“With this in mind, close consideration 
should be made of using disposables 
that are made in the UK from materials 
from sustainably-managed sources and 
which can be recycled.”

Andrew added that, following the recent 
publicity about the environmental 
impact of disposable hot drinks 
cups, it was the perfect time for small 
businesses to highlight their green 
credentials.

He said: “This is a great opportunity 
for smaller operators to become 
ambassadors of the industry. One-
hundred per cent biodegradable 
disposable cup options are available 
and there will come the day when there 
will be no excuse for not complying, so 

the time to make the switch is now.”    

Pointing out the theatre of making 
coffee, Jon said: “Roasting coffee beans 
on site, with machines like the Ceroffee 
Roaster, is going to be the way for 
businesses to differentiate themselves 
on a high street, which is becoming 
increasingly crowded with coffee shops 
and chains. 

“Create your own roasts will help 
businesses to build customer loyalty 
and a good reputation for your brand.”

In terms of offering a variety of flavours, 
Isabelle said: “With research suggesting 
consumers want to try new drinks 
every 60 days, a varied menu can be an 
important way of driving repeat visits.”

The demand for hot beverages from 
cafes, coffee shops, tea rooms and 
other QSR and food-to-go outlets 
shows absolutely no sign of waning.

However, as our industry voices 
suggest, there are ways businesses can 
attract more customers.

It is vital operators ensure their products 
are up to the standard customers 
expect. This is especially important 
with regards to tea, as not everyone 
takes their tea the same way and staff 
should take this into consideration when 
serving customers.

Outlets should also offer a variety 
of flavour options of tea, coffee and 
hot chocolate, with special seasonal 
flavours being introduced at certain 
times of the year.

Speed of service is also important, 
both for the customer and the operator. 
However, outlets have to ensure this 
doesn’t affect the quality of the product 
and the theatre associated with coffee 
making.

hot beverages



For more than 40 years members of 
the Tweedale family have been serving 
up traditional fish and chips to hungry 
customers.
 
Starting life in Huddersfield, in 1972, the 
first Elite fish and chip shop was opened 
by David Tweedale and his wife Freda.

Another soon followed, with the help of 
their son Adrian, then in 1988 the first 
Elite Fish and Chip Company restaurant 
and takeaway, as it is now known, 
opened in Ruskington village. 

Three years later, another opened in 
Lincoln.

Then in 2012, Adrian’s daughter Rachel 
got in on the act, opening Elite’s third 
restaurant and takeaway in Sleaford.

Four years on and Rachel is proving 
a leading light in the fish and chip 
industry.

Having been named the Drywite Young 
Fish Frier of the Year in 2015, she 
recently won a special recognition 
award for her ambassadorial services 
to the seafood industry from the Family 
Business Place Red Ribbon Awards. 

We wanted to find out more about 
Rachel’s success and that of the Elite 
Fish and Chip Company, so we decided 
to speak to the lady herself.

What is the ethos of 
the Elite Fish and Chip 
Company?

“Our ethos is to provide the best quality 
fish and chips that are sustainably 
sourced, while delivering outstanding 
customer service every time.” 

How strong do you feel the fish and chip 
shop market is at the moment?

“I would say it’s pretty strong. As an 
industry we often adapt to challenges 

thrown at us and there’s a reason that 
fish and chip shops have been around 
for more than 100 years. 

“Being Marine Stewardship Council-
certified helps, as it shows your 
commitment to the seafood industry, 
but also gives customers that extra 
knowledge that what they are eating 
is ethically sourced and comes from 
a place where sustainable fishing 
is encouraged, it’s meeting these 
challenges head on that’s key. 

“Shops are also supportive of each 
other, even though we are all competing, 
there’s a camaraderie in the trade.”

What are the latest trends in 
the market?

“As well as sustainability, which we are 
very keen on, I think shops are more 
aware of what customers are looking for 
in terms of choice. 

The elite Fish and Chip Company 
The Elite Fish and Chip Company is well and truly a family affair.
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“I also feel that shops are more aware of 
the need to promote themselves digitally 
and online. We use Facebook and 
Twitter to promote ourselves and our 
activities and we’re branching out into 
video and Instagram too. 

“We’ve also noticed that other chains 
are developing apps and even digital 
loyalty card schemes, which is great 
for customer retention and shows the 
industry is forward-thinking. 

“Offering other options regarding 
allergies and food intolerance is also 
becoming something more shops are 
aware of. Gluten free, vegetarian and 
vegan options are fast becoming an 
issue and shops are adapting to this 
well.”   

How many staff work for the 
business?

“We employ more than 50 staff in our 
three locations, with eight members 
of staff at Elite being members of the 
Tweedale family.” 

How many customers can 
you accommodate?

“We can seat 104 customers in our 
Lincoln restaurant, 70 in Sleaford and up 
to 48 in Ruskington.” 

How would you describe your menu? 
“We describe our menu as traditional 
fish and chips and aim predominantly 
for that market.

“However, we do offer alternative fish 
dishes, with grilled salmon, salt and 
pepper squid rings, line-caught hake 
and sea bass being popular choices. 

“We do offer sausages and pies, but we 
encourage customers to opt for fish. 
We have therefore got a very traditional 
menu, but with a contemporary offering 
alongside.” 

What is the most popular 
item on the menu?

“Fish and chips, in particular, haddock 
is the most popular dish. We think that’s 
because we do it so well.”

What is your busiest time of 
the day?

“All three of our locations are different 
in terms of catchment area, some 
locations are busy at lunches, whereas 
some are busier later on in the day. 

“One thing we can definitely say though, 
is that we all have a busy Friday. It’s the 
traditional day to eat that dish and we 
are always flat out, which is great.”

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

“We think being MSC-certified has a 
definite impact. 

“As we are one of only about 50 shops 
to be accredited, it is rare to find that 
level of commitment.

“One thing we also pride ourselves in 
is that every shop will always have at 
least one member of the family there 
to speak to. Customers actually make 
sure to visit when certain members of 
the family are working, which is great as 
you get to surround yourself with people 
from your community and get to know 
them really well. People like that they 
are speaking to the owners, it gives a 
sense of comfort and that’s something 
we really enjoy.”

“We are also very passionate about 
charity and giving back to the 
community. We’ve raised over £100,000 
over the last 20 years and we’ve raised 
more than £5,000 this year alone thanks 
to our social media drive and picking a 
charity close to our and our customers’ 
hearts, the Royal British Legion’s Poppy 
Appeal.” 

What are your plans moving 
forward? 

“We intend to carry on what we are 
doing and to build our already brilliant 
base of customers. We also want to 
encourage seafood as a choice and 
a healthy one too. We’d also seek to 
expand as time goes on.”
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FROZEN  
FOOD

The use of frozen food has grown in recent 
years, with quick-service operators looking for 
new ways to offer customers exciting dishes 
at reasonable prices. We find out about the 
importance of the frozen food market and how 
using frozen products can benefit businesses.
Dishes cooked using frozen ingredients have for some time 
had a certain stigma around them, being viewed as inferior in 
quality to meals prepared from fresh produce.

However, innovations in both freezers and food have meant 
that the differences in flavour, texture and taste between fresh 
and frozen dishes are little, if any.

According to the British Frozen Food Federation’s Frozen Food 
Report II, which was released in September, confidence among 
both consumers and chefs is growing in frozen food, with the 
sector generating £2.24 billion worth of sales in foodservice. 

The report revealed that the QSR sector alone generated sales 
of over £1bn.

The popularity of frozen food in this sector has helped to drive 
innovation and led to a whole host of new frozen food products 
being developed to help operators.

With this in mind we decided to investigate the importance of 
frozen products to food-to-go/QSR operators, as well as find 
out about the value of effective freezer equipment.

Industry voices: Mohammed Essa, Commercial Director, Aviko 
UK & Ireland; Nigel O’Donnell, Managing Director, Meadow 
Vale Foods; Sarah Cumber, Marketing Manager, Paramount 
21; Helen Morris, NPD Manager, Paramount 21; Nick Williams, 
Managing Director, Precision Refrigeration; Richard Jansen, 
Managing Director, Pan’Artisan; Brian Young, Chief Executive, 
British Frozen Food Federation, and Tony Dumbreck, Managing 
Director, Innovate Foods.
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How important is frozen 
food to the QSR market and 
why?

Frozen foods have a lot to offer the 
foodservice market. 

As well as providing nutritional, cost, 
environment and sustainability benefits, 
frozen products are also quick and 
convenient to cook and serve.

However, this is just the tip of the 
iceberg.   

Brian Young, 
of the British 
Frozen Food 
Federation, the 
leading trade 
association for the 
frozen food sector, 
said: “Frozen food 
can help caterers 
maintain stock control, 
reduce overheads and 
improve the all-important 
bottom line, while still 
meeting the expectations of 
diners for consistent quality 
and flavour.

“QSRs are reliant on producing high 
quality food very quickly. Using 
frozen food ingredients, which are 
delivered pre-prepared, can ensure 
that preparation and cooking times are 
significantly reduced, helping to speed 
up service and easing pressure on 
catering staff. 

“One key benefit of frozen food is 
that it can help to significantly reduce 
food waste. High quality, great-tasting 
ingredients can be purchased pre-
portioned, allowing chefs to control 
portion sizes while any unused food can 

be placed back in the freezer, helping to 
reduce food waste and save money.”

Tony Dumbreck, of Innovate Foods, 
which produces frozen food for the 
foodservice and catering sector, added: 
“Frozen food as a category is extremely 
important to the UK foodservice sector 
and none more so than QSR. By its 
very nature, this sector demands 
food to be prepared and cooked in 
as short a period of time as possible 
to accommodate a busy throughput 
of customers in an outlet. In essence 
frozen food was made for QSR.

“Over the last 20 
years or so there 

has been a 
revolution in 
the quality, 

range and 



Frozen Food

performance of frozen foods in the busy 
commercial kitchen. State-of-the-art 
manufacturing processes, together with 
blast freezing techniques, can deliver 
a product that is equally as fresh and 
delicious as chilled.“

Helen Morris, of Paramount 21, which 
produces frozen seafood and vegetation 
dishes for the foodservice industry, 
agreed that frozen food products 
provided many benefits to the QSR 
sector. She said: “QSR operators with 
busy kitchens look for flexibility and 
convenience and frozen products fit this 
bill.  They provide portion control which 
minimises food waste, they are easy to 
prepare and, most importantly, quick to 
serve. 

“Having pre-prepared products on a 
QSR menu allows outlets to offer wider 
menu choices so the back of house 
chefs are able to manage multiple 
dishes with ease. The reduced prep time 
also means the freezer-to-table service 
time can be kept to a minimum.” 

Nigel O’Donnell, of Meadow Vale Foods, 
which supplies poultry products to 
foodservice businesses, added: “Frozen 
foods play a crucial role in the QSR 
market. 

“Food-to-go outlets and Quick Service 
restaurants depend heavily on frozen 
foods at times. 

“Frozen foods aim to ensure the timely 
delivery of meals to customer’s day 
in, day out, allowing the QSR market 
to be efficient and consistent in their 
operations all year round.”

Mohammed Essa, Commercial Director, 
of Aviko UK and Ireland, said: “Using 
pre-prepared frozen products has a 
number of benefits for quick service 
operators and takes the headache out 
of menu preparation. 

“Preparation of chips and potato 
products from scratch for example, 
can be incredibly labour intensive – 
especially when catering in high volume 
– so it makes sense for operators to use 
pre-prepared frozen options and benefit 
from significant savings in time, labour 
and cost, without compromising taste or 
texture. Using quality frozen sides that 
can be on the plate in minutes, means 
QSR operators can easily update menus 
with little fuss, and keep their offerings 
fresh – essential when catering for large 
numbers day in, day out.

“Natural produce such as potatoes are 

also dependant on a number of factors, 
which can present some challenges 
to operators, not least that the quality 
of the raw material can change every 
month, from variety to variety. 

“Aviko has a strict quality control 
process to make sure only the finest 
potatoes are used in all its products, 
working with pre-selected growers all 
over Europe so we can always ensure 
we get the best of the crop. This 
means operators have access to great 
quality potato products all year round 
– something they can’t necessarily do 
when purchasing fresh potatoes for use 
in the kitchen.”

Richard Jansen, of Pan’Artisan, which 
supplies frozen dough-based products 
to the foodservice industry, added: “The 
convenience offered from using frozen 
food has always been a main attraction 
for time-pressed operators, catering 
for high volumes, relying on quick meal 
solutions.

“The appeal of having an available 
product that might otherwise be 
challenging to produce due to limited 
kitchen skills or lack of specialist 
equipment is high, but chefs needn’t 
give up their creativity or innovation. By 
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using a part-made product they can still 
influence the end product and place a 
unique stamp on it, personalising to suit 
their customers’ needs.  

“Using frozen offers the advantages of 
greater portion control and helping keep 
food waste to a minimum, along with 
the benefits of retaining nutrients and 
freshness of the product over a longer 
period than fresh.”

With consumers demanding high 
quality food, served quickly, businesses 
operating in the frozen food sector are 
continuously looking for innovative ways 
to ensure their products match fresh 
ingredients. 

Mohammed said: “Consumer demand is 
constantly changing and there is a huge 
desire for variety and innovation – it’s 
key to attracting new customers and 
keep existing customers coming back 
for more. 

“This doesn’t mean, however, that menu 
development needs to be taxing. By 
offering frozen options, Aviko takes 
the hassle and prep time out of potato 
specialities while helping operators 
meet the demand for innovation, offer a 

real point of difference and command a 
premium price point. By making a few 
small changes to your sides, which is 
easy and cost effective to do with frozen 
options, your offering can have great 
stand out, at minimal cost, time and 
time again. 

“We realise that innovation is the key 
to success and this is reflected in our 
product range, helping operators get 
ahead of the competition and leaving 
time to focus on other areas of the 
menu.” 

Nigel added: “Frozen products offer 
convenience and help to improve the 
speed and ease of service.

“For these reasons, more food-to-go 
and QSR operators are choosing not 
to cook raw ingredients and are buying 
frozen ingredients instead.

“Meadow Vale’s cooked chicken 
breast strips are a perfect example of a 
product being used a lot in the frozen 
foods sector. The strips are ready 
prepared, easy to reheat from frozen 
and can be served in a multitude of 
recipes as part of a free flow format, 
avoiding waste or additional preparation 
time.”

Sarah Cumber, of Paramount 21, 

highlighted the growing importance 
of the free-from market to businesses 
operating in the frozen food sector.

She said: “The appetite for free-from 
shows no sign of slowing down - 
consumers are continuing to seek out 
gluten-free and vegetarian products 
and manufacturers are responding in 
both foodservice and retail, frozen and 
chilled. 

“As manufacturers of frozen vegetarian 
and seafood products, gluten-free is 
a key NPD consideration. By being 
adaptable we’re able to reach a wider 
market and help our customers offer 
free-from and non-free-from menu 
choices.

“It is not without its challenges though. 
By its very nature free-from means that 
manufacturers need to work hard to 
ensure the product delivers on taste, 
commercials and be visually appealing 
as well as ticking the free-from box.”
Richard pointed out that more gourmet 
frozen food products, with flavours from 
around the world, were being used at 
present.

He said: “In line with consumers’ 
growing interest in premium quality 
products, greater awareness of 
nutritional benefits and a desire for 
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variety and authenticity, the frozen, pre-
prepared food sector has experienced 
good performance sales and has 
increased in strength year on year.  

“The introduction of more luxurious 
options has been a success as the 
trends in world foods are being met 
through authentic gourmet products that 
operators may otherwise find difficult to 
re-create themselves.”

Brian agreed that businesses in the 
frozen food industry were embracing 
flavours from around the world as they 
expanded the products on offer to food 
service operators.

He said: “In recent years there has 
been an expansion of the frozen 
food products made available to the 
foodservice sector, which has made it 
easier for operators to meet changing 
demands.
“Products such as shredded roasted 
aromatic duck, tangy BBQ chicken 
wings and slow-cooked pulled pork ribs 
can all be bought from frozen and used 
to premiumise and add value to dishes, 
helping caterers to increase profits.

“By opting to source frozen food 
ingredients, chefs and caterers can have 
confidence that they are offering high 
quality, flavoursome food while ensuring 
food waste is kept to a minimum, 
menu choice is greater for diners and 
preparation time is reduced.”

Tony added: “In terms of trends, we 
are continuing to see strong growth 
in ethnic flavours, particularly South 
American and Mexican. For example we 
recently extended our Mexican range 
with the launch of our Nacho Cheese 
Bites and these have been particularly 
well received in the marketplace.”

What does the future hold 
for frozen foods in terms of 
product development for 
foodservice clients?

With consumers demanding high 
quality food, served quickly, businesses 
operating in the frozen food sector are 
continuously looking for innovative ways 
to ensure their products match fresh 
ingredients. 

Nigel said: “With the focus in the food-
to-go/QSR sector continually shifting 
towards convenience and increasing the 
speed of service, more operators are 
looking for frozen food solutions.

“Homestyle by Meadow Vale Foods 
could be seen as that solution for the 
QSR market, with the introduction of an 
innovative textured coating, spanning 
across seven hand-cut, hand-coated 
products. These new products stay 
hotter for longer and remain succulent 
under hot-lamps, making them ideal for 
food-to-go and QSR outlets.”

Emphasising the need for continued 

innovation in frozen food, Brian said: 
“As the popularity of frozen continues 
to grow, innovation in frozen products 
continues to expand and frozen food 
manufacturers are continually looking to 
tap into the latest consumer trends and 
create new products to help caterers 
provide menus that will appeal to a wide 
range of consumers.

“As the demand for frozen food 
continues to grow, the appreciation from 
caterers, chefs and diners is becoming 
greater, helping to drive sales. 
“As these sales increase, higher quality, 
innovative frozen food products will 
become more readily available making it 
even easier for food outlets to embrace 
frozen. 

“Investment into new products will lead 
to better, more varied menus and will 
also help caterers and chefs to benefit 
from all the positives that frozen can 
offer.”

Tony added: “Competition and margins 
are pressures felt by all businesses in 
the sector and therefore those who 
can stay ahead of the curve in terms 
of menu development and process 
efficiencies are sure to do well. Frozen 
food is the ideal route to deliver this.” 

Looking at freezer equipment, what is 
available to the industry to keep frozen 
food products in premium condition?
Nick Williams, Managing Director 
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of Precision Refrigeration, which 
supplies refrigeration for commercial 
environments, added: “The latest 
version of Precision’s Variable 
Temperature Drawer is suitable for any 
professional kitchen that wants a flexible 
space-saving storage option. This 
individual drawer can act as a freezer 
but also gives the added flexibility that 
it can be switched to a refrigerator if 
required.

“The flexibility of the unit is further 
enhanced by a variety of options, 
including a worktop and the ability to 
stack units.  The optional heat resistant 
worktop allows operators to put cooking 
appliances on top of the drawer.”

What significance should 
businesses put on energy 
efficiency when choosing 
freezer equipment?

Nick said: “As refrigeration operates 
24/7 energy saving features are 
essential to cut operating costs.”
“The VUBC121 is the first Precision 
individual drawer to launch since 
the introduction of the Ecodesign 
and Energy Labelling Directives and 
MEPS (Minimum Energy Performance 
Standard). In independent tests, carried 
out by RD&T, the drawer scored ‘A’ 
when operating as a fridge and ‘B’ 
when being used as a freezer (EN16825 
Climate Test Class 4).  

“The VUBC121 has a new airflow design 
and an upgraded refrigeration system 
that enhance temperature control while 
delivering excellent energy efficiency.  

“The thickness of insulation on the 
top of the drawer has been increased, 
helping to reduce running costs even 
further.”

Food-to-go and quick service restaurant 
customers are looking for a quick, 
convenient meal, particularly during the 
busy lunchtime period.

Using frozen products instead of fresh 
ingredients provides greater flexibility for 
foodservice operators.

Frozen foods are simple to prepare and 
allow for a consistency in quality.

Foodservice operators are also able to 
control portion size easier using frozen 
products, which in turn helps their 
margins.

Being able to store food effectively also 
allows operators to reduce wastage, 
again saving money.

Alongside these benefits, the number 
of frozen product options on the 
market have also grown massively, with 
producers creating ingredients and 
dishes from across the globe.

However, the main reason for the growth 

in confidence in in this sector is the 
quality.

From meat and veg, to fish and bakery 
products, the frozen food on offer at 
present is most definitely on a par with 
fresh ingredients.

With innovative products that stay hotter 
for longer and meat and fish dishes that 
are succulent and have crisp and tasty 
coatings, it is impossible to tell them 
apart from the fresh option.
Due to the continued effort to create 
quality products, the confidence in 
frozen food will only grow.

Frozen Food



LIMITED STANDS ARE AVAILABLE FOR ONE-DAY TRADE 
SHOW CAFÉ BIZ EXPO - SECURE YOURS NOWS

As exhibitors count down the days till 
the Café Biz Expo at Manchester United 
Football Stadium on 10 November, the 
demand for stands is at an all-time high.
The one-day trade show has seen an 
influx in exhibitor sign-ups and visitor 
registrations as many hope to secure 
the best spots to do business and see 
the latest trends and innovation in café 
business.

The show which is backed by the 
Beverage Standards Association 
welcomes trade customers from café 
owners and operators, through to 
contract caterers, facilities managers, 
hotels, pubs, restaurants and fast food 
outlets.

Visitors can find the best of everything 
from coffees, teas and syrups right 
through to machines, equipment and 
water filtration systems. 

Brought to you by Phil and Jenny 

Reynolds of Trade Events, the creators 
of the successful one-day Vendex trade 
show - Café Biz Expo is aimed at the 
fast expanding away from home coffee 
sector in the Midlands and North of 
England and will provide one valuable 
intensive day of industry sharing. 

Trade Events co-founder Phil Reynolds 
said: “Until now there hasn’t been a 
trade only event in the North, Café Biz 
Expo provides an event for suppliers 
to showcase their brands outside of 
London and allows them to keep up to 
date with the latest products, equipment 
and trends in the growing HORECA 
market. Attendees receive free entry 
and parking, so it’s an inexpensive and 
easily accessible trade event.” 

The Beverage Standards Association 
will be hosting the finals of their Barista 
Challenge, for baristas who work for 
accredited sites and employees of BSA 
members. 

Working in collaboration with San Remo, 
the Barista Challenge will involve 16 
baristas competing over a number 
of heats until a winner is crowned 
in the final. Competitors will have to 
create a selection of drinks within a 
15-minute time frame and will need to 
meet the agreed standards laid down 
by the association in its accreditation 
procedure.

BBC Wales are scheduled to be 
following one of the baristas through the 
heats and will be filming the finals on the 
day of the show.

To find out more about exhibition 
space or to register as a visitor, 

watch the video and visit the 
website at: www.cafebiz.co.uk 

or contact Phil Reynolds on 
07711182888 or  

Jenny on 07714450247.

36    |    Issue 38 November 2016



Radnor Hills Mineral Water Company will be exhibiting at 
this year’s Café Biz Expo, with some exciting products 
to show you that are all suitable for cafés, coffee shops, 
canteens, restaurants and the fast food take away markets!

One of their most popular products is their Heartsease 
Farm Premium Pressé range, a delightfully different range 
of drinks which goes perfectly on shelves in small quirky 
cafés as well as large coffee chains. If you are looking for 
something a little less mainstream, and a little different then 
this range is a perfect fit! 

You can choose from six traditional British recipes, which 
were all created on their family farm in Mid-Wales. Each 
flavour is available in 330ml glass bottles or uniquely 
in 425ml plastic bottles! Flavours include Traditional 
Lemonade, Fiery Ginger Beer, Raspberry Lemonade, 
British Blackcurrant Crush, Elderflower Pressé and Apple 
and Rhubarb. Provenance of the ingredients is absolutely 
key to this range, sourcing the best available ingredients 
plays a huge part in the production process! 

Watch your customers experience and enjoy the delicious 
taste of Radnor Hill’s natural sparkling spring water, 
blended with the finest fruit, into refreshing and VERY 
‘drinkable’ soft drinks! 

Radnor Hills have been manufacturing drinks for over 25 
years and last year produced over 200 million bottles for 
consumers to enjoy – so it’s safe to say, they know what 
they’re doing! Visit them on stand number 42 and find out 
more about their inspired drinks ranges, including fruit 
juices, mineral waters, sugar free flavoured water and 
healthy children’s drinks!



Premium quality beans mean premium quality coffee, and 
that’s exactly what Cafés Novell has perfected.  
 
From humble beginnings back in 1958, Cafés Novell was set 
up by Roman Novell in Barcelona. The brand has become 
recognised for its delicious, premium coffee and during the 
1990s expanded throughout Spain, growing its customer 
base substantially and becoming the 3rd largest coffee 
roaster in Spain. Continuing its expansion into the 2000s, 
Cafés Novell began to distribute internationally in Italy, Hong 
Kong, China and the US. In April 2015, Managing Director 
Phil White launched Cafes Novell into the UK to serve the 
HORECA market.  

As well as mouth-watering coffee, Cafés Novell is your 
one stop shop for a range of hot beverages including 
tea, infusions and hot chocolate – of which they have just 
launched a brand new winter menu which will be on display 
at Café Biz Expo on the 10th November in Manchester. 
To master the art of perfecting these beverages, the 
company also provides free training in milk steaming and 
also advanced training in Lattéart, coffee techniques as well 
as new product courses.

Cafes Novell have also recently launched their Biodegradable 
Nespresso compatible capsules to the market which are 
proving popular with consumers and hotel operators.    
www.novellcoffee.co.uk

Lolly, has launched LollyTab, to support its new software for 
the coffee shop, food to go and contract caterer market.
 
The product is a 10.1” Windows Tablet PC, designed to 
provide portability and mobility in the hospitality environment. 
It can be fixed to the countertop or detached from its dock to 
go portable, providing an affordable ‘all-in-one’ solution. 
 
When portable, the tablet creates a queue busting solution, 
where staff can take orders in the queue to speed up service 
time. The tablet can be networked to enable remote printing, 
send orders to food or drink preparation areas and increase 
work flow efficiency. It also offers several integrated device 
options, such as a magnetic stripe reader, smart card reader, 
biometric reader, and 2D barcode imager. And, it offers 
connectivity to additional devices via its WiFi, Bluetooth, and 
USB ports.

Our technology will 
do it all for you!

Lolly is a PoS software house serving small businesses across 
the UK in the hospitality industry - with a major focus on the  

coffee shop sector.

Offering a complete point of sale package, Lolly’s customers 
can use the EPoS software on tills and tablets. A cloud back 

office supplies real-time business analytics. 

Whether you are a start-up coffee shop or a growing coffee 
group you can count on Lolly Point of Sale to give you the 

information you need to understand, analyse and grow your 
business at a price you won’t believe.

CHOSEN BY COFFEE SHOPS 
LARGE AND SMALL  

TAKING AWAY THE 
TECHNOLOGY WORRIES 

AND HELPING YOUR 
BOTTOM LINE 

FOR MORE INFORMATION VISIT 
WWW.ITSLOLLY.COM





Accepting Card & 
Other payments
When it comes to taking payments, 
there are many options for businesses 
operating in the food-to-go/quick 
service restaurant industry to choose 
from. From contactless to Apple or 
Android pay, we take a look at how 
customers can now pay for their  
meals and discover the  
advantages of cashless  
payment systems.
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Being able to take payments effectively is 
vital in the food-to-go/QSR industry 

Advances in technology mean there are 
now a range of ways customers can settle 
their bill. 

And, it seems, speed and simplicity is 
very important, with more people turning 
their backs on cash in favour of cards and 
mobile apps.  

In general, research by Barclaycard has 
found that 24 per cent of Britons now opt 
for electronic options such as Chip and 
PIN, contactless and mobile payments 
in favour of cash more frequently than 12 
months ago.

The study also found that three in 10 
(30%) of people are paying with bank 
notes less often compared to last year, 
with a fifth (18%) planning to decrease 
their use even further in the next year. 
As cash declines, the use of contactless 
in particular is soaring, with data from 
Barclaycard’s recent Contactless 
Spending Index showing that ‘touch and 
go’ transactions leapt 173% by value and 
112% by volume in the last 12 months. 

In addition, half (50%) of Britons now use 
contactless at least once a month and 
one in five (21%) are planning to increase 
their usage further still in the next year.
With all this in mind we decided to take a 
look at the payment options available to 
businesses and how this could change in 
the future.

Industry voices: Peter Moore, CEO, Lolly; 
Gerry Hooper, CEO, Zapper; Darren 
Brown, Head of Sales & Marketing – UK, 
Orbis Tech, and James Frost, CMO 
Worldpay UK. 

What payment options are 
available to the QSR/food-to-
go industry?
There is an ever-growing number of 
ways business can take payments from 
customers.

However, QSR/food-to-go outlets require 
payment systems that provide solutions 
to a number of different issues.

For this reason, operators have always 
looked for the most effective options 
which are quick, secure, easy to use 
for both staff and customers, and offer 

additional extras which help the business 
run smoothly.   

James Frost, from Worldpay, which 
provides payment processing technology 
and solutions for businesses, said: 
“Britain’s high street fast food outlets have 
been at the forefront of the payments 
revolution, offering new and innovative 
ways to pay, from tap-and-go, to pre-
ordering, and even in-app payments. 

“Contactless is undoubtedly one of the 
most popular payment options for food 
businesses. Last year, the QSR industry 
accounted for a phenomenal 48% of 
the total UK tap-and-go transactions 
processed by Worldpay. The high 
volumes of lower value transactions which 
dominate this sector are ideal for cashless 
payments, which is now the preferred 
payment method of choice for countless 
customers. And this will only accelerate 
as mobile payments, including Apple Pay, 
Android Pay, and even Samsung Pay, 
which is set to launch in the UK later this 
year, fuel further growth. 

“Why are these technologies rapidly 
gaining in adoption? It all boils down to 
a very simple formula. They’re quick, 
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easy to use and secure. Speeding up 
service by approximately seven seconds 
compared to traditional chip & PIN, 
contactless is the solution to meeting the 
expectations of the modern consumer. 
This leads to shorter queues, and the 
ability to offer consumers a range of 
payment methods enhances their overall 
experience. And as we know, happy 
customers are more likely to return. 

“There are many examples of restaurant 
businesses pioneering new ways of 
interacting with their customers. The 
health-food chain Tossed opened the 
UK’s first cashless restaurant earlier 
this year, featuring self-service kiosks 
where customers can browse, place their 
order and pay with a tap of their card or 
smartphone. This unique point-of-sale 
solution allows staff to focus their energy 
on speed of production, and makes it 
easier than ever for guests to customize 
their meals in their own time. 

“Today’s consumers have come to expect 
a frictionless ordering experience within 
the food-to-go industry. If your technology 
doesn’t meet customer expectation of 
what a modern restaurant experience 
should be, you are in danger of being left 
behind.”

Peter Moore, from EPoS software 
company, Lolly, agreed with James’ 
assessment of contactless payment 
systems. 

He said: “The largest obvious growth 
is coming from contactless credit and 
debit payments, because they are quick/
low value transactions - reflective of this 
sector. 

“Also, we have seen a recent technology 
refresh as far as the terminals are 
concerned. Forty per cent market 
penetration has led to massive consumer 
adoption.

“We are also beginning to see uptake of 
wallets, and adoption increases where 
there is cross functionality, between 
loyalty and rewards.” 

Darren Brown, of software technology 
company Orbis Tech, highlighted the 
payment options available to businesses. 
He said: “Within the QSR and food-to-go 
industry, there are a number of payment 
options available to suit the varying 
requirements of individual businesses. 

“Traditionally, cash has been the most 
popular payment method in this sector for 
purchases that total less than £5 to £20. 

“However, an increase in the growth of 
contactless payments, made possible 
through contactless enabled credit and 
debit cards, has certainly seen a rapid 
decline in the popularity of the traditional 
cash payment. 

“In addition to this, the recent 
introductions of mobile phone payment 
systems, which both utilise smart phone 
technology in order to make payments 
have further encouraged the decrease in 
the use of cash, even for purchases with 
small total costs. 

“For table service at certain QSR 
establishments, there are also apps 
available to allow customers to pay from 
the table using their smartphone without 
any need for card use. Customers can 
pay directly from the app at participating 

restaurants, check their balance and 
transfer money to recipients of their 
choice, providing the recipient has an 
email address or mobile number. Other 
online platforms will allow customers 
to pay for goods in advance and set a 
date and time for collection or delivery 
depending on the outlet’s offering. These 
pre-pay solutions for in-store collection 
are ideally suited for the commuting 
consumer who wishes to collect or 
receive food and drink on the go and 
avoid queuing during busy rush hour 
periods. 

“Alternative payment options include the 
use of gift-cards, vouchers and cashless 
loyalty solutions which have seen a 
steady increase over the last decade. 
These payment methods however, will 
be predominantly tailored to each QSR 
business and the EPoS software the 
business uses.”

What equipment do you 
need to have to ensure 
you can process payments 
effectively?
Darren said: “Contactless support and 
service provisions for businesses in this 
sector is dependent on the various parts 
of the payment process. 

“For example, if the customer is paying 
with a debit/credit card or mobile payment 
system then funds need to be authorised, 
cleared and transferred from the 
customer’s bank account to the outlet’s 
business account. 

“For a small fee, this transfer is completed 
by the merchant acquirer, therefore if 
a business is undergoing issues with 
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clearing funds or authorisation then the 
merchant acquirer’s helpdesk may need 
to be contacted. 

“On the other hand, if no connection 
can be made to the acquirer then there 
may be an issue with the internet or the 
connection of the PDQ terminal, in which 
case the business’ IT provider or the PDQ 
provider may need to be called in for 
support. 

“Alternatively, if the link from the EPos 
software to the PDQ is broken and the 
bill total is not transferring to the PDQ 
terminal, then the EPoS provider may 
need to be contacted and assistance 
sought.”

James added: “A good payment provider 
will be able to help your business adopt 
contactless in the most effective, hassle-
free way. It is well worth having that 
conversation at the earliest opportunity; 
after all, the faster you implement 
contactless, the sooner you will be able 
to provide the payment experience your 
customers have come to expect.

James offered his five key pieces 

of advice for any fast food business 
that wants to introduce contactless 
technology smoothly and effectively:

•Review your existing technology. If 
you’ve recently adopted new payment 
terminals, there is every chance that they 
are contactless-enabled. If that’s the 
case, all you need to do to get started is 
contact your payments provider to enable 
this function. If not, then have a chat 
with your provider to talk about upgrade 
options. 

•Check your terminal supports the latest 
technical specifications for High Value 
NFC, allowing you to accept mobile 
payments such as ApplePay and Android 
Pay. 

•Keep it simple. Contactless is all about 
speed and convenience, so review the 
entire payments process to ensure that all 
customers need to do is tap and go. For 
example, it doesn’t make sense to force 
your customers to queue up to pay when 
they’ve already waited to order their food.

•Let people know that you support 
contactless. There is no point enabling 

contactless payments if customers aren’t 
aware of the fact. A few in-store adverts 
or visible callouts around the counter will 
help customers know that they can tap 
and go.

•Train your staff. Not only do employees 
need to understand the technology, but 
they need to promote it to customers. 
They will need to have a good grasp of 
factors such as maximum spend and 
security features to ensure that they can 
effectively sell the benefits of contactless 
to customers.

What equipment do need 
to ensure you can process 
payment effectively? 
Peter said: “Success is all about system 
integration. 

“For example, offering contactless as a 
standalone is, I believe, a real waste of 
time. It’s about end of day reconciliation 
and being able to monitor sales and 
activities. 

“Where there is system integration with 
back-office support, this activity can 
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be seriously reduced from a timings 
perspective.

“Retailers need to embrace integration - 
it’s the future.” 

Darren said: “In order to process data 
payments quickly and easily, the key 
hardware equipment a business will 
require is an EPoS software solution. 
“Couple this with a PDQ terminal which 
is contactless enabled, in order to keep 
up with the current payment trends, 
outlets will be able to store and totalise 
the prices of sold goods both effectively 
and efficiently, whilst providing a quick 
payment method for the customer. 

“When choosing a PDQ terminal, 
operators should be aware that not 
all of them are the same. To ensure 
that the business is outfitted with the 
best terminals for their establishment, 
operators should consult their EPoS 
software provider in order to ascertain 
whether the software is able to link up to 
the PDQ terminal effectively. 

“It is essential that they both integrate 
with one another in order to provide the 
smoothest possible transaction process 
and customer experience.”

What future developments 
can we expect in regards 
to accepting payments?
“The future of payments is certainly 
cashless,” said Darren. “And beginning 
to lean more predominantly towards card 
and mobile payments. 

“Seventy-five per cent of all UK retail 
sales were made by card, a 10% increase 
within five years and 18% of all sales are 
now contactless which has risen by 11% 
in just one year (Statistics from the UK 
Card Association 2016).  

“In addition to this, the industry has also 
seen an increase in the types of cards 
present on the market as well as some 
of the more popular brands of debit and 
credit cards and is a factor which the 
industry has started to respond too. 

“Now, more businesses within the sector 
will accept a wide variety of different 
credit and debit cards, not just the most 
popular cards in the UK, and is something 
Orbis Tech as software developers are 
hearing about more and more from our 
customers. 

“The other trend that has large potential 
for opportunity in the current marketplace 

is building brand loyalty - a concept that 
lends itself perfectly to cashless solutions
. “By installing a fully integrated 
EPoS system and contactless PDQs 
for example, the software can be 
programmed to build tailored reward 
benefits at the same time as capturing 
individual information about the customer. 

“This will then provide the operator with 
a detailed analysis of their customers’ 
spending habits and can allow for 
tailored promotions per customer, unique 
customer loyalty rewards and even staff 
prompts.”

James added: “Contactless has already 
revolutionised the payment industry, with 
adoption rates skyrocketing across the 
UK. The latest stats from the UK Cards 
Association revealed that more payments 
were made using contactless cards during 
the first half of 2016 than in all of last year. 
But this technology is just the beginning.

“Moving forwards, we can expect mobiles 
to shape the future of payments. Some of 
our recent research found that over half of 
consumers would like to be able to leave 
home without their wallet, instead paying 
for everything with their smartphone. 
With so many people happy to leave their 
wallets at home, it is surely just a matter 
of time before smartphones replace cards 
as the main method of payment. 

“But although digital wallets such as 
Apple Pay and Android Pay are propelling 
mobile money into the mainstream, 
millennials in particular are crying out for 
more innovative, frictionless shopping 
experiences. By making the checkout 
experience invisible, Uber has pioneered 
the concept of zero-click payments. And 
this is a model that the fast food industry 
can replicate. 
“A great example of how this can work 
is the app created by Harris & Hoole, an 
artisan coffee chain. The app lets users 
load their payment card so the payment 
becomes truly invisible. After the card 
is loaded the customer simply checks 
in, walks into one of the coffee chain’s 
stores, orders, and then gets asked, “Do 
you want to pay with the app?” They say 
yes. Done.

“Technology is continuing to raise the bar 
of consumer expectations, and we have 
become far less tolerant when it comes to 
getting what we want, when we want it, as 
a result. Long queues and cash payments 
are no longer acceptable for modern 
shoppers. As consumer preferences 
change, it’s up to businesses to change 
with them, and the fast food industry is 

ideally positioned to drive innovation in 
the payments space.”  

Peter said: “I believe the future will be all 
about the different types of wallet coming 
in to the market, and we’ll see some big 
names in the world of finance embracing 
this area.

“When it comes to hardware, it will be 
less specific, but I do believe that the 
technology will be all about the cloud and 
SaaS (software as a service).

“Products will be more generic and less 
hardware specific.”

Gerry Hooper, of Zapper, a consumer 
marketing and insight platform enabled by 
mobile payments, said:  “It’s only going 
to get quicker, with more personalised 
features and rewards available, the 
consumer is impatient and wants things 
to be more convenient and personalised 
to them.” 

It’s clear to see that the ways quick 
service restaurants and food-to-go outlets 
take payments from customers has 
changed dramatically in recent times.

There has been a move away from paper 
transactions, with card and contactless 
payments becoming more prevalent.

Technology has also developed so 
payments can now be taken using mobile 
apps.

This new technology has provided a 
number of advantages for businesses.

As well as allowing operators to speed 
up transactions and cut waiting times, 
modern payment systems also provide 
back-office functions, which include 
monitoring stock levels and capturing 
data that can be used by businesses to 
personalise offers and marketing.

The intuitive nature of new payment 
technology means it is easier to train staff 
members to operate it. Another advantage 
in a busy industry which sees high staff 
turnover.

The change in payment systems is driven 
by customers wanting quicker and simpler 
ways to pay.

The demand for change has forced 
outlets to move with the times.

And like it or not, if a business fails to 
provide the customer with what they 
want, they will fall by the wayside.
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The pace of modern day life means 
consumers are increasing looking to pick 
up a quick snack without breaking the 
bank.

These impulse buys are very important 
sales targets for businesses and outlets 
are always on the lookout for the perfect 
product to tempt customers.

From crisps to popcorn, nuts to seeds 
and olives to dried fruit, there is a huge 
range of products on the market. 

Indeed, the convenience crisps and 

snacks market is estimated to be worth 
around £778m, growing at 1.5 per cent 
year-on-year.

These figures are dominated by sales of 
handy packs, which according to analysts 
account for 46% of sales.

Choosing the correct snack offering is 
vital for grab and go outlets, as they can 
add value to a meal deal and offer strong 
margins. 
Healthy snacks are also increasing in 
popularity, with fruits and seeds among 
the favourites, while jerky is seen as a 

great provider of protein after a gym 
session.

There are also an interesting array of 
new ingredients being used to create the 
snacks in our review, the most unusual of 
which is cricket flour. 

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

The grab and go market is one of the fastest growing sectors in the food 
industry. With this in mind, QuickBite decided to get its teeth into the 
current snack offerings on the market and find out how brands are trying 
to tempt consumers.  





POPCORN

Poptang
Yumsh Snacks Ltd have 
combined popcorn with the 
tangy taste of Tango to create 
Poptang. 

With two flavours – Apple 
Tango and Orange Tango 
– the snack is gluten, dairy, 
GMO and MSG free, as well 
as kosher and suitable for 
vegans. 

The product comes in 20g 
or 70g bags and is available 
for retail, foodservice and 
vending. 

We sampled both of these 
flavours, with the Apple Tango 
Poptang proving particularly 
moreish.

PROPERCORN 
Moving away from traditional popcorn 
for the very first time, PROPERCORN’s 
new Crunch Corn is a half-popped 
sibling of the business’ signature snack. 

Crunch Corn is available in four 
signature flavours, Rock Salt, Salt and 
Vinegar, Sweet and Smoky Chilli and 
Salt and Pepper. Tumbled in all-natural 
seasoning, Crunch Corn’s texture 
is described as offering a delicious 
alternative to nuts, with all the moreish 
nostalgia of popcorn. 

As with PROPERCORN’s award-
winning popcorn collection, the Crunch 
Corn range is gluten-free, suitable for 
vegans and seasoned using the best-
quality, natural ingredients. 

All Crunch Corn flavours are available 
from selected wholesalers in handy 
single serve bags for on-the-go grazing 
or in larger bags for sharing, with a RRP 
of £0.89 and £1.99. 

Here at QuickBite, we sampled the 
Rock Salt and Salt and Vinegar flavours, 
with the later proving the most popular 
for its great vinegar taste, which was 
not too overpowering.

Bare Popcorn  
 
A family run, British company based in Buckinghamshire, Bare has a ‘no 
compromise’ approach to making popcorn. With all its products popped in-
house, Bare aims to create ‘the lightest and most fun popcorn going’.

After being hand cooked in tiny batches, the fresh popcorn is then tossed in 
the bended flavours.

Bare Gourmet Popcorn 
has 100% natural 
ingredients, is gluten, 
wheat and GM free and 
suitable for vegetarian. 

The QuickBite team 
sampled all five products 
in the range – Sweet ‘N’ 
Salty, Cinnamon, Sea 
Salted, Bacon & Maple and 
Spicy Jalepeno, with the 
Cinnamon flavour proving 
a big hit.

Not too sweet, it had 
a nice light cinnamon 
flavour, which wasn’t 
overpowering. 
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Joe & Seph’s
Joe & Seph’s have created the first 
official Marmite Popcorn in partnership 
with Unilever. The corn is air-popped, 
before being generously coated in 
buttery caramel and Marmite Yeast 
Extract - culminating in the ultimate 
sweet and salty snack. 

The flavour is a world first and the 
business hopes that the joint Marmite/
Joe & Seph’s branding will bring new 
consumers to the popcorn category for 
the first time, attracted by Marmite’s 
huge appeal. In addition, the 21g 
impulse foil pack has been designed to 
enable merchandising at till locations 
to maximise rate of sale opportunities.

As with any Marmite product, you 
either love it or hate it, but the 
QuickBite team was definitely loving 
this flavour, which was incredibly 
moreish. 

Popcorn shed 

Popcorn Shed creates its gourmet popcorn by hand, using all natural, 
high quality ingredients that are carefully sourced and free of any 
preservatives or additives.

The creators aim to ensure perfection from its stylish artisan popcorn 
taste to the look and feel of the packaging.  With exclusive flavours, 
great texture and chic appearance, Popcorn Shed hopes to create a 
feeling of excitement with each and every mouthful. 

Popcorn Shed is available in Pecan Pie, Rich Chocolate and Salted 
Caramel flavours, all of which are suitable for vegetarians and 
completely gluten free. 

The QuickBite team tasted all three flavours, with the Salted Caramel 
flavour proving a huge hit due to its superb caramel taste, which 
wasn’t too sweet and wasn’t too salty. 

All three flavours also come in fantastic popcorn packaging.

Portlebay 
Portlebay Popcorn is created by a small crew of 
popcorn flavoursmiths, based in Devon. 

The company opened for business in 2012, when 
Jonty White, Neil Adams and Steve Wardlaw 
decided to pursue their dream of creating a fun, 
trendy and delicious popcorn brand to rival those 
in the USA.  

Portlebay has a range of flavours to suit every 
popcorn fan. 

For the sweet toothed, there’s everything from 
the classic sweet and salty Kracklecorn, to the 
fun and fizzy Lemon Sherbet. If you like your 
popcorn with a little added kick, then you can go 
for the Sweet Thai Sriracha or Wasabi and Sweet 
Ginger flavours.

Portlebay Popcorn is created using entirely 
natural ingredients in all ten of their flavours.

We liked the Lemon Sherbet flavour, taking a 
particular liking to its sweet fizziness.
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SNACK BARS

Artisan Snacks
Artisan Snacks’ range of Roasted Edamame 
Beans and mixed Superfood Bars are high in 
protein and fibre and are perfect mid-afternoon 
pick-me-ups, post-workout snacks or on-the-
go treats.

The roasted and seasoned Edamame Beans 
come in two flavours, Sweet Chilli and Sea Salt 
and Black Pepper. The young soybeans are 
rich in fibre, high in protein, naturally gluten-free 
and contain only 13 per cent carbohydrates, 
making them great for low carb diets – with 
only 136 calories per bag. RRP £1.20 per bag.

Handmade in the UK, the Superfood Bars 
combine simple all-natural ingredients with the 
added goodness of ‘superfoods’. The bars are 
vegan and vegetarian and contain no wheat, 
no dairy, no palm oil and no added sugar. They 
come in a mixed case of four flavours, Goji 
Berry and Coconut, Baobab and Apple, Quinoa 
and Apricot and Chia Seed and Blueberry. RRP 
£1.00.

The QuickBite team got to try all of the 
flavours of both snacks, with the Chia Seed 
and Blueberry Superfood Bar proving a hit for 
its sweet flavour and fantastic texture, which 
was chewy with a slight crunch. The Sea Salt 
and Black Pepper flavoured Edamame Beans 
were also picked out for praise for their light, 
peppery flavour and crunchy texture. 

Kallo – Milk and Dark Chocolate Rice 
Cake Thins 
Natural and organic food brand Kallø produces sweet and savoury 
treats, ideal for on-the-go snacking. Kallø uses only natural ingredients 
in all of its products and the brand’s mission is to make ‘positive 
eating’ easy for consumers by delivering both taste and simplicity.

The brand’s Chocolate Rice Cakes are available in two variants, 
Belgian milk and dark chocolate. 

The rice cakes are gluten 
free and contain no 
artificial colours, flavours or 
preservatives.

At only 56 calories per rice 
cake thin, they also offer 
consumers an indulgent 
treat on-the-go with simple, 
natural ingredients.
Both options proved equally 
popular with the QuickBite 
team as a healthier alternative 
to chocolate biscuits.

Crobar 
Made from cricket flour, Crobars are gluten, dairy and soy-free, with no 
added sugars or sweeteners. 

Produced by Gathr, they come in four flavours, Peanut and Cricket 
Flour; Raspberry, Cacao and Cricket Flour; Cacao and Cricket Flour 
and Coffee, Vanilla and Cricket Flour.

Crickets are a nutritious and sustainable source of protein and also 
contain more than twice as much iron as spinach.

The insects are roasted to create the flour, which creates a nutty 
flavour.

All four flavours were sampled by members of the QuickBite team, with 
the Peanut and Cricket Flour variety being worthy of note. Packed with 
peanuts, it was similar in taste to a Snickers bar and a big hit around 
the office.
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JERKY
Billy Franks
Billy Franks Jerky is a multi-award winning snack.

Using only British meats of rare and native breed, grass-fed beef and award-winning 
farmed ‘English Rose’ turkey breast, Billy Franks produce super high protein dried 
meat snacks that are also low in sugar, fats and salt. 

All the ingredients are carefully sourced from around the world, organic where 
possible, to bring out the best tastes in the range of flavours.

Each piece of jerky is hand crafted from butchery, marinades, drying and packing 
and all handmade in house 
by expert jerky makers.

The QuickBite team were 
lucky enough to sample 
three flavours of Billy 
Franks Jerky. These were 
Texan BBQ flavour British 
Beef Jerky, Roast Beef 
and Mustard flavour British 
Beef Jerky and Buffalo Hot 
Wing flavour British Turkey 
Jerky.

The office favourite was the 
Roast Beef and Mustard 
Jerky, which had a great 
texture and a sweet 
mustard flavour. 

H. Forman & Son - 
Smoked Salmon Jerky 

H. Forman & Son has been curing 
salmon for over 100 years, using 
the same high quality fresh Scottish 
salmon, which is smoked within 48 
hours of being pulled from water. 

This 100% natural, sugar and fat 
free snack is as tasty as it is good 
for you. It’s the perfect snack to 
tuck into your gym bag, and can be 
enjoyed on its own or used to add a 
smoky punch to salads, scrambled 
eggs or pasta. It is priced at £9.95 
for a 250g pack.

The QuickBite team quickly 
devoured the tub of H. Forman & 
Son Smoked Salmon Jerky that 
arrived in the office. With a superb 
flavour, it is an incredibly moreish 
snack, which could be used to add 
flavour and texture to other dishes.

The Savannah – 
M-eat! 
Made from grass-fed Aberdeenshire 
beef, m-eat! is premium South 
African food retailer The Savannah’s 
flagship brand.

Described as premium biltong 
without compromise, the product is 
hand hung and dried for two and a 
half days after being flavoured with 
Savanna recipe spices.

Sold in 75g packs, m-eat comes 
in four flavours, Original, Chilli 
Chutney, Peri Peri and Garlic.

All four flavours were taste tested 
by the QuickBite team, with the 
Chilli Chutney flavour proving the 
favourite due to its soft texture and 
sweet flavour, which had a slight 
kick to it. 



Crisps
Brown Bag Crisps
Brown Bag Crisps was launched in 
2010 by husband and wife Phil and 
Viv, who love crisps so much that 
they decided to set out to attempt 
to make the most delicious crisps 
available. 

Their award-winning flavours have 
seen the crisps in many a fabulous 
outlet throughout the UK and 
abroad, including Fullers pubs, 
Rick Stein’s outlets in Padstow, 
The British Library and countless 
food establishments, from delis 
and farm shops, to restaurants and 
cafes. 

The QuickBite team got to sample 
all six of Brown Bag’s potato crisp 
flavours. These are Lightly Salted, 
Sea Salt & Malt Vinegar, Tiger 
Prawn with a Hint of Chilli and 
Lime, West Country Farmhouse 
Cheddar & Onion, Smoked Bacon 
and Oak Smoked Chilli.

Our favourite was the Tiger Prawn, 
which had a nice prawn flavour 
that wasn’t too strong and a good 
crunch to the crisps.  

Brown Bag Crisps have proved so 
popular with consumers, Phil and 
Viv decided they wanted another 
snack product to complement their 
six-flavour potato crisps’ range, so 
have just added vegetable crisps 
to the Brown Bag family. 

Brown Bag’s veggie crisps have 
30% less fat that many other 
brands and the secret method 
of cooking aims to ensure the 
wholesome slices of beetroot, 
carrot and parsnip keep their 
shape.

Burts 
Burts Chips is Plymouth’s premium snack brand, winning more than 20 awards in 
the past two years. 

It was one of the first brands to tap into the trend for authentic ingredients with 
strong traceability credentials, working closely with suppliers from the South West to 
source the finest seasonings from the local area.

Burts has a premium portfolio of products 
available to the foodservice sector, 
including a core offering of eight delicious 
flavours, ‘better for you’ Lentil Waves range, 
and licenced partnerships and exclusive 
flavours with Guinness, Wychwood Brewery’s 
Hobgoblin, and Levi Roots. 

QuickBite got to sample Burt’s Devon Roast 
Beef potato chips, Thai Sweet Chill potato 
chips, Sea Salt & Crushed Peppercorns potato 
chips, Guinness Rich Beef Chilli thick-cut 
potato chips, Guinness Toasted Cheddar 
thick-cut potato chips and Thai Sweet Chilli 
Lentil Waves.

The favourite in the office was the Thai 
Sweet Chilli flavour, which had a fantastic 
sweet taste with a chilli kick.

Just Crisps 
Just Crisps are described as being 100 per cent British, home grown, delicious 
potato crisps that are hand-cooked with their skins left on, flavoured, bagged and 
boxed all on the farm.

They are cooked in cold-pressed rapeseed oil, which is 35% lower in saturated fat 
than sunflower oil which other potato crisps are cooked in. 

The starch is washed off the potatoes to give a softer bite, while still retaining the 
flavour and crunch.  

The QuickBite team sampled Just’s Unsalted, Sea Salt, Sweet Chilli, Sea Salt & 
Black Pepper, Sea Salt & Apple Balsamic Vinegar, Mature Cheddar & Red Onion 
and Jalapeno flavours.

The Mature Cheddar & Red Onion flavour was QuickBite’s favourite due to its 
subtle cheese flavour and definite hit of red onion.
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Kettle 
KETTLE® Chips describes itself as being the UK’s original and leading hand-
cooked crisp brand. 

Its core range of 40g bags feature seasonings of Lightly Salted, Sea Salt & 
Balsamic Vinegar and Mature Cheddar & Red Onion. 

In addition new Crispy Bacon & Maple Syrup taps into the current ‘sweet & 
salty’ flavour trend and is proving to be a big hit with consumers, combining 
Norfolk bacon with the luxurious sweetness of Maple Syrup.

In addition, the company has also launched its new KETTLE® Bites, with 
less than 100 calories per pack.

The wholegrain and lentil snacks are made using unique baked technology, 
so each pack contains 50% less fat than standard crisps, making them the 
perfect snack for those seeking a lighter alternative when snacking on the 
move.

KETTLE® Bites are available in Mozzarella & Pesto Lentil Curls and Maple 
Barbecue Wholegrain Waves, at the RSP of 70p per bag.

The QuickBite team tasted all of the flavours mentioned above, with the 
Maple Barbecue Wholegrain Waves being the favourite. With a lovely BBQ 
flavour and a hint of maple, the crunchy wholegrain snack is definitely one to 
tempt customers with.

Golden 
Wonder 
Golden Wonder has just 
relaunched the iconic 
crisp brand with a bold 
new look and upgraded 
flavours, with the aim 
of packing more punch 
per crunch and reduced 
salt levels to meet Food 
Standards Agency 2017 
guidelines.  

The great British brand 
has been creating its 
tasty crisps since 1947 
and, since introducing 
Cheese & Onion in 
1962, Golden Wonder 
has gained a loyal 
following for its distinctive flavours.  

Golden Wonder’s core range includes nine flavours of crisps. 
These include three ‘hero’ flavours, which are Salt & Vinegar, 
Cheese& Onion and Sausage & Tomato, along with Smoky 
Bacon, Ready Salted, Tomato Ketchup, Pickled Onion, Spring 
Onion and Prawn Cocktail.

Here at QuickBite towers we got to sample the full range, with 
the Sausage & Tomato offering proving the most popular, due 
to its simple, yet well-loved, flavour combination.

Crisps
Real Crisps 
Real Handcooked Crisps are a range of strong, no-
nonsense flavours.  

Popular varieties within the range include Ham & English 
Mustard, Strong Cheese & Onion and Roast Ox.

However, it was the recently launched, limited edition 
Pepperoni flavour that the QuickBite team was lucky 
enough to try.

Real Pepperoni is 
a well-flavoured 
crisp, with a good 
crunch and perfect 
for snacking or with a 
sandwich.  

Limited editions are 
a great way to add 
interest for customers 
who are looking 
for something a bit 
different to the core 
range on offer. 



Crisps
Mackies 
Mackie’s Crisps was founded in 2009 as 
a joint venture between third generation 
Perthshire potato farmers, the Taylor 
family, and Mackie’s of Scotland Ltd, an 
Aberdeenshire-based family business 
renowned for their luxury ice cream. 

Combining the Mackies’ experience in the 
premium foods sector with the Taylors’ 
expertise in growing quality potatoes, the 
company has created a premium range of 
potato crisps, which are available in about 
15 countries around the world.

Mackie’s Crisps are made in Scotland 
using the best varieties of crisping 
potatoes. The company take great pride in 
their unique gentle cooking method which 
ensures a great crunch, fresh potato taste 
and dry texture.

The standard Mackie’s Crisps range 
consists of nine flavours. These include 
traditional flavours, such as Sea Salt 
and Mature Cheddar & Onion, as well 
as Scottish Speciality varieties, such as 
Flamegrilled Aberdeen Angus and Haggis 
& Cracked Black Pepper flavour. More 
recently Mackie’s Crisps have launched a 
range of ridge cut crisps and popcorn.

Here at QuickBite, we sampled the delights 
of Haggis & Cracked Black Pepper, Tangy 
Tomato and the brand’s Scotch Bonnet 
Chilli Pepper.

The Haggis & Cracked Black Pepper 
proved a particular favourite, with praise 
for its peppery flavour and fantastic crisp 
texture, which wasn’t too thick and wasn’t 
too thin and had a great snap.Waves 
being the favourite. With a lovely BBQ 
flavour and a hint of maple, the crunchy 

wholegrain 
snack is 
definitely 
one to tempt 

customers 
with.

Pipers 
Premium crisp brand Pipers has been producing its crisps since 2004.  

The company says it is passionate about delivering the best taste and quality 
possible, with no gimmicks.

Pipers recently launched Atlas Mountains Wild Thyme & Rosemary as the latest 
addition to the range of flavours which, between them, have won 23 gold Great 
Taste Awards since 2007.  

Gluten-free and suitable for vegetarians and vegans, Atlas Mountains Wild 
Thyme & Rosemary is described as being an ideal flavour accompaniment to 
sandwiches, soups, pasta and salads, so will be perfect for daytime eating and 
the ‘food-to-go’ sector.

Atlas Mountains Wild Thyme & Rosemary crisps are available in 40g pack size 
and 150g sharing bags.

The QuickBite team sampled the Atlas 
Mountains Wild Thyme & Rosemary crisps, 

along with the other seven flavours in the range, 
which are Wissington Tomato, Biggleswade 
Sweet Chilli, Kirby Malham Chorizo, Burrow Hill 
Cider Vinegar and Sea Salt, Lye Cross Cheddar 
and Onion, Karnataka Black Pepper and Sea Salt 
and Anglesey Sea Salt.

We picked out the Atlas Mountains Wild Thyme 
& Rosemary crisps for a special mention, due to 
the delicious herby flavour. This is a crisp that 
would be perfect with a sour cream dip.

Ten Acre 
Ten Acre is an award winning brand 
of premium, ‘Free From Plus’, hand 
cooked crisps and popcorn from 
Yumsh Snacks Ltd. 

These gourmet snacks are available 
in a wide range of flavours, including 
the Great Taste Award winning The 
Secret of Mr Salt, Pastrami in the Rye, 
When the Chilli Got Sweet and When 
the Cheese Met the Onion crisps 
and Ambrose Popperley’s Wasabi 
popcorn. 

All Ten Acre snacks are 
comprehensively ‘Free From Plus’ that is premium quality, crisps and popcorn, 
which are gluten, dairy, MSG and GMO free, as well as vegan, vegetarian, 
halal and kosher certified. 

We sampled a range of Ten Acre crisps and popcorn, with the When Hickory 
Got BBQ’d flavour proving a particular favourite.

With a great on-trend hickory BBQ taste and fantastic crunch, these are 
definitely a flavour to consider adding to your snack offering.
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Pork Crackling / Scratchings
Gruntled 
Launched in June, Gruntled is a new brand of premium 
pork crackling.

The creation of Dave Willis, co-founder of Salty Dog 
Brands, whose other snack products include Salty Dog 
and Darling Spuds hand-cooked crisps, as well as a 
range of nuts, popcorn, cheddar biscuits and roasted 
corn, Gruntled is produced from the finest Danish pork 
rind.

It is then cooked twice to give 
it a light texture, then seasoned 
with flavours, which are all natural, 
gluten-free and have no additives.

Here at QuickBite we tucked 
into Gruntled’s English Mustard, 
Cornish Sea Salt and Habanero 
Chilli flavours.

The Habanero Chilli variety was a 
particular favourite, with praise for 
having plenty of kick and a great 
crunch. 

Mr Porky 
With a reputation for quality that comes from making pork 
snacks for more than 30 years, Mr Porky is described as being 
Britain’s number one pork snack brand.  

With a range of snacks that includes core Pork Scratchings; 
Prime Cut, which has larger, more succulent pieces and Mr 
Porky Handcooked, a more artisan product; Mr Porky has a 
pork snack for every occasion and outlet. 

The brand has now introduced Crispy Strips, which aim to 
deliver all the taste of pork 
scratchings but with a light 
crispy texture and 30% less 
fat. 

We got to sample Mr Porky’s 
Crispy Strips, along with the 
Prime Cut pork scratchings.

Both products had a great 
flavour, with the Crispy Strips 
proving the pick of the 
two due to the light crispy 
texture and fantastic pork 
scratching taste. 

Slabs 
The hunky chunky potato crisp from Great Food Affairs Ltd, 
launched in 2016. 

SLABS are four times thicker than any other crisp and described 
by the company as being almost like a potato biscuit. 

SLABS are available in 80g sharing bags, 40g single serve bags 
and one kilo foodservice buckets for outlets looking to use crisps 
to garnish plates.

SLABS are direct delivered with a minimum order of just 4 boxes, 
delivered the next working day. 

The QuickBite team sampled the Sea Salt, Mature Cheddar and 
Onion, Salt and Malt Vinegar, and Sweet Red Chilli flavoured slabs.

The latter was voted the best of the bunch due to its subtle sweet 
chilli flavour.
Being flat and thick, Slabs would be great with dips and cheese, 
giving foodservice operators other serving options. 

Tyrrells 
Premium English snack brand 
Tyrrells is preparing to kick-
off the festive season with the 
launch of two new products. 

Taking on the busy festive 
snacking category, Tyrrells 
limited edition winter seasonals 
include Three Bird Roast crisps 
and Bellini Poshcorn. 

The Christmas trio of roast 
chicken, duck and turkey are 
brought to life on a characterful curly crisp, developed on 
the back of the rise of fanciful Christmas dinners. 

Hand-cooked in small batches, using locally-grown 
Herefordshire potatoes, Tyrrells Three Bird Roast is 
available in sharing and impulse packs. RRP £2.19p and 
£0.79p respectively.

Bellini Cocktail Poshcorn is Tyrrells’ first Christmas 
seasonal line of popcorn. Building on the trend for 
cocktail-themed snacks, Bellini Cocktail is available in 
sharing sized 75g packs and is popped in small batches 
at Tyrrells Court Farm, using gold standard kernels. RRP 
£1.59.

We sampled both products, with the Three Bird Roast 
recommended to tempt customers over the festive period.
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Fairfields Farm 
Essex-based artisan crisp producer Fairfields Farm has been 
farming potatoes for three generations in East Anglia, and started 
producing its own hand-cooked potato and vegetable crisps in 
2006. 

Now, moving away from the hand-cooked crisps it is traditionally 
known for, Fairfields Farm’s new Lentil Lites offer a healthier 
alternative for customers looking to enjoy a lighter snack.

Available in Blue Cheese, Jalapeño Chilli & Lime and Tomato & 
Herb flavours, Lentil Lites are under 99 calories a bag, low fat, 
gluten free and made from all-natural ingredients. 

They are available in 20g foil-fresh bags, RRP 75p. 

The QuickBite team sampled all three flavours of Lentil Lites, with 
the Blue Cheese flavour taking the plaudits for its amazing cheesy 
flavour and light crunchy texture. 

VEGETABLE BASED SNACKS

Hippeas 
Hippeas is an all new range of organic 
chickpea puffs, which aim to shake-up 
the global snacking market with clear 
health credentials and exciting flavour 
profiles. 

Organic, gluten free, vegan, low in 
calories, a source of protein and high 
in fibre, they are described as being 
‘packed with good vibes’.

We sampled the Pepper Power and In 
Herbs We Trust flavours of Hippeas, 
picking out the latter for its herby 
overtones and nice hint of oregano.

Leighton Brown 
Leighton Brown was started in late 2009 by three 
friends whose mission was to bring ‘affordable luxury’ 
to snackers nationwide.

The brand’s first flavour Parsnip & Manuka Honey, won a 
Gold Star at the prestigious Guild of Fine Food, Great Taste Awards 2014, 
as did the Sweet Potato Crisps with Cheese and Jalapeno in 2013. Leighton 
Brown has since added a third flavour, Beetroot Crisps with Horseradish and 
Dill.

All of Leighton Brown’s products are created with natural, non-GM 
ingredients and contain no preservatives. They are gently cooked in 
sunflower oil and hand seasoned. 

They are suitable for vegetarians and gluten free.

We sampled all three varieties, with the Parsnip & Manuka Honey being 
named the favourite due to its delicious blend of flavours giving the crisps a 
slight curry flavour.

A special mention also has to be made for Leighton Brown’s fantastically-
designed packaging, which really stood out among the rest of the brands. 

eDiTOR’S PiCK 

56    |    Issue 38 November 2016



r 

Nuto 
Nuto is a range of premium healthy 
snacks which aim to introduce to 
consumers flavoured lotus seeds 
(foxnut), which is described as being 
healthy and nutritious.

This unique product provides a 
natural source of protein, essential 
amino acids and other minerals. 

Lotus seeds are also known to help 
regulate blood pressure, detoxify the 
spleen, reinforce the kidneys and 
nourish the blood.

Available in Salt and Pepper and 
Maple and Smoked Paprika flavours, 
Nuto is low in calories, suitable for 
vegetarians and gluten free. 

Both flavours were taste tested by 
QuickBite, with the subtle sweetness 
of the Maple and Smoked Paprika 
proving a big hit with the team.

Taking the Pea 
Created by an Aussie who got a taste for healthy snacks after munching on his first 
wasabi peas, Taking the Pea aims to appeal to people looking for an alternative to 
the savoury snacks currently on the market.

Made with home-grown green marrowfat peas, the product is seasoned with 
vegetarian-friendly ingredients and roasted to make them nice and crunchy.

Taking the Peas come in four flavours - Sweet Chilli Salsa, Cheesy Peasy & Onion, 
Smoked Ham and Wacky Wasabi - with each pack providing less than 145 calories.

The QuickBite team were treated to all four flavours, with the Sweet Chilli Salsa 
variety proving the most popular of the bunch due to its nutty flavour and subtle 
sweet chilli flavour, which wasn’t overpowering.

Hand held snacks

Mom’s Rosti Dog 
Gourmet hot dog brand Mom’s is aiming to take a bite out of the snack market with its 
recently launched Rosti Dog range.

Mom’s Rosti Dog is a premium dog wrapped in a crispy oven baked potato rosti.  

Made using only the finest ingredients, they are available in four flavours: Mom’s 
Original Rosti Dog; a premium pork hot dog wrapped in crispy and golden potato, 
Mom’s Breakfast Rosti Dog; especially made for British breakfast market, with the 
most popular breakfast ingredients of scrambled egg, bacon and mushroom; Mom’s 
Chilli Cheese Rosti Dog; a hot dog with fresh chilli and cheese for a sensational kick 
and Mom’s Veggie Rosti Dog; filled with delicious cream cheese and spicy jalapenos, 
a great addition to the vegetarian range on the market. 

Mom’s Rosti Dogs are gluten-free and suitable for everyone.

With this in mind, the QuickBite team sampled the full range, with the Original 
Rosti Dog being named the favourite, with the delicious pork hot dog, perfectly 
complemented by the crisp potato rosti.

Issue 38 November 2016     |     57



accountancy

Equity Release 
– is it a sensible option?
We would all like to have substantial 
income so that we can stop or cut down 
on the amount of time we spend at work 
or even retire altogether. But what if you 
are facing a pension shortfall or need to 
meet an unexpected expense. Equity 
release may be an option to consider, as 
it allows you to unlock some of the wealth 
accumulated in your property without 
having to downsize. However, before you 
consider taking this option, there are key 
aspects of it which you must consider.

There are two main types of 
equity release scheme: 

Lifetime mortgage – which is a loan 
secured on your home, it is repaid by 
selling your home when you die or go into 
long-term care. 

Home reversion - Where you sell all or 
part of your home to a scheme provider in 
return for regular income or a cash lump 
sum, or both, and continue to live in your 
home for as long as you wish. To qualify 
for equity release you have to be usually 
55 or over and own your own home. If 
you do have an outstanding mortgage 
and want to take out equity release, you 
will need to settle your mortgage first, 
which will affect the amount you then 
have access to for other purposes. You 
will receive tax-free cash as a lump sum, 
a regular income, or both, to use as you 
wish and you can continue to live in your 
own home. Remember though that it is 
still your responsibility to maintain the 
home. 

Your equity release questions answered 

Q: Is there a minimum 
amount I have to take?

A: There could be a minimum amount you 
have to take, it will depend on the scheme 
and provider. But you may not have to 
take it all at once. Drawdown loans can 
be taken in smaller amounts over time. 

Q: What happens to my 
partner if I die? 

A: The scheme should be in both your 
names then the arrangements will 
continue. If you are using equity release 
to increase your income, make sure you 
consider the situation should you or your 
partner die. If the property and scheme 
were in your sole name, the property 
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Need more help?

This feature aims to give some informal hints and tips.  Our tax department and McPhersons 
Financial Solutions are offering businesses free advice so get in touch now to arrange your 
meeting.  
 
Simply email Peter Watters - Director at McPhersons Chartered Accountants 
p.watters@mcphersons.co.uk   

would have to be sold and your partner 
would have to move out, unless they 
could repay the lifetime mortgage in full.

Q: Does equity release reduce the amount 
of Inheritance Tax (IHT) due on my estate? 

A: Equity release will reduce the value 
of your estate when you die, which may 
reduce a potential IHT liability. If you 
are considering using an equity release 
scheme as part of your planning for IHT, 
you should obtain professional financial 
advice. 

Q: Is a sale-and-rent-back 
scheme the same as a home 
reversion?

 A: No, because if you rent you may have 
to leave your home after the end of the 
fixed term in your tenancy agreement, 

which may only last a few years and you 
may have to pay a much higher rent than 
under a home reversion plan, and the rent 
could go up. 

Q: What happens if we need 
long-term care? 

A: Your equity release scheme will usually 
continue unchanged if care is provided 
in your own home or just one of you 
moves to a residential or nursing home. 
If you both move into a care home, the 
scheme will usually end and the property 
will be sold. Releasing equity from your 
home is a very big lifetime commitment, 
so ensure you have included your family 
in any decision you make. Equity release 
may involve a lifetime mortgage or a 
home reversion plan. To understand 
the features and risks, it is crucial to 
obtain a personalised illustration from a 

professionally qualified adviser because 
equity release is not right for everyone 
and it may affect your entitlement to state 
benefits and will reduce the value of your 
estate. 

INFORMATION IS BASED ON OUR 
CURRENT UNDERSTANDING OF 
TAXATION LEGISLATION AND 
REGULATIONS. ANY LEVELS AND 
BASES OF, AND RELIEFS FROM, 
TAXATION ARE SUBJECT TO CHANGE.
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Is it fair to dismiss an 
employee because of a 
posting they have made on 
social media? 

In short, the answer is possibly. It will 
depend on the particular circumstances. 

What factors should an 
employer consider? 

An employer must act reasonably, so 
before coming to a decision as to whether 
the employee should be dismissed, they 
should reflect on whether the posting (and 
any damage caused by it) is so bad that it 
justifies the employee losing their job. This 
will include the following steps: 

Consider what was actually said - saying 
“I think I work in a nursery and I do not 
mean working with plants” is very different 

to saying “[manager] is apparently a c**t” 
(both of which are real examples featuring 
in cases dealt with by the Employment 
Tribunal). 

Evaluate the reach and impact of the 
posting – the more posts that are made 
and the more people that see them, 
the more likely it is to have a damaging 
impact. Just because a person posts their 
comments on, say, their private Facebook 
page, does not necessarily mean that 
they should expect it to stay private; one 
of their “friends” could forward it on. 

Look at internal guidance and policies – 
many employers have a dedicated social 
media policy in place which sets out 
guidelines on what is and is not permitted 
use. If you do not already have such a 
policy, now is the time to put one in place
. 

Think through the mitigating 
circumstances – where the employee 
has swiftly removed the posting or 
apologised, you may perhaps want to be 
more lenient, particularly if they have a 
clean employment record.  
 
Conduct a thorough investigation - the 
employee should be given an opportunity 
to explain themselves. There have 
been situations where, for example, an 
employee’s account has been hacked and 
they did not actually make the offensive 
posting. 

Follow the ACAS Code of Practice on 
Disciplinary Processes – this sets out how 
to run a fair disciplinary procedure, such 
as writing to the employee in advance 
to set out the allegations and allowing 
them to be accompanied at a disciplinary 
hearing. 

SOCIAL MEDIA DISMISSALS
It was recently reported that an actor from Coronation Street 

was dismissed by ITV because he made discriminatory postings 
on his personal Twitter account. With social media on the rise, 
employers in all sectors would do well to remember the rules 

about fairness in a dismissal situation and how to manage 
the risks of social media in the workplace. You would not, for 

example, want an employee of yours declaring that the food you 
serve is disgusting or joking that your kitchens are full of rats! 



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

Katee Dias , Senior Solicitor, Goodman Derrick LLP
020 7404 0606 - kdias@gdlaw.co.uk
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What happens if the employer 
has dismissed unfairly? 

The employee may have a potential claim 
against the employer. The most likely 
claim where an individual has at least 2 
years of service, is an unfair dismissal 
claim. Compensation would be based 
on two elements; a basic award based 
on age, length of service and weekly pay 
(capped at £479) and a compensatory 
award based on the individual’s loss of 
earnings (essentially how long it would 
take them to get a comparable job, but 
this is capped at either 52 week’s actual 
gross pay or £78,962, whichever is the 
lower). 

Other employment claims may include 

breach of contract, whistleblowing 
or discrimination (depending on the 
circumstances) and these can be brought 
even where the employee has less than 2 
years’ service. 

How can an employer better 
protect its business from 
social media blunders?

The first step is to have a comprehensive 
social media policy in place to outline 
how employees should behave and 
the consequences of non-compliance. 
This should tie in with your existing 
employment policies, such as your anti-
bullying and harassment policy and your 
disciplinary rules and procedure. You 
should also check that you have the right 
to monitor your employees’ postings. 

Next you should train your employees 
so that they understand the standards 
expected of them. Keep records of 
when they were trained and what 
they were trained on, as this could be 
useful evidence to help you defend any 
subsequent employment law claims 
resulting from their dismissal for social 
media misuse.



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

The Golden Hind Fish & Chip Takeaway and Restaurant is regarded as one of the best fish and chip shops in 
the local area, being prominently positioned in a vibrant and growing West Yorkshire market town. Superbly 
appointed, the business has had a long trading history and is available for only the second time in nearly 40 
years, the business having had the same owner for the last 22 years.

This is a proper fish and chip shop business making good profits, having excellent accounts and further 
potential within. Weekly turnover is around £7,000 and capable of much more.     With a full complement of 
experienced staff the business is ideal for a first time business purchaser or an experienced fish fryer who fully 
understands the trade.  There is a separate takeaway with full back-up facilities and a smart restaurant with 
separate access plus additional first floor restaurant. 

We expect a significant amount of interest in this quality business and purchasers are advised to view early 
should they wish to acquire one of the best fish & chip shop businesses currently in the area. Leasehold 
£149,500 – priced to sell.

Available through Clifford Lax with AWG Business Transfer.  Tel:  0113 2390330 or 01924 368200.  www.
clifford-lax.co.uk or www.awgbusinesstransfer.co.uk.

Catering and licensed property specialists, Stonesmith of Exeter, have recently 
been instructed to sell the leasehold interest of this well-regarded cafe and 
restaurant in the popular and sought-after, affluent Dartmoor town of Chagford.

Originally built as a traditional blacksmith’s forge in the early 1800s, the property 
remains sympathetic to its history, featuring double entrance doors (through 
which horses were led into the shop to be shod) and large windows across the entire frontage of the premises which overlook the ancient water fountain 
opposite. In place of the original forge’s furnace, there is now a stove fireplace with comfortable sofas. The business offers potential for incoming 
operators to develop a style of trade to suit their own requirements and take advantage of the prominent town centre trading position and renowned 
reputation. 
This award-winning, high-quality café and licensed restaurant currently operates on deliberately-restricted daytime-only hours and is presented to an 
extremely high standard throughout. It has earned a national reputation for serving the best afternoon teas and Devonshire cream teas in the UK (Daily 
Telegraph; Café Life Awards), alongside the award-winning breakfast and lunch menu, with nearly all ingredients sourced from within 25 miles of the 
premises.
Stonesmith are offering the leasehold interest for sale with an asking price of £75,000. Full details can be downloaded from the website www.stonesmith.
co.uk and viewing arranged by calling 01392 201262.

aWaRD-WiNNiNg DayTime-ONLy CaFÉ & LiCeNSeD  
ReSTaURaNT, WiTh aPaRTmeNT iN SOUghT-aFTeR  
UPmaRKeT DaRTmOOR TOWN

eXCePTiONaL yORKShiRe FiSh & ChiP ShOP aND ReSTaURaNT
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Whether it’s catching up with friends, or an important business meeting, more often than not, 
many of us do this over a cup of coffee; and with coffee shops on almost every high street, 
many are doing a roaring trade. 
According to a survey by the Caffe Culture Show, three quarters of independent coffee shops 
saw a like for like turnover increase in 2015 compared to 2014, with nearly a third reporting an 
increase of nearly 20 per cent or more. 
Cafe culture may have started on the Parisian boulevards that line the Seine, but you are now 
just as likely to find an independent coffee shop serving everything from smoothies to various 
drinks and snacks that cater to a range of diets, including gluten-free and low fat, right here in 
the UK. 
Nowhere is this alfresco lifestyle reflected more than in Manchester, especially Didsbury, where 
professionals and students mingle with the recently retired, all of them enjoying their favourite 
variety of java as they put the finishing touches to that big presentation or simply watch the 
world go by. 
Right now Sovereign has a wonderful independent cafe for sale right in the heart of this 
cosmopolitan suburb, as well as others in different regions across the north west. So if you are 
thinking about buying a business in this burgeoning industry, or perhaps you already have a 
cafe and are looking to move on to something new, contact us and we will be more than happy 
to guide you through either process. We could even meet for a chat. I’ll be having a Latte. 
Adam Boyle, Head of Marketing, Sovereign Business Transfer

mine’s a Latte



ThRiviNg LiCeNSeD CaFe biSTRO 
Colne, Lancashire 

Type: A profitable and licensed cafe bistro 
situated on the canal side in Foulridge, Colne. 

Price: £134,950.00+SAV, leasehold    

Details: www.sovereignbt.co.uk 

SUPeRbLy PReSeNTeD COFFee ShOP 
Staindrop, Co Durham 

 

Price: Freehold £395,000 + S.A.V. 

Details: www.clifford-lax.co.uk 

WeLL-PReSeNTeD CaFÉ  
Flixton, Greater Manchester

Type: Well-presented cafe. Business 
offers terrific potential for future growth. 

Price  £39,950.00+SAV, leasehold 
Details: www.sovereignbt.co.uk 

SaNDWiCh TaKeaWay  
Felixstowe 
Type: An extremely busy shop with net takings 
average £3,000 p/w (accounts available). New 
lease available, rent £10,250 pa.   
Price: £65,000 

Details: www.bradleyscountrywide.co.uk 

Monthly property platform sponsorship 
available 
 
£POA 

Details: sandrab@mvhmedia.co.uk

aDveRTiSiNg OPPORTUNiTy 
QUICKBITE MAGAZINE

Type: Immaculate business, superb 
kitchen, outside seating area, plus high 
quality 2/3 bed flat.

UNDeR 
£40k

UNDeR 
£400k

UNDeR 
£65k £POa

If you have a premises 
/ business for sale you 
would like to appear in 
this section contact the 
QuickBite team on  
0333 003 0499

PROPeRTy FOCUS

UNDeR 
£140k
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We take a look at some of the latest products available!
DRiNK
Juice company MOJU has released its latest product, the Ginger Cold-Pressed Booster. 
The fiery, raw ginger fruit shot recently won the Gold Innovation Challenge Award at lunch! 
2016.
The Booster shot range is focused on the specific functionality of cold-pressed juice rather 
than the refreshment of typical 250ml formats. Unlike existing shot products, MOJU’s 
Boosters are never heat pasteurised and are free from added preservatives. 
The shots can be added to sparkling water to create a 100% natural fizzy drink, added to a 
larger juice to give it an extra boost, added to hot water to create a winter warmer, or simply 
knocked back. 
The Boosters will be offered in packaging which allows them to be sold as single units (rsp: 
£1.95/60ml) or cases of 12 shots.

Company: MOJU 
Product: Ginger Cold-pressed Booster

What’s new?

SandwicheS Company: The Soho Sandwich Company 
Product: Salad pots, leaf salad boxes, snacking pots and  
                sandwiches 

The Soho Sandwich Company has added a 
variety of new products to its portfolio.
The selection of new products include 
superfood salad pots and leaf salad boxes. 
The salads will be complemented by a range 
of savoury and sweet all-day snacking pots 
and protein pots, including Egg, Spinach 
and Mustard Cress. Yoghurt pots with 
assorted fruit compotes will be joined by a 
vibrant selection of fresh fruit pots perfect for 
breakfast and all day grazing.   
The new menu also sees the introduction of 
a British Signature Range, featuring classic 
sandwiches.
There is also be a new ‘hot eats’ range 
and an enhanced breakfast offer to include 
croque-style toasties on bar marked rye 
bloomer bread, breakfast muffins and stone 
baked paninis. 
The company make all their handcrafted, 
artisan sandwiches fresh every day and 
place great emphasis on sourcing the right 
ingredients.

Company: UCC Coffee UK & Ireland 
Product: Black&White4c

Bean-to-cup coffee 
machine

The Swiss-made Black&White4c is 
a compact bean-to-cup machine, 
described as combining precision 
engineering and more than 40 years of 
development experience.
The new full automatic coffee 
machine is hand-crafted by Swiss 
manufacturers, Thermoplan, and is 
available exclusively through UCC 
Coffee UK & Ireland. 
Described as being perfectly suited to 
the hospitality, pub and bar markets, 
it achieves high-street quality coffee 
with simplicity of operation. 
The Black&White4c’s slim design 
is said to free up valuable counter 
space, while the intuitive interface 
enables operators to deliver barista-
quality coffee and milk-based drinks 
with one touch in any non-specialist 
setting. 
Marcus Swift, head of sales and 
marketing at UCC Coffee UK & 
Ireland, said: “The Black&White4c 
makes barista-quality coffee 
accessible and practical for the pub, 
restaurant and hospitality market. 
“It is simple to use, extremely 
compact and reliable from the first 
espresso of the day to the last latte of 
service.”
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New Forest Ice Cream’s new toffee apple flavour features a creamy dairy apple 
base, cut with an indulgent toffee ripple and finished with toffee pieces interspersed 
throughout. 

Created with fresh whole milk, double cream, real apple puree, autentic toffee and a 
helping of burnt sugar caramel, it is described as having a wonderful deep flavour and 
ideal for including on a seasonal menu as a standalone dessert or as a complement to 
autumnal dessert favorites. 

The product is free from artificial colours and flavourings, suitable for vegetarians and 
made in a nut-free environment.

Available to purchase in 4tr catering tubs and 4.75ltr Napoli Tubs, the new Dairy 
Toffee Apple Ice Cream is perfect for those operators looking to add to their range of 
scooping ice creams and sorbets, or for chefs looking to add to their seasonal dessert 
menu.

See your  
product here!

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

Then call 0333 003 0499

FRieS

London-based tea blender and coffee roaster The Drury Tea & Coffee Company has released a 
new range of tagged and enveloped teabags. 
There are seven different varieties in the new range, which are Traditional Breakfast, Earl Grey, 
Camomile, Peppermint, Jasmine, Green Tea and Decaffeinated Breakfast
The teas are packed in colour coded cartons of 25 and customers may purchase as little as 
one carton. The list price of the new teas is £1.30 per 25 for all varieties except Decaffeinated 
Breakfast, which is £1.95.

Company: The Drury Tea  
& Coffee Company 
Product: Tagged and enveloped teabags

Tea

CompanyMcCain 
Product: Staycrisp Thin Cut Skin-on Fries 
and Staycrisp Thin Cut Fries 

McCain Foods aims to help operators to stay hot 
and ahead with its new Staycrisp Thin Cut Skin-
on Fries and Staycrisp Thin Cut Fries.

Made to McCain’s unique Staycrisp recipe, using 
the very best of the British potato crop, they 
have been created to ensure caterers can now 
serve customers with a chip that stands out, and 
is fresh, hot and crispy, whether held or served 
fresh in the restaurant or for takeaway. 

Staycrisp Thin Cut Fries are extra-long, and 
described as offering better plate coverage and 
more portions per case. Staycrisp Thin Cut Skin-
on Fries are said to offer a fresh and rustic appeal 
and are great for a stand-out menu. 

iCe CReam
Company: New Forest Ice Cream 
Product: Dairy Toffee Apple Ice Cream
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Dates for your diary

Diary Dates

in the next issue
 Free-from foods

Location
OLD TRaFFORD FOOTbaLL 
STaDiUm, maNCheSTeR 

Café biz expo,
10th 

Café Biz Expo is aimed at the fast 
expanding coffee sector in the Midlands and 
the north of England and will provide one 
valuable intensive day for product sourcing. 

The show welcomes trade customers from 
fast-food outlets, facilities managers, café 

owners and operators through to pubs, 
hotels and restaurants, and visitors can 
find the best of everything from coffees, 
teas and syrups, right through to machines, 
equipment and water filtration systems.

NOV 
2016

Location
NeC biRmiNgham

great 
hospitality 
Show

23rd - 25th

Great Hospitality Show is a celebration of 
everything new in British hospitality.

It’s the only show focusing on the business 
of hospitality and promises to be the UK’s 
largest exhibition for foodservice and 
hospitality in 2017.

As well as providing the ultimate platform for 
networking and forging new relationships, 
Great Hospitality Show is a must for anyone 
looking for the latest, cutting edge products 
across food and drink, catering equipment, 
technology, interiors and table tops.

NOV 
2016

Consumers are becoming increasingly aware about what goes into their food. Due to this, more people are cutting 
out certain ingredients from their diets and seeking out free-from food. We take a look at this important sector of the 
foodservice market and find out how food-to-go and QSR operators can ensure they are catering for everyone’s dietary 
needs. We also look ahead to Veganuary.  

Location
NaTiONaL mOTORCyCLe 
mUSeUm, biRmiNgham

Food and Drink 
Research and 
innovation & NPD 
Summit

30th 

The inaugural Food and Drink Research and 
Innovation & NPD Summit is a conference 
and exhibition focused on researching, 
developing and launching new products and 
brands in the food and beverage industry. 

The event will bring together more than 500 
senior executives and management from the 

leading food and beverage manufactures, 
retailers and foodservice companies 
responsible for research and development, 
Innovation, NPD, quality, health and 
nutrition, ingredients, as well as leading 
suppliers of technologies and services.

NOV 
2016

 Sweet treats
Offering an excellent and varied dessert menu, or a choice of sweet treats, can attract add-on sales and help to improve 
profits. We find out what you should be offering and what new products are available to liven up your menu? 

 Combating the spread of infection
Ensuring effective food hygiene is not just a necessity, but law. We find out what food-to-go and QSR operators should be 
doing to fight infection and discover what could happen to businesses if they fail to protect their customers properly.
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