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Food really does get people talking and with the amount of technology 
that we have at our fingertips it is possible to communicate, comment 
and debate our favourite dishes. We can also discuss the latest trends 
and make forecasts as to the dishes we expect to see over the coming 
months and years.

There is no doubt that as a nation we are also very experimental. We 
like to try new foods from different countries and cultures and this 
is something that I had the pleasure of talking about with the team 
at BBC Radio5Live recently. Research suggests that Chinese and 
Indian food is still at the top of the menu for British diners, but foods 
of Kurdish, African and Mongolian roots are hot on their heels. It is a 
testament to everyone in our industry that these dishes are becoming 
more popular from street food vendors to high end restaurants. 

Back to the issue in hand.

In October, we have all of the regular news and columns including 
Accountancy, the Legal pages, Property and What’s New so that 
you can keep up-to-date with the big issues facing the industry.

We also follow on with the theme of the aforementioned world food 
trend and look at the Tastes of South America. We also try to 
understand the difference Sauces, Rubs and Marinades can make to 
your menu.

Adapting to the latest trends is key so in this issue we feature some 
of the Latest Products on the market and delve into the world of 
Delivery Solutions, Accepting Cards and Other Payments.

Fried food is seeing something of a resurgence at the moment and 
making sure that you have the correct equipment is key. We profile 
some of the latest Fryers on the market. 

Another key trend is to make sure that your branding is up to date and 
that your staff look the part. Getting your staff the correct Workwear 
and Uniforms can really enhance your businesses’ image.

For this month’s business profiles we visit one of London’s best 
takeaways – Firecracker and the team at Mother Clucker.

As always happy reading,
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news Round-up

A new, universal business solution 
from Kobas and AURES is to drive 
expansion at the healthy fast-food 
brand, Pita Pit, helping the brand 
grow to over 80 sites in the next 4 
years

Named after Vietnam’s national dish, the 
chain was set up by Stephen Wall and his wife 
Juliette in London 10 years ago after they went 
travelling around the South East Asian country.

The Manchester site is the 15th in the 
group and something of a homecoming for 
the couple after Stephen was born in nearby 
Eccles.

Talking about the new site, Juliette 
said: “We’ve been looking at bringing it to 
Manchester for quite some time with it being 
Stephen’s hometown.

“So far the response has been brilliant. 
People love this area and they are really 
excited about the Corn Exchange. 

“When we first opened we were quite 
pioneering in terms of Vietnamese food.

“There were plenty of places you could 
go to eat it in London but I don’t think there 
was really anyone else trying to bring it into a 
mainstream environment.

“We really care about the food we make 
and we do everything to make sure it is as 
authentic as we had it in Vietnam, but to make 
the environment a bit more accessible, with a 
nice ambience, nice music and nice design.”

The restaurant which is opposite 
Manchester Cathedral, will seat around 200 
diners over three floors. The top level will look 
out over the Grade II listed building’s inner 
atrium whilst there is a ground floor terrace 
inside.

“I think there’s going to be a great vibe in this 
atrium when all the other operators open and 
we are really lucky to have that lovely outdoor 
area opposite the Cathedral,” added Juliette.

As its name suggests, the restaurant 
specialises in pho, a noodle soup, with a street 
food-inspired menu that also features stir-fried 
noodle dishes, curries and salads. Pho is one 
of a number of London brands making the 
move to the former Triangle shopping centre 
with others set to join it inside.

Manchester’s Corn Exchange has welcomed another new arrival with 
the opening of Vietnamese restaurant Pho

Pho launches 15th site with Manchester opening 

Pita Pit aim for 
rapid expansion 
with new technology 
partnership

costa prices set to rise as  
Whitbread battle wage increases
Whitbread, the owner of Costa Coffee and Premier Inn has announced 
that they will increase some prices at their chains to counter the cost 
of the National Living Wage

A spokesperson for the croup has also said 
that the group would also “mitigate this 
substantial cost increase” by cutting costs 
and increasing productivity.

Chief executive Andy Harrison said 
Whitbread had long supported a “steady, 
sustained real increase” for the minimum 
wage.

However, when directly addressing the 
wage proposals, he added: “The scale of 
the increase is bigger than we would have 
expected and clearly employment costs are 
our biggest single cost.”

The 70p an hour increase to £7.20 an 
hour from April for workers over 25 was 
announced by the Chancellor, George 
Osborne, in the Budget in July and has 
received a mixed response from businesses 
of all sizes in recent weeks.

Recruitment specialists, Manpower have 
conducted a survey based on numerous 
factors including the minimum wage rise 
and found that of 2,101 employers surveyed 
many suggested that the UK jobs market 
was at its least optimistic level for three 
years.

James Hick, of Manpower, said: “Some 
employers may seek to reduce the extra 
costs by taking on more younger or self-
employed workers, who were not entitled to 
the living wage.”

Mr Harrison said decisions about what 
prices would be increased had not yet been 
made, and that improving productivity would 
be a priority.

Currently, around 34,000 of Whitbread’s 
42,000 hourly-paid staff receive less than 
£7.20 an hour.

Specialist cloud-based hospitality 
management system developer Kobas has 
revealed it has secured the business of 
healthy fast-casual business Pita Pit, which 
is at the beginning of a significant growth 
curve in the UK to match performance in the 
US and Canada.

Pita Pit has just marked twenty years 
since it launched its fresh, healthy 
alternative to traditional high-fat, high-carb’, 
high-calorie fast foods.  Rapid growth in its 
native Canada, then in the US, was followed 
by entry to the UK market as a franchised 
operation.

Over recent months, James O’Sullivan, 
founder and CEO of Kobas, and his team 
have worked with Pita Pit’s international 
franchise holder and one of its three UK 
franchisees.  

O’Sullivan commented on the partnership 
saying: “We walked into a Pita Pit store late 
last summer and explained how different 
we are from other suppliers.  Six weeks 
later we had a deal!  We are now in six new 
stores and will roll out in a further four in the 
coming months.”

He also explains why Pita Pit was drawn 
to Kobas.  “Importantly for Pita Pit, given 
that it’s growing a business with tens if not 
hundreds of stores in different geographies 
and needs complete real-time trading 
visibility and control, the Kobas solution is 
browser-accessed and cloud-based.  This 
makes it universally available - at any time, 
from any device, anywhere in the world.”

The retailer’s UK plans include major cities 
such as Leeds and Manchester.  London will 
continue to see very fast growth with a total 
of 80 stores planned within the next 4 years.
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When VAT was first introduced in 1973 as a 
requirement of Britain joining the Common 
Market, government ministers excluded so-
called staple foods in a bid to ensure families 
could afford to eat a healthy diet.

This meant that the tax was applied to 
products such as confectionary, ice cream, 
biscuits, crisps and nuts, whereas cake and 
frozen ready meals avoided the tax.

However, due to the changing nature of 
diets foods that are now deemed as healthy 
continue to be taxed in the same way as 
unhealthy foods. Items such as fruit smoothies, 
cereal bars and protein bars, are all subject to 
20% VAT, while chocolate cake, millionaire’s 
shortcake and frozen ready meals are not. 
The vast majority failed to identify these items 
which avoided the 20% VAT hike. 

The Government have defended claim 
that the process is hard to understand and 
reinforced the message that unhealthy edible 
products will be subject to VAT in order to 
discourage purchases of junk food.

In a survey, conducted by Huel, asked 
respondents “how healthy is your diet?” 
and provided a scale from one (extremely 
unhealthy) to 10 (extremely healthy). With the 
average Brit answering 7 out of 10.

All respondents were then asked if they 
felt they had a good understanding of what 
food products were healthy and unhealthy, to 

which 89% indicated that they did have a good 
understanding.

Other items that are subject to VAT include 
frozen yoghurt, roasted peanuts, cereal bars, 
hot sandwiches, diabetic chocolate and 
popcorn, most of which are seen as healthier 
alternatives to other snacks.

Julian Hearn, Founder of Huel, said: “We 
are all for healthy eating and, while the whole 
idea of the ‘nanny state’ is up for argument, 
we think this incentive to bring costs of 
healthy foods down is a very positive thing. 
Unfortunately, there are places where the 
categories don’t seem to make sense and may 
not be quite up to date with our knowledge 
and lifestyle today.

“We now have an alarming rate of the 
population with type 2 diabetes; we should use 
the VAT system as a disincentive for unhealthy 
foods which contribute, such as sugary foods 
like millionaire’s shortbread and chocolate 
cookies.”

“Although it is confusing in places, we need 
to remember that in principle this is a scheme 
designed to help us eat well for less. There are 
certainly improvements that can and should 
be made to develop it further – and perhaps 
review our need for cake, for example!”

Almost all respondents said they felt 
‘surprised’ (95%) and ‘confused’ (82%), while 
only 6% said that they agreed with the rulings.

New research has revealed how confused Britons are by VAT rulings 
on junk food items

‘Junk food Tax’ causes confusion 
amongst consumers 

adams cash and  
carry to host fast  
food seminar 

The seminar aims to join ambitious fast food 
business owners together and take them 
on a mind blowing journey to discover The 
Secret to Fast Food Sales. 

Attendees will be learning what fuels sales 
in the fast food and QSR industry and how 
they can implement it in their businesses.

Other key points from the seminar will 
include: 
•  Finding out how much impact bad 

employees have on your sales. 

•  Gaining ideas for your marketing so you 
can increase sales and make more profit.

•  To give you the ability to reflect on current 
and proposed strategies. 

•  Learn insight on how others businesses 
have become successful.

•  Networking with other successful business 
owners.
The event will be held at Peterborough 

United Football Club from 13:00 to 15:30 on 
Tuesday 6th October and admission is free 
using the following link. www.eventbrite.
co.uk/e/the-secret-to-fast-food-sales-
seminar-tickets

news Round-up

One of the UK’s leading food 
service providers is inviting 
people from across the 
industry to their latest seminar, 
highlighting the secret to 
increasing fast food sales

Subway founder dies 
after long illness

DeLuca helped found the first Subway 
restaurant in 1965 at age 17 in Bridgeport, 
Connecticut, with a $1,000 loan.

“It’s with a heavy heart that we share the 
news of the passing of our co-founder Fred 
DeLuca,” the company said in a statement. 
“We thank him for his immeasurable 
contribution.”

The privately-held fast-food company 
boasts more than 44,000 restaurants in 110 
countries. Subway promotes its menu of 
sandwiches as “quick, nutritious meals” in 
contrast with other fast-food chains that rely 
heavily on burgers, fries, fried chicken and 
pizza. 

DeLuca died on Monday September 14th, 
although a statement by the company did 
not say where he died.

Forbes estimated that his wealth at the 
time of his death was around $3.5 billion.

Fred DeLuca, the CEO and co-
founder of Subway who helped 
build his sandwich shops into the 
world’s largest restaurant chain 
and food franchise, has died at age 
67 after a long battle with leukemia



8    |    Issue 25 October 2015

news Round-up

Independent restaurants in Exeter are among those hoping to enjoy a boost to business following the launch 
of a new food delivery service

deliveroo rollout continues with exeter latest to welcome service

Pie bond extended as Square Pie solidify offering
Square Pie, the gourmet pie company, has extended its bond offer by 45 days, in a bid to maximise the opportunity
The ‘Pie Bond’, which has been one of the 
best subscribed investments has currently 
raised £376,500, on the crowdfunding 
website CrowdCube and potential partners 
now have a further chance to get involved 
funding opportunities open until October 
11th.

The extension follows the company 
securing a major listing with a national 
retailer, which launched in September and a 
marketing push to coincide with the ongoing 
Rugby World Cup.

Square Pie is seeking £750,000 by offering 
8% over four years to those who invest. The 
business has also been given a Probability of 
Default of 0.7% by Moody’s Analytics based 
on historic accounts, compared to a 3.3% 
average for the bonds listed on CrowdCube.

Square Pie was founded in 2001 on 
a stall in Spitalfields Market and now 
operates five sites in and around London, in 
Westfield Stratford and Westfield White City, 
Excel Exhibition Centre, the O2 arena and 
Bluewater.

Founded in London in 2013, Deliveroo is 
now available in 24 UK cities, including 
Manchester, Bristol and Edinburgh, and has 
launched internationally. The company’s 
fleet of delivery drivers’ criss-cross the city 
on bikes and mopeds, bringing quality food 
resident within a 1.5mile radius.

As well as offering diners more variety 
when it comes to ordering a takeaway, the 

service is expected to benefit businesses 
which have until now not been able to 
provide their own delivery service.

Yvan Williams, landlord of The Oddfellows 
in New North Road, said: “I’ve thought about 
doing takeaways before but logistically it just 
got too complicated, so when I heard about 
this I contacted them directly and we’ve 
signed up to it.

“It totally makes sense for us. They have 
identified Exeter as a gourmet eating place 
and they wouldn’t come here had they not 
done their research. Exeter is growing so the 
demand will be greater and I think it will be 
popular.”

Deliveroo partners with hundreds of local 
restaurants across the UK, including leading 
independents as well as premium chain 
restaurants, to deliver food to homes and 
offices in an average of 32 minutes.

Rory MacInnes, Market Launch Manager 
for Exeter, said: “Home to some of the 
South West’s most passionate foodies, 
Exeter boasts a growing selection of exciting 
independent establishments, as well as some 
great local chain restaurants. 

“Through our user friendly and super slick 
platform, Deliveroo is now able to meet the 
substantial demand for premium restaurant-
standard dishes delivered to the home or 
office.”

Restaurants currently using the service 
include the likes of Hubbox, The Oddfellows, 
Urban Burger, YO! Sushi, Curry Leaf, ASK 
Italian, and, Thai Orchid.

By entering a postcode and preferred 
time slot, Deliveroo will offer a list of local 
establishments offering food within the 
delivery zone and food orders and payment 
are all processed online via the Deliveroo 
website or app. 
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Are you Britain’s best takeaway?

 WIN £5,000*
Get your loyal fans and customers to vote for you at

theBTAs.co.uk

#theBTAs Voting closes midnight 11 October 2015
*terms and conditions apply

It’s your last chance to
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Some of the UK’s largest food and drink businesses including Pret a Manger, McDonald’s and Costa Coffee 
have signed an open letter to the Government to take a firm lead of UK litter

big brands challenge Government on uK litter problems

Pret success leads to potential Stock exchange listing
Pret a Manger has seen significant growth in the last few years and this positive growth has led to interest from 
potential bidders, the source said

And several banking, legal and sector analyst 
sources said the chain, nicknamed Pret, was 
well positioned to attempt a 2016 listing.

Pret have spread across Britain in the last 5 
years as well as in Asia and the United States. 
After some tough times the U.S. arm of the 
business is now profitable and according to 
experts could pave the way for a listing in the 
United States.

There are many similar companies who have 
successfully floated in Pret’s home market 
including Shake Shack and Chipotle Mexican 
Grill.

Bridgepoint, the London-based owner of 
clothing retailer Fat Face and Wiggle bicycles, 
paid £345m for a 53% share in Pret in 2008. It 
currently owns 65% after buying out Goldman 
Sachs, which advised it on the acquisition. 
Pret’s management and founders own the other 
35%.

Pret had core earnings of £76 million in 2014, 
according to its website. A U.S. listing at those 
multiples would value it at £1.28bn - over half a 
billion more than at a UK multiple. That puts it 
in line with Shake Shack, which was valued at 

nearly $2 billion in its January IPO, giving each 
of its 63 restaurants a value of $27 million

Cracking the States is key to the success of 
any listing, especially as the British business 
matures, analysts say.

“Pret’s cash generation is all in the UK, but 

the growth opportunity is all in America,” one 
private equity banker said. 

But no British restaurant chain has ever listed 
across the Atlantic. And Pret itself says it has 
“continued to grow cautiously” since opening 
in 1986.

In a letter to the Secretaries of State and 
Ministers at DEFRA and the Department of 
Communities and Local Government, the 
23 signatories ask the Government to form 
an Advisory Committee for Litter Reduction 
in order to deliver a National Litter Plan to 

eliminate all litter.
The Foodservice Packaging Association, 

together with Hubbub, INCPEN and the 
Packaging Federation, has been instrumental 
in bringing the parties together.

Speaking about the partnership, Martin 

Kersh, Executive Director the Foodservice 
Packaging Association said: “It’s a huge step 
forward to form a joint approach to tackling 
litter, but it needs Government backing in 
order to work.  The Advisory Committee will 
ensure resources are better directed towards 
achieving a National Litter Plan and that 
we have a consistent voice and approach 
towards dealing with litter.

“Hubbub has worked incredibly hard to get 
these parties talking and working together 
and we are all passionate that something 
must be done to reduce litter in our country.”

The letter states: “The formation of an 
Advisory Committee is an unparalleled 
opportunity to take a major step to reduce 
the societal impact of all litter. Without such 
Government leadership, efforts to deal with 
littering will continue to be fragmented and 
so less effective in delivering significant 
reductions in littering and in the costs of 
dealing with it.”

Trewin Restorick CEO of Hubbub backed 
the campaign and said: ‘Getting rid of litter 
on our streets requires concerted effort from 
all sections of society which is why Hubbub 
has lead efforts to bring a wide range of 
organisations together who are committed to 
solving the problem.  All of us are now asking 
government to add their commitment’.
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Last week, 1,900 baristas from 654 Costa 
stores across the country took part in their 
very own Big Tidy Ups.

Costa joins McDonald’s, Wrigley, Waitrose, 
Coca Cola Enterprises and KFC in signed 
the Commitment and are calling on other 
businesses to follow suit.

As part of its support for Keep Britain 
Tidy, Costa will also be sponsoring the 
charity’s Big Tidy Up campaign for the next 
12 months.

The Big Tidy Up is England’s biggest-
ever litter pick and an ongoing campaign 
that supports individuals, schools and 
communities who want to take action to 
clean up their bit of the world.

Allison Ogden-Newton, chief 
executive of Keep Britain Tidy, said: 
“This is a fantastic way for Costa to 
show that it is committed to helping in 
the battle against litter in this country.

‘To have so many stores taking 
part on one day is testament to this 
commitment and a great example of a 
business that is taking the issue of litter - 
which blights our streets, parks and beaches 
– seriously.’

Ms Ogden-Newton added: ‘No one 
organisation can solve the problem of 
littering in this country on their own. It is only 
by communities, businesses and charities 
working together that we can change the 
littering behaviour of the minority that costs 
us the best part of £1billion a year to clean 
up.

‘Costa’s sponsorship of The Big Tidy 
Up will allow us to continue supporting 
those people who don’t just want to live in 
a clean and tidy place but who want to do 
something to make that a reality, for them 
and for everyone else.’

Staff from over 650 Costa stores 
joined a mass litter-pick as it 
became the first coffee shop 
brand to sign Keep Britain Tidy’s 
Litter Prevention Commitment

costa pledge to keep britain tidy

The 20 shops, which are spread across 
10 regions are set to fight for the title of 
Independent Takeaway Fish and Chip Shop of 
the Year.

Shops have faced a variety of judging 
criteria including shop appearance, 
responsible sourcing policies, customer 
service and staff training policies.

Over the coming weeks, the shops will 
be subjected to further mystery judging 
evaluations which will whittle down the top 20 
to establish the UK top 10 regional winners 
who will compete for the top honour.

Speaking ahead of the awards, Paul 
Williams, Chief Executive of Seafish, said: 
“The aim of the National Fish & Chip Awards 
has always been to showcase the very best 
fish and chip businesses and individuals in the 
UK while setting incredibly high standards for 
the industry to aspire to.

“The Independent Takeaway Fish and Chip 
Shop of the Year Award is one of the highest 
honours to receive as a fish and chip business. 
Many of our past winners and finalists have 
gone on to reap substantial benefits, including 
international fame through industry trips 
overseas, increased shop footfall and turnover 
and even launching their own products.

“It’s great to see so many excellent shops 
through to this stage of the competition. I’d 
like to offer up my congratulations and wish 
them the best as they prepare to continue 
their quest towards winning a regional title, but 
also thank them for consistently helping us to 
reinforce the UK’s reputation as the home of 
the world’s best fish and chips.”

An awards ceremony will take place on 
January 2016 at The Lancaster London Hotel.

The top 20 fish and chip shops 
have today been announced as 
part of the 2016 National Fish & 
Chip Awards, organised by Seafish

best fish and chip 
shops nominated for 
national awards

Tough new immigration bill  
could hit takeaway owners
Pubs and takeaway restaurants could be stripped of their licence to 
operate if they are found to be employing illegal immigrants, under 
tough new measures to be included in the Immigration Bill
The bill which is due to be passed in the 
coming months will clamp down on illegal 
immigrants found working in the UK. Those 
found to be in ungainful employment will also 
have their wages seized and face up to six 
months in prison as well as an unlimited fine.

The bill, will include a range of new powers 
in a bid to deter people from trying to find 
work here illegally and measures to deal 
more effectively with rogue businesses who 
offer them employment.

Talking ahead of the bill James 
Brokenshire, Immigration Minister, said: 
“Anyone who thinks the UK is a soft touch 
should be in no doubt - if you are here 
illegally we will take action to stop you from 
working, renting a flat, opening a bank 
account or driving a car.

“As a one nation government we will 
continue to crack down on abuse and build 
an immigration system that works in the best 

interests of the British people and those who 
play by the rules.

“Through our new Immigration Bill, illegal 
workers will face the prospect of a prison 
term and rogue employers could have their 
businesses closed, have their licences 
removed, or face prosecution if they continue 
to flout the law.”

The Bill will also see the maximum 
sentence for employers hiring illegal workers 
increase from two to five years and any 
employer who continues to flout the law 
could see their business closed for up to 48 
hours while they prove right to work checks 
have been conducted on staff.

Pubs, off-licences and late night 
takeaways that fail to comply with the 
immigration laws could be stripped of their 
licence to operate and consideration is now 
being given to extend these powers to cover 
minicab drivers and operators.
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Restaurants sign up to sugar-tax scheme

Oliver is spearheading a campaign to call on 
the UK Government to introduce a sugary 
drinks tax which is supported by doctors, 
dentists, dieticians and other public health 
experts. 

The healthy eating restaurant groups will 
levy a 10p sugar tax on all drinks that contain 
added sugar, which will then be donated to 
the Children’s Health Fund.

The celebrity chef has endorsed a number 
of campaigns over the years in a bid to raise 
the dangers of unhealthy food, especially in 
the case of children.

Recently, Oliver took part in a Channel 4 
documentary, Jamie’s Sugar Rush, which 
saw him exploring the dangers of consuming 
excessive amounts of sugar and his attempts 
to promote the idea of a sugar tax in the UK.

Speaking about the decision to join the 
campaign, Leon co-founder, John Vincent, 

said: “Since we started Leon in 2004 we have 
been helping people eat a diet low in sugar. In 
that time, we’ve seen people and companies 
become even more addicted to the white stuff. 
It’s a human crisis as well as an economic 
one.

“Soft drinks brands spend a lot of money 
convincing us that their drinks are cool. 
What’s actually cool is that this levy can help 
redress the damage done by the average 21 
teaspoons of sugar a child consumes a day. 
What’s cool is that this will start a debate 
about the best way to protect children from 
the damage that grownups are doing to them.”

“I hope Leon is the first of many restaurants 
to join Jamie in adding a 10p levy to sugary 
drinks and create this positive change. We’re 
very interested to hear our customers’ views 
on whether this is the right way to do so.”

Mark Lilley, Director at Abokado, added: 
“We’re proud to be supporting Jamie in 
this campaign. It’s essential that we raise 
awareness of the dangers of consuming too 
much sugar, particularly amongst children.

“As a father of four I believe restaurant 
operators should take some responsibility for 
guiding the nation’s children towards healthier 
lifestyle choices. This step will not in itself fix 
the problem, but it will draw attention to the 
issue and divert funds to a worthwhile cause.’

Speaking on the documentary, Oliver said: 
“I’ve spoken to some of the brightest people 

in the medical world over the last few years 
and they all agree that action is urgently 
needed if we don’t want the NHS to crumble 
completely because of the costs of diet-
related disease like type-2 diabetes.  

“One doctor recently told me that diet-
related disease is one of the defining crises 
of our time.  We need the government to step 
up.”

The documentary saw Oliver host a round-
table discussion with a number of leading 
restaurant chain CEOs, including Gourmet 
Burger Kitchen, Costa, Brasserie Blanc and 
Cabana to promote the idea of the sugar tax in 
their restaurants.

It has been confirmed that all of Oliver’s UK 
restaurants, including the 41-strong Jamie’s 
Italian brand, will carry the levy, Leon and 
Abokado have also signed up to the initiative 
and several other restaurant chains are 
believed to be in final discussions.

A recent petition has been set up to 
support Oliver’s mission and call on the UK 
government to introduce a sugary drinks 
tax. The petition has been a success with 
120,256 signatures to date meaning that the 
government must consider debating the issue 
in parliament.

One social media Oliver remarked: “We did 
it…….To the 100,000+ ‘loverly’ people in the 
UK thanks you for signing and supporting the 
petition.

High street chains, Leon and Abokado have become the first two brands to join Jamie Oliver’s sugar tax campaign
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high street chains sign up to 
new ‘pay at table’ app
ASK Italian, Zizzi and Carluccio’s have teamed up with 
Mastercard to introduce a pay-at-the-table app for 
their customers

The Qkr! app, developed by MasterCard Labs, allows diners to pay for 
their bill as and when ready and claims to offer convenience, simplicity 
and security for customers. Mastercard teamed up with wagamama 
earlier this year to launch the initiative.

Scott Abrahams, group head of acceptance and emerging payments, 
Mastercard UK&I, said: “With ASK Italian, Zizzi and Carluccio’s all 
soon to be offering Qkr! with MasterPass, their customers will have 
greater convenience, simplicity and security when paying their bills. 
We are confident that their customers and the restaurants themselves 
will mirror wagamama’s experience, where both parties really benefit. 
Customers can enjoy their meal in the time they have and pay when 
ready, and restaurants can turn tables around more quickly and serve 
more customers.

“Qkr! is a flexible and powerful payment option and lends itself 
to environments beyond restaurants, such as cinemas and sports 
stadiums. We are delighted that three more major high street 
restaurants are joining Qkr! and we will continue to scale up the app for 
consumers in the UK and around the world.”

Jon Taylor, head of IT for Carluccio’s, said: “Qkr! with MasterPass 

will give Carluccio’s customers another option to pay for their food and 
drink using a fuss-free app on their phones. It will allow them to pay as 
and when they are ready, speeding up the process for time-conscious 
diners and allowing groups to easily split the bill amongst themselves.”

Qkr! with MasterPass app will be available for customers at Ask 
Italian, Zizzi and Carluccio’s towards the end of 2015. The app can be 
downloaded from The App Store or Google Play.



Research reveals ‘dangerous’ 
salt levels in children’s fast food

The WASH research, which compared fast food chains such as KFC, 
Subway and Burger King, found that 82% of meals contain more than 
1g of salt. That’s more than a child aged 4-6 years old should be eating 
in one sitting, with some meals containing as much salt as 10 packets 
of ready salted crisps.

WASH notes that too much salt in childhood habituates children 
to the taste of salt, and put blood pressure up, which could lead to 
strokes and heart failure in later life.

It is calling for all food manufacturers to universally reduce the salt 
content of their products, to help us achieve the global maximum 
target of 5g salt per adult per day, with children’s meals taking priority.

Public Health Nutritionist and International Programme Lead at 
WASH, Clare Farrand, said: “The fact that these fast food chains are 
able to produce less salty children’s meals in some countries means 
they can do the same in all countries, and should immediately. All 
children, regardless of where they are from, should be able to enjoy the 
occasional meal out, as a treat, without putting their health at risk.”

The UK’s salt reduction programme has been named as an example 
to follow as it has set clear targets that the global foodservice industry 
ought to be achieving.

Salt intake has fallen in the UK by 15% (between 2001-2011), and 
thousands of strokes and heart attacks are being prevented every year, 
according to WASH.

It says that without targets the food industry cannot be held to 
account for their contribution to the escalating global problem of 
strokes, heart attacks and heart failure and must now reformulate their 
products as a matter of priority.

The survey compared 387 children’s foods choices at fast food 
chains, globally, and finds that the UK comes out with the lowest salt 
levels against Finland, Turkey, Germany and the USA however only 
233 had complete nutritional information to allow comparison of salt 
contents.

New international research from World Action on Salt & 
Health (WASH) has revealed dangerously high levels of 
salt in children’s fast food meals

For more information speak to our 
dedicated team on: 01992 574 650
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azzurri Group announce removal of administration fee on tips

The decision comes as part of an ongoing 
broader review of all pay, rewards and 
benefits, which commenced earlier this year 

when Azzurri Group underwent a change 
of ownership, and the company have now 
announced that 100% of all tips will to go 

to staff.
The new tipping policy will see 100% of all 

tips go to staff. The wider review of the way 
staff are rewarded, which will also include 
plans for the introduction of the National 
Living Wage, is expected to be completed 
by the end of October.

Steve Holmes, CEO of Azzurri Group, 
commented: “We wholeheartedly believe 
our employees are an essential part of our 
business and have always sought to reward 
them fairly. Our team members are crucial in 
delivering unparalleled customer service and 
ensuring that every customer’s experience 
at Zizzi and ASK Italian is a great one.

“The review into staff pay and benefits 
that begun earlier this year demonstrates 
our commitment to be recognised as a 
company that values and rewards our staff 
for their fantastic skills, loyalty and hard 
work.

“As a leader in the casual dining sector, 
we are wholly committed to following best 
practice as well as leading the way for other 
players in the industry.”

There are 249 Zizzi and ASK Italian 
restaurants across the UK, employing 5000 
people and serving 14 million customers a 
year.  

The operator of Zizzi and ASK Italian restaurants, has now announced that it will remove in November this 
year the 8% administration fee on tips made by electronic card payments

Premium burgers head latest 
foodservice report
The Agriculture and Horticulture Development 
Board (AHDB) has published its latest ‘Focus on 
Foodservice’ report, highlighting seasonality and 
premium burgers as some of the growing trends to 
watch over the next few months
The report, which aims to raise awareness in the industry about the 
developments that are happening every day has suggested five key 
areas for operators and suppliers to explore in order to drive profits.
The findings included exploiting seasonality, premium burgers, thin beef 
cuts, global flavours and the importance of provenance as the areas to 
focus on.

Commenting on the results, it was reported that Hugh Judd, 
foodservice project manager for AHDB Beef & Lamb, said: “While the 
prospects for the foodservice sector are positive, with total visits and 
spend on the increase, growth has been patchy and the competitive 
nature of the market demands constant innovation. 

“We’ve looked at recent customer research and dining trends in order 
to help identify key opportunities for those operating in the sector.

“What is clear is that customers are increasingly demanding – and 
rightly so. After all, there is more choice when eating out than ever 
before, not just in terms of outlet but also cuisine, flavours and style. 

“Along with variety, today’s diners want good, quality, fresh and 
wholesome food they can trust, as well as value for money; giving them 
a clear reason to return time and again.

“Quality and value are always going to be watchwords of the sector. 
But the real winners will be those that combine this with dish innovation 
from new cuts and global influences, and make a feature of it on 
menus. As our report clearly shows, tapping into these trends will make 
a real difference to bottom lines.”

The reports bring together industry trends, consumer demands and 
worldwide menu research to help foodservice suppliers and operators 
maximise footfall and profit.
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The franchise which specialises in everything 
from coffee and desserts to lunchtime 
products have decided that they will trial their 
new scheme at the Grand Central Shopping 
Centre in Birmingham they will also be 
showcasing the first Muffin Break store to 
open in a train station location.

Talking about the initiative, Lisa Brook, 
general manager at Muffin Break, said: 
“There’s a real demand for quick meal 
options from busy commuters who will be 
passing through the train station every day, 
so our new Grab and Go service will give 
them access to healthy on-the-go dishes.

“The introduction of modern street food, 
combined with increasingly busy lifestyles, 
has made grab and go food options 
an expectation for almost all catering 
establishments, including Muffin Break.

“Busy lives should no longer mean bland 
fast food for commuters on the run, because 
eating on-the-go has become particularly 
prominent on the high street, where authentic 
flavours and dishes have been made in a 
grab and go style, with options available for 
all diets and tastes.

“From meals served as takeaway options, 
to bundle meals featuring favourites such as 
sandwiches, jacket potatoes and soups: we 
are always searching for delicious new food 
options that are affordable and attractive 
to our customers. We are very excited to 
launch the new Grab and Go scheme and we 
look forward to introducing this service at a 
number of our stores across the UK.”

Muffin Break is planning to open 16 new 
stores before the end of the financial year 
including in transport hubs, some of which 
will be offering the Grab-and-Go service. 

Artisan bakery chain, Muffin Break 
is to launch a new grab-and-go 
range in a bid to further expand its 
offering

Muffin break expand 
menu with grab-and-
go range

allegra report 
highlights rise of 
the independents
The nation’s coffee scene is radically 
transforming, due to a burgeoning 
wave of independent coffee 
businesses hungry to innovate and 
challenge existing standards of 
quality, taste and service
A new report published by the Allegra World 
Coffee Portal and titled The Future of Coffee 
finds that Britain’s Third Wave coffee artisans 
are bringing high quality speciality coffee to a 
larger and more discerning audience than ever 
before.

Allegra’s study reveals that speciality coffee 
accounts for an estimated 15% of the total 
volume of the out-of-home coffee market, 
and forecasts 13% year-on-year (YoY) growth.  
The speciality segment outperforms the total 
market, which itself is projected to grow at 
10%.

Jeffrey Young, Managing Director, Allegra 
Group, commented: “The last 3-5 years have 
seen a significant transformation of the UK 
coffee market with the explosion of speciality 
coffee venues nationwide and a particular 
focus on London and the South East.  We 
have witnessed a growing presence of quality 
artisan roasters producing volumes of high 
grade speciality coffee.”

The figures mean London contributed more 
than £10 billion of the total, it also delivered 
17.3% of traffic, which is up 6.3% over the 
previous year. This compares to traffic figures 
for Great Britain, which dropped by 0.3%.

Muriel Illig, account manager at NPD Group, 
said: “London is experiencing a foodservice 
boom compared to the rest of Britain. Remove 
London’s robust contribution and Britain’s 
foodservice industry would register a flat 
performance over the year to end of June 
2015.”

The NPD Group says part of the reason 
for the capital’s success is that London’s 
consumers have a high propensity to spend. 
More than seven out of 10 eat out visits (73.6%) 
in London are made by consumers in the higher 
social/economic groups (A/B/C1) compared to 
six out of 10 (61.6%) in Britain generally.

In London, a visit to a foodservice outlet 
is 21% more likely to be made by people in 
full-time employment and 30% less likely to be 
made by people in part-time employment.

Londoners are bigger spenders in the sector; 
the average bill per consumer in London is 

£5.38 versus £4.62 for Britain as a whole. 
Nearly one in three eat out visits (28.2%) in 
London are made by consumers in the 25 to 34 
age range, a much higher figure than the 20% 
for Britain overall.

The research also revealed that consumers 
in London choose outlets in different ways to 
people in the rest of Britain. A choice based 
on ‘location’ or ‘sheer habit’ is less likely in 
the capital. However, a choice motivated by 
a requirement for a ‘light and healthy meal’ 
is 52% more important in the capital than 
elsewhere in Britain.

Illig added: “London is doing well but it is 
still a very competitive foodservice market. 
New and small restaurant chains are flourishing 
across the capital, and there is more and more 
street food in markets. This has really increased 
consumer choice and Londoners have become 
very demanding.

“Anybody operating any foodservice outlet 
in the capital needs to continually inject 
excitement and innovation into their offering 
- while ensuring they win plenty of praise on 
review websites through excellent service.”

London accounts for over a fifth 
(20.2%) of the total £51 billion 
foodservice industry spend in Britain 
according to research by global 
information provider NPD Group

london responsible 
for 20% of all 
foodservice spending

Speciality coffee chains such as 
Department of Coffee and Social Affairs, Taylor 
St Baristas, and Notes will grow and focus 
on vertical integration, while, branded chains 
such as Starbucks, Costa and Caffè Nero will 
adopt speciality credentials, further increasing 
competitive pressure and contributing to a 
blurring of lines between branded chains and 
independents.

James Dickson, Executive Director, 
Workshop Coffee Co., commented: “The 
Future of Coffee” is a ground breaking report 
and the first ever detailed study of the UK 
speciality coffee market.  The research 
clearly shows that this is a market with huge 
growth potential.  There has never been 
a more exciting time to be involved in the 
speciality coffee sector and Workshop Coffee 
is delighted to have supported Allegra in 
producing this research.”

Approximately 180 speciality coffee roasters 
now operate in the UK.  This fast-growing 
but immature market is characterised by 
very young businesses.  61% of roasters 
interviewed for the study have been roasting 
for 2 years or less.
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Beyoncé has given it her seal of 
approval, a vegan cookbook was 
the fastest-selling of all time this 
year, restaurants and cafés are 
ever-expanding their vegan options

Almost half of the hospitality industry (48%) 
will be affected by the National Living Wage 
in 2020 and those employees will see a 
3.4% wage increase, according to the latest 
research.

The analysis took into account three 
measures to identify the impact of the 
National Living Wage on employers - the 
change in the wage bill, the number and 
share of employees, and the ‘bite’, which 
is the National Living Wage measured as a 
proportion of the typical (median) wage.

In the hospitality sector, the bite in 2016 
bite will hit 101%, affecting 43% of the 
industry, which will experience a 1.3% wage 

bill increase. However, in 2020 the bite will hit 
110%, affecting 48% of the industry, which 
will see a 3.4% wage increase.

Employees are directly affected when they 
are expected to be earning less than the 
National Living Wage but will get brought 
up to (or beyond) the new wage floor. The 
indirectly affected are workers who are 
already earning slightly above the National 
Living Wage, but evidence suggests that 
many firms choose to keep pay gaps 
between different employees to recognise 
roles.

Across the whole economy, one-in-four 
(23%) of workers are set to gain from the 
National Living Wage, the bite across all 
workers is expected to rise from 55% in 
2014 to 65% in 2020, and Britain’s total 
wage bill is expected to increase by 0.6% in 
2020.

The think tank also found that the smallest 
firms - those that employ fewer than 10 
workers - are likely to feel the greatest 
impact on average. 

In 2020, 33% of the hospitality industry 
will be directly affected by the National Living 
Wage introduction and 15% will be indirectly 
affected. The figures for hospitality are far 
higher than the overall average which sees 
12% directly affected and 11% indirectly 
affected.

Employees in the hospitality sector are set to experience ‘by far, the 
biggest wage bill increase’ by 2020 as a result of the introduction of 
the National Living Wage

food sector employees to gain  
more from wage changes

veganuary comes 
back bigger and 
better than ever

yum Som enter the food-to-go market
A brand new breakfast and lunch on the go concept, Yum Som, will 
launch at Leadenhall Court this October
The business will be specialising in fresh 
to order Asian-influenced salads made in 
front of the customer and the menu will also 
feature grab-and-go options including: rice 
paper rolls; glass noodle salads; small pots; 
Yum Subs and soups.

The market for good grab-and-go 
breakfasts is also on the rise and the team at 
Yum Som will be embracing this by serving 
smoothie bowls, spiced porridge, press 
juices and of course coffee.

Speaking about the launch, Founder of 
Yum Som, Ed Martin, said: “Although there 
are many takeaway lunch options in London, 
I saw a space in the market for fresh, made-
to-order Asian salads alongside rice paper 
rolls, nutritious subs and soups that are full 
of flavour yet packed with goodness.

“I’m very excited to launch this new 

concept in Leadenhall. The menu is short 
and simple, catering to busy City types, but 
includes a wide variety of pan-Asian flavours 
that offer something truly different and 
exciting.”

Speaking at the 
launch of the 
event in London, 
Veganuary’s 
Co-Founder Jane 
Land said: “Vegan 
restaurants are 
becoming the 
places to visit, it’s 
better for you, for 
animals, and for 
the planet, so join 
the movement, embrace the lifestyle and try 
Veganuary this 2016.”

Supported this year by lead sponsor 
Nākd, pioneers of the Wholefood Revolution, 
Veganuary is an accessible awareness month 
designed to encourage the vegan-curious, 
vegetarian, health conscious, or those people 
just looking to feel better, to take the pledge to 
try something different and eat like a vegan for 
a month.

Launched in the UK in January 2014, 
Veganuary (pronounced vee-gan-uary) is also 
supported by some of the largest brands in 
foodservice.

Jane added, “By signing up, you’ll receive 
hints, tips and advice in the lead up to 
January, as well as support throughout the 
month, we’re aiming to have 50,000 people on 
board! Now is an opportune time to suggest 
the challenge to friends, family and colleagues 
– you can try it as the ultimate New Year’s 
resolution…”

Veganuary 2016 will be launched to a 
worldwide audience Veganuary.com. The 
website is packed full of helpful hints, tips, 
advice and resources to help make the switch 
to veganism as easy as possible: an approved 
product directory, an extensive, vibrant recipe 
section, eating-out restaurant guides, case 
study stories to inspire and motivate, and 
information on animals, the environment, 
nutrition and health. 

Supporting this year’s campaign is the 
hilarious stand-up comedian and regular 8 
out of 10 Cats Does Countdown contestant 
Romesh Ranganathan. 

He said: “The reasons I think you should 
become vegan for a month are: you’re not 
eating animals, you’re not harming animals, 
so that’s great, your energy levels are gonna 
go up, you’re gonna be more healthy, and you 
get to be more like this total legend right here. 
What’s stopping you mate!?”

Veganuary is free to join, simply sign up at  
the website.
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 “ If just 40% 
 of customers
 use my app
  I’ll save
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 every month ”
Yones Shamsi – Owner of

Pizza House Company, Leeds

Just eat to reward irish 
takeaways with national awards 

Just Eat on of the world’s leading service providers in the food 
ordering market are offering consumers the chance to vote for their 
favourite outlets in the first National Takeaway Awards for Ireland.

Customers who cast their vote will be in line to win a years’ worth 
of free takeaways.

It said it has created the Just Eat National Takeaway Awards to 
recognise the quality of food and service as well as the growing 
levels of innovation typical of takeaway restaurants across the 
country.

Speaking about the initiative and what it could mean for 
businesses, Just Eat Ireland, Managing Director, Amanda Roche 
Kelly said: “Takeaway restaurants are an important part of our 
economic and social lives in Ireland.

“These awards acknowledge this contribution and also help 
drive awareness of the range of cuisine types – from ethnic foods, 
to gluten free choices to lunch time salads, all of which are now 
available from takeaway restaurants. 

“We are encouraging consumers to have their say about their 
favourite and to vote online.”

A shortlist of those successful will be announced on 5 October 
ahead of the awards event on 20 October, when winners will be 
revealed.

Some of the categories include: 
• Best Takeaway Ireland
• Best Takeaway Healthy
• Best Takeaway Lunchtime
• Best Takeaway Just Eat Reviews
• Best Takeaway Chinese
• Best Takeaway Indian
• Best Takeaway Pizza

Online takeaway platform Just Eat has announced 
details of a new national awards scheme for takeaway 
restaurants
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Saldeen Khan, from New Bengal Tandoori, 
in Victoria Road, Darlington appeared before 
the town’s magistrates last month where he 
admitted two offences under the Food Safety 
Act, namely selling food not of the nature and 
quality demanded by the customer.

The first offence concerned beef being sold 
as lamb and the second concerned mutton 
being sold as lamb. He was fined a total of 
£333 for the two offences and ordered to pay 
costs of £550 to Darlington Borough Council, 
which brought the case to court.

Chris McEwan, the council’s cabinet 
member with responsibility for regulatory 
services, said: “It is very important that 
businesses comply with food standards 
requirements and do not misrepresent the 
food that they sell to customers.

“All of the take away restaurants in the 
Darlington Borough Council area have been 
sent letters reminding them that it is an 
offence to describe food incorrectly.”

The legal proceedings were launched after 
an environmental health officer purchased 
a lamb bhuna meal from the restaurant on 
January 26 this year, as part of a national 
survey of takeaway restaurant meals to check 
on the meat content.

Laboratory analysis identified 
predominantly beef with a trace of chicken, 
and no sheep or lamb, as the meat content.

After receiving the results of the analysis, 
the proprietor was interviewed by the 
environmental health officer and provided 
receipts relating to meat purchased to 
prepare meals and this revealed that mutton 
was being purchased rather than lamb.

At the time of the offence, the retail price of 
beef and mutton were significantly less than 
lamb.

The owner of a Darlington curry 
house owner has found himself 
hundreds of pounds out of pocket 
after inspectors found a lamb dish 
containing beef and chicken

curry owner fined in 
meat scandal

Record numbers 
battle it out to be 
best barista
The annual BaxterStorey Barista 
Championship, has achieved 
a record breaking number 
of entrants competing to be 
named the best barista within 
the business
The championships, driven via the 
company’s Barista Academy, celebrates 
baristas’ knowledge, preparation and 
delivery of coffee via a series of challenges 
devised to test their skills and ability.

Tim Sturk, head of coffee training and 
development at BaxterStorey, said: “This 

Companies looking to invest in business 
growth could save thousands of pounds 
by doing so before the end of the year, 
according to asset finance specialists 
Academy Leasing, but they must act fast.

The Annual Investment Allowance (AIA) is 
due to fall from the current rate of £500,000 
to £200,000 from 1st January 2016, 
reducing the tax relief cap on investments in 
equipment and development capital. 

Michael Nolan, managing director of 
Academy Leasing, said: “Although the fall in 

AIA was less severe than expected in the 
Summer Budget, businesses can still make 
substantial tax savings by making their 
purchases before the end of the year.

“The countdown is on to benefit from the 
higher existing allowance and the maximum 
possible tax break.”

The AIA currently offers tax relief at 100% 
on qualifying expenditure in the year of 
purchase, deductible from taxable profits.

The finance specialists explain that for 
businesses that have accounting periods that 
straddle 1 January 2016, the AIA will combine 
both the existing and new limits. A company 
with a March 31 year-end, for example, could 
have an allowance of £425,000.

From January 1, 2016 to year-end however, 
the AIA will only extend to the calculated 
allowance for this period.

Cafes and caterers across the UK 
could be in line for a windfall if they 
are planning on investing in their 
current business thanks to a change 
in investment rulers

onus on cafes and caterers to  
benefit from investment changes

year will be our best yet. Our barista 
programme has gained tremendous 
momentum and recognition within the 
business and is now an award-winning, 
industry leading academy.

“The record numbers of entries is 
testament to how much our academy has 
continued to develop over the last year.

“Coffee accounts for anywhere between 
35% and 60% of our sales, so it represents 
a massive part of our business.

“We are proud to provide some of the 
best training in the industry; our Barista 
Level 1 (BL1) is second-to-none and we 
are committed to the continued career 
development of our people and teams.”

Last year, BaxterStorey barista Jana 
Slamova finished third in the UK Barista 
Championships, the highest ever placing for 
a barista from the foodservice industry.

The final will take place at Hospitality 
House, in north London, on October 8th.
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Just eat suggest uK diners 
becoming more experimental 
with cuisines

Over the past 10 years there has been a growing interest in the cuisines 
of Ghana, Mongolia and Kurdistan according to the online ordering 
service with dishes such as sheep’s eye soup, cow foot and chicken 
hearts soaring in popularity. 

Data collected by Just Eat shows the biggest increase in demand 
was for Kurdish food — with 20 times more orders made for it in the 
past year. 

Top Kurdish dishes include Kale Pache, a soup of sheep’s eyes, and 
brain, tongue and hooves cooked with lemon. The number of orders 
for dishes from west Africa, Mongolia and the Caribbean — such as 
gizzard mixed with onion and pepper or cow foot cooked in spicy palm 
oil paste — were up 12 fold over the same period. 

Other popular dishes include Coracao De Frango — grilled chicken 
hearts with onions — that originates in Brazil. Mamaput Kitchen in 
Aldgate is one of the most popular takeaway restaurants serving the 
dish, Just Eat said.

Chinese and Indian dishes are still the most the popular orders 
made on the site. Graham Corfield, managing director at Just Eat, said: 
“Britain is unique in its adventurous appetite for different types of foods 
and tastes, and this research shows that it’s not just contestants on I’m 
A Celebrity that are eating these unique food types. 

“These takeaways add greatly to the cultural richness and wonderful 
diversity in our high streets of this great country. The takeaway industry 
deserves to be recognised as one of the key industries championing 
diversity across the UK and this is why Just Eat supports the British 
Takeaway Awards — the first ever multi-cuisine takeaway awards in the 
UK.”  

Speaking to BBCRadio5Live on the subject QuickBite Editor Scott 
Rumsey commented: “There are plenty of new trends and street food is 
one of the largest.

“This allows us to be more experimental at a small cost and we are 
in turn trying plenty of new foods.

“Many of these smaller businesses have aspirations to move from a 
street food unit to an actual store and that’s where the Just Eat study 
comes in. 

“People are having more choice presented to them and are taking it.”

Ordering a takeaway was once a simple choice 
between a pizza, Chinese or curry, but a survey by 
Just Eat has revealed the increasingly exotic range 
of dishes being ordered in the UK

culinary ability 
awards celebrate 
10 years
The Culinary Ability 
Awards celebrated ten 
years of success with 
a day of inspirational 
workshops and a gala 
dinner in Glasgow 
earlier in the month
The Culinary Ability Awards has joined the Zero Barriers Project, 
uniting six European organisations under the banner of the EU’s 
Lifelong Learning Programme, and will deliver two completely free 
workshops during the day aimed at eliminating language barriers in 
kitchens.

Founder and chef, Chris Sandford, said: “With kitchen brigades 
becoming increasingly more international in flavour, the workshops, 
aimed at university and college students as well as employers, will 
look to introduce the idea of using 250 different signs to aid slicker 
communication – once you understand these, you can communicate 
with anyone. 

“Crucially, the training can be delivered by deaf or hard of 
hearing teachers who rely upon sign language daily – it’s extremely 
empowering.”

Since 2005, the competition has helped thousands of people with 
disabilities globally, to work in the catering industry.
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byron continue to expand in 
bid to win burger battle 
Gourmet burger company, Byron has 
announced plans to increase its UK 
presence by opening 15 outlets a 
year in a bid to beat the increasing 
competition in the burger market.

Byron, which currently has 52 
restaurants in the UK, previously 
announced plans to open 10 new outlets 
a year but has now revealed that it has 
already secured 13 new sites for the next 
year and will open 15 sites a year.

Tom Byng, founder of Byron, told 
The Telegraph: “I’m relieved we built 
the flagship estate we have in London 
because it’s very hard to find good sites 
with affordable rents now. It would be 
much harder to launch and scale our 
business in London now.

“Hamburgers are an iconic comfort 
food so we could go almost anywhere. 
The trick is choosing when and where 
but you have to be opportunistic 
because you can’t control what 
properties are available.”

The company currently has 37 
restaurants in London, but has plans in 
place to open in Manchester, Newcastle, 
Edinburgh, Glasgow and Harrogate.

Google releases waiting time function

MP to crackdown on 
non-payment of wages
UK Business Secretary, Sajid 
Javid, has announced a package of 
measures to ensure hardworking 
people receive the pay they are 
entitled to, which includes doubling 
the penalties for non-payment of the 
National Minimum Wage and the new 
National Living Wage.

The MP for Bromsgrove, said: 
“There is no excuse for employers 
flouting minimum wage rules and these 
announcements will ensure those who do 
try and cheat staff out of pay will feel the 
full force of the law.

“This one nation government is 
committed to making work pay and 
making sure hardworking people get the 
salary they are entitled to.”

A new team of compliance officers in 
HMRC will investigate the most serious 
cases of employers not paying the 
National Minimum Wage and National 
Living Wage when it is introduced in April 
2016.

This reform is intended to increase 
compliance and make sure those who 
break the law face tough consequences.

Elite Fish & Chips is a family run 
company and has sites in Lincoln, 
Sleaford and Ruskington.

Technology giant, Google has added 
a new feature to its mobile search 
function that details waiting times at 
coffee shops and restaurants.

The popular times feature is designed 
to help customers avoid long lines with a 
quick google, which then details waiting 
times alongside location and opening 
times information.

The move is seen as a huge positive 
with today’s grab and go consumers 
wanting get their lunch or morning 
coffee as quickly as possible. Indeed 
some companies have already started 
to develop apps which allow the user to 
order their coffee in advance and have it 
ready for when they arrive.

The new software works in the same 
way as Google Maps data, which if 
enabled on a mobile device, will send 
anonymous bits of data back to Google, 
which then determines how busy a  
place is.

Mexican QSR, Taco bell  
continue uK expansion
Taco Bell, the Mexican-style quick 
service restaurant chain, has secured 
its seventh UK site in Barnsley.

The site, which opened in early 
September offered free tacos to the first 
100 customers and didn’t take long to 
give them all out..

Following the lead of the two Taco 
Bell high-street locations in Sheffield 
and Chelmsford, the Barnsley site’s 
contemporary design is inspired by 
its Mexican cuisine and the brand’s 
California-based heritage.

Ellen Gault, marketing manager at Taco 
Bell Europe, said: “The demand for Taco 
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a living wage?
Much has been made in recent weeks over 
George Osbourne’s decision to introduce 
the new living wage in the United Kingdom 
as part of this summer’s wider budget 
changes. Effective next April the scheme 
will see wages rise for employees over 25 
to a massive £7.20 per hour, a rise of 70p, 
and the hourly rate will then increase to 
£9 by the year 2020. As a business owner 
with a conscience I’m constantly trying to 
find ways to try and improve the welfare 
of my employees as a way retaining and 
motivating them. We run bonus schemes 
for managers, customer service rewards, 
medical payment schemes and various 
other staff benefits packages, something 
we gladly do because we want to. With this 
new plan in place the average worker will 
be getting an extra £1200 per annum and 
we have 25 staff working for us, you do the 
maths. 

As a Subway franchisee there are certain 
things I cannot change due to the very 
nature of a franchise system, I have several 
fixed costs that will not be altered whether 
I like it or not. That’s not to say I’m not 
happy with the way franchising works, it 
serves me well, but some costs are not 
changeable. Food costs are a feature of any 
food business and invariably these costs 
nearly always go up, even with excellent 
buying power overall costs are not likely to 
decrease anytime soon. So with all this in 
mind there are only likely to be an increase 
in costs to me and my business, VAT isn’t 
going to come down, rates won’t reduce, 
so what gives? 

All those extra benefits I was mentioning, 
that’s what gives, I will have to start 
stripping back the frills and the niceties 
that I offer my teams thus reducing the 
incentive to over achieve or possibly even 
just meet standards. On top of that, no 
longer will I be able to drop my prices for 
special promotions or discount offers, I will 
be penny pinching even further to maintain 
profits and this is after a tumultuous few 
years after a major recession. 

The only way I can see of getting out of 
this is following suit with what some of the 
major supermarkets are suggesting, hire 
younger staff and push up my prices. To 
top it off, the living wage is also coming in 
time to those who are under 25, this no will 
no doubt become an annual occurrence 
that future governments will enjoy pushing 
up every year to keep voters happy. I’m 
no economist but I can only presume this 
will have an effect on inflation, restaurant 
prices, cost of goods and life in general 
is going to get more expensive which will 
have a knock on effect on everything else. 

Editor’s Note: The above column is the 
personal view and opinion of Ian Dawes and 
does not reflect those of Subway or their 
affiliates.

induSTRy 
voice

Bell in the UK has never been stronger 
and we’re happy to give our fans in 
Barnsley the best we have to offer right 
from the start.

“In addition to showcasing our range 
of great tasting products at affordable 
prices, launching the open kitchen 
design, along with open plating and beer 
is really exciting for us.

“It’s been a work-in-progress for quite 
some time. The whole team is very proud 
of this restaurant and we think our fans in 
Barnsley are really going to love it.”

The 100-cover restaurant will offer 
tacos, wraps, nachos and burritos, 
alongside serving the exclusive Sol 
Cerveza, which is only available at the 
UK high street locations.
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Taste of South america
Over the years the food-to-go market has seen huge changes. 
When you look back at the food that we used to buy either as a 
cheap, convenient meal or as a takeaway than it is clear that fish 
and chips was the number on selling item. As time and trends 
moved on we witnessed the rise of Chinese and Indian food and 
the takeaway became a staple part of the weekly meal plan
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and chains that sell the food from this 
country. Mexican however lends itself far 
more to the food-to-go and quick service 
end of the market. Tacos, burritos, fajitas 
and quesadillas are some of the most 
popular selling menu items.

From a retail point of view many 
companies have put together Mexican 
inspired meal pack, piecing the main 
ingredients together for consumers to 
make the dishes at home. In the world 
of foodservice however the main option 
are either at a specialist restaurant or in 
the form of a wrap or taco in a sandwich 
counter. The rise in the popularity of 
chicken and strip beef combined with 
spicy seasonings, salsa and sour cream 
means that these items are proving very 

popular with the lunchtime trending.
Traditional sandwich shops and counters 
have taken on this trend and many of 
them are seeing a huge return on these 
tasty dishes.

Adding some of the food from this 
country can really give your menu a lift 
and can make your offering far more 
versatile. The main benefits of these 
are that there is an increasing trend for 
people to shop in the same place but 
they do so with a need for variety. These 
menu items can offer the variety you 
need.

Another main benefit is that all of the 
ingredients required to make these 
dishes will be common place in many 

Now with travel cheaper than ever, and 
influences from around the globe playing 
their part in the UK food market it is vital 
that we look at emerging flavours and 
dishes.

One such type of cuisine that has risen 
over the years is South American. 
Now when you think dishes from this 
continent and when you look at the 
map your eyes will be drawn almost 
immediately to the top and the food from 
Mexico or to the bottom and Argentina.
The food from Argentina tends to lend 
itself more to the high end of the market. 
Expensive cuts of Argentinian steak are 
popping up on menus across the country 
and on a casual dining level there 
are a number of cheaper restaurants 
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PeRu 
Tamal – Steamed 
dough filled with 
meats and cheeses

aRGenTina
Churrasco – Grilled steak 
served on large skewers

bolivia
Empanadas – Savoury 
parcels of meat and 
vegetables in a pastry case

bRazil
Feijoada – A stew of 
black beans and beef

chile 
Curanto – Shellfish and 
meats baked in leaves

coloMbia
Chipa – Small 
cheese baked rolls

Mexico  
(cenTRal aMeRica) 
Fajitas – Soft flour tortillas 
stuffed with chicken, 
vegetables and salsa

PaRaGuay 
Sopa – Traditional soup 
served with corn bread

popular dishes 
central and South america
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It’s a Wrap is a high quality custom 
printed greaseproof paper. 

Perfect for restaurants, hotels, pubs, 

cafés, take-away outlets and catering 

establishments looking to present 

their food in beautifully branded 

greaseproof paper. 

Our products are printed with 

vegetable based inks, and our paper is 

completely biodegradable. 

Why choose It’s a Wrap?

Custom printed greaseproof paper

www.itsa-wrap.co.uk 

Tel +44 (0)1327 301 566 
Email itsawrap@jrpress.co.uk 

• A great way to enhance your brand

•  1, 2 and 4 colour process registered print 

•  From as little as 1000 sheets

•  Trimmed to any required size

•  Eco friendly print process

•  Biodegradable paper, in white or brown

• Fast turnaround 

•  Manufactured at out our custom-built 
facilities in the UK

cafes, restaurants and sandwich shops. 
They are relatively cheap items of 
produce and can serve multiple functions 
on your menu meaning that you get the 
most diverse rage for the same cost, 
thus expanding your reach and possibly 
your profits.

popular dishes

When people think of food from South 
America they think of meat and carbs. 
The food over there may have started out 
pretty basic but in truth the way the locals 
use spices and herbs as well as beans, 
pulses and vegetables to add flavour is 
fantastic.

Heat is also popular when it comes to 
food from these continues, spicy rubs and 
marinades such as Cajun feature heavily 
on most menus and in some cases the 
hotter the better. 

Here are some of the most popular dishes 

that you can add to your menu today and 
boost sales. 

Empanadas are very popular in Bolivia 
and these savoury parcels are packed 
with meat and vegetables just like a 
traditional pasty over here. The pastry 
case keeps the filling hot and these 
are a great item for your grab-and-go 
customers.

For those looking to add something 
warming in the winter months then 
Feijoada from Brazil or Sopa from 
Paraguay could be just what is required. 
The feijoada is a spicy stew with tender 
pieces of beef throughout. Rich in flavour 
it is a really nice filler and can be eaten 
in or on the go. The Black eyed beans 
and lentils that form the base of the stew 
will tick the boxes for those looking for a 
healthier snack.

Sopa is a traditional soup made with 
pasta, tomatoes, garlic and onions, its 

thick consistency is very filling and makes 
it a meal in itself. Most locals eat this with 
a corn bread which is another big trend in 
South America.

For those who like fish dishes then Chile 
could be the place for you. One of the 
most popular dishes there is Curanto, 
a mix of shellfish and meats baked and 
steamed in leaves. This tender snack 
keeps all of the flavour and is easy to 
prepare. In Peru they have their own 
equivalent, Tamal which is just steamed 
dough filled with meats and cheeses.

These are some of the dishes that might 
make their way over here especially in the 
street food area of the market but in truth 
the big trend to follow is still the Central 
American dishes of Mexico. Wraps, Tacos 
and Fajitas seem to be all the rage and 
weather these come packed and ready 
to go or are served in a make your own 
environment they are still rather popular 
and can add to your takings.
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sides
Moving away from traditional sides such 
as chips and onion rings means can 
sometimes be a hard choice to make but 
Marja Lawrence, Operations Manager 
at Funnybones Food service told us: “A 
delicious alternative to traditional potato 
or sweet potato fries, Yuca (pronounced 
‘You Ka’) are the ideal choice for 
operators looking to add something truly 
unique to their menu.

“Available exclusively from Funnybones 
for the UK foodservice market, Yuca 
Fries are made from cassava (which is 
also known as yuca); a root vegetable 
native to Central and South America.

“Much like potatoes once cooked Yuca 
Fries form a delicious crispy coating with 
a soft but more densely textured centre. 
Holding their crispiness well, they have 
delicate flavour profile that works well 
with any number of dishes.”

Flavours

Perfect as a replacement for standard 
fries and just as versatile, serve as 
an accompaniment to everything 
from burgers and chicken to fish or 

sandwiches, or offer as a side dish with a 
choice of dips.

Speaking in his blog about the latest 
South American trends, Stefan Cosser 
from food innovation solutions wrote: 
“A food trend that is slowly but surely 
making its way over the Atlantic to us 
is South American, and specifically 
Brazilian and Peruvian.  

“Over the last decade or so we have 
seen the growing trends of Mexican 
and, up to a point, Argentinean but until 
recently not many had heard of Peruvian 
food.

“Restaurant and food trends often start 
at the very top of fine dining. The current 
measure for the best restaurants in the 
world is the San Pellegrino Worlds 50 
best restaurants list. Currently there are 
4 South American restaurants (2 in Peru 
and 2 in Brazil) in the list along two 2 in 
Mexico compared to 2005 when there 
were now restaurants from these regions 
on the list.

“Now I don’t think eating insects will 
become the norm in the UK any time 
soon but I think this goes to show the 

influence South American chefs and 
ingredients can have on us in Europe.
“South American should translate to the 
UK market and one of the key answers 
is that South American cuisines are full 
of big and bold flavours which are still 
exotic in the UK.

“Consumers have come to expect fresh 
and exciting new flavours and South 
American has all that to offer: quinoa, 
tomatillos, purple corn, aromatic chillies 
and tiger’s milk (a citrus based marinade 
for ceviche,) are just a small part of the 
new array of ingredients these cuisines 
have to play with.

“Online shops keep importing new and 
exciting flavours like aji amarillo paste 
(a yellow chilli paste) and we now even 
have the UK’s first online Peruvian food 
shop Viva Peru.

“With consumers wanting more authentic 
flavour experiences, manufacturers need 
to explore further what South America 
has to offer, chillies are used for their 
aromatic notes, not only for the heat and 
with dozens of types of chillies out there, 
fresh, dried and smoked, it’s time to start 
exploring!”

Taste of South america
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Damian Guy, Managing Director at 
Appaway says: “Online ordering has really 
taken off during the first half of 2015 and 
doesn’t show any signs of slowing as 
consumers turn to their smartphones and 
tablets for even more convenience.

There are some great services available 
in the online ordering space who spend 
vast sums on advertising and are therefore 
very effective at encouraging consumers 
to place orders. Unfortunately the costs 
associated with this business model 
means they need to add a significant 
commission on top of every order to 
recoup their investment.

Despite this we think takeaways should 
still utilise these services to attract new 
customers, and regard the cost as a 
worthwhile investment. However, once 
new customers start ordering regularly 
they should think about cutting out 
the middleman and saving money on 
commission payments - this is where we 
come in. 

Appaway helps takeaways save money 
by providing them with their very own zero 
commission ordering solution. We provide 
each of our clients with a robust ordering 
system available as both a website and 
native mobile ordering app; an online 
dashboard to receive orders and update 
content; a fully integrated card processing 
service; an optional GPRS printer; a team 
of experts on hand to provide guidance 
on launching and marketing the app; and 
helpful customer service staff available to 
lend a hand at any point. All for a modest 
setup fee and flat rate subscription starting 
at just £10 per week – most importantly 
there’s no commission to pay, no matter 
how many orders are received.

Prior to launching in January 2015 our 
team spent a great deal of time talking 
to takeaway owners and staff to ensure 
we created an all encompassing ordering 
solution, however we didn’t stop there, we 
are continually thinking of ways to improve 
and add value. For instance we have just 
released a push notification service so 

our clients can alert customers of special 
offers directly to their phones - this is a 
very effective tool for encouraging them to 
order.

Feedback from the industry has been 
tremendous and the number of new 
takeaways signing up (currently around 
400 each month) indicates that own-
brand ordering systems are increasing in 
popularity.”

If you’d like Appaway to create a zero 
commission ordering solution for your 
takeaway make sure you mention this 
article when you call - they’ll give you a 
whopping 50% off your setup fee!

To find out more call Appaway on 
 01423 437005 or visit  
their website at  
www.appaway.co.uk

appaway As demand for online ordering increases the big challenge facing 
takeaway owners today is how to provide this service to customers 
in a simple, cost effective manner - Appaway have the answer
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Sauces, Rubs & Marinades
Food is changing at a rate of knots, especially in the food-to-
go and quick-service markets. The ever changing palate of the 
consumer and the influences on flavour from around the world 
means that there is now more choice than ever.
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Traditional meals and food items such 
as sandwiches remain but the variety is 
definitely on the rise. 

When you think of food whether it be a 
grab-and-go item or it be in the form of 
a dining experience it is sure to contain 
basic ingredients. The secret is to lift 
these ingredients and make them taste 
better or to style them. 

The key components for doing this are in 
the form of sauces rubs and marinades 
and in this feature we will look at some of 
the ways you can add to your menu and 
make ingredients more versatile and cost 
effective.

sauces

Creating sauces from scratch, means 
that operators are able to develop their 
own unique recipes which will only add 

to customer appeal. With authentic 
produce standing in high regarded across 
a variety of demographics, operators can 
go one step further with the home-made 
element of their menu, whilst choosing 
not to outsource can have financial 
benefits, as well as reducing your 
business’s carbon footprint – something 
key to the contemporary consumer.

Speaking to Guy Cooper, Managing 
Director at Mitchell & Cooper about 
trends, Quickbite heard that: The appeal 
for authentic produce has led to the 
widespread perception that readymade 
products can in fact have a higher 
fat, sugar or salt content than their 
homemade counterparts. 

“For operators in snacking outlets, 
crafting their own sauces from carefully 
selected ingredients allows them to 
keep an eye on these levels, as well as 

any additions that may prove to trigger 
allergic reactions.

“Whilst creating marinades or sauces 
in house is generally perceived as less 
convenient than buying in readymade 
products, implementing the right 
equipment can in fact make the process 
extremely easy. 

“The Kisag HotWhip from Mitchell & 
Cooper assists in preparing sauces, 
mousses and desserts, by eliminating the 
need to stand over a pan and constantly 
stir, meaning that consistency is 
maintained whilst meals are constructed 
– ideal for establishments offering hearty 
main courses such as pasta dishes 
to salads complete with a signature 
dressing. 

“The HotWhip both heats and blends 
liquids whilst keeping them warm until 

Sauces, rubs and marinades
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service, and by simply adding up to 1 
litre of produce, it can provide up to 2 
litres of delicate sauce, making it a most 
efficient piece of kit.

“Ultimately increasing productivity 
without compromising quality, the 
Kisag HotWhip makes serving high 
quality sauces and even condiments to 
discerning customers a simple task to 
undertake.”

Of the more interesting flavours that are 
on offer Blue cheese ranks pretty highly 
especially on burgers and steaks whilst 
soft cheeses such as mascarpone are 
used to add to pasta dishes, Christopher 
Pihoue, Senior Brand Manager on 
Galbani told us: “Freshly prepared 
sauces made in-house offer quick service 
restaurants an opportunity to differentiate 
themselves from the competition. 

“A delicious creamy sauce can be 
made with Galbani Dolcelatte, and this 

can be used in pasta or as the ideal 
accompaniment to succulent steaks as it 
complements the beef perfectly.

“It also adds a rich flavour, it’s quick 
and easy to make and can be a great 
alternative to the usual peppercorn 
or Béarnaise steak offerings/
accompaniments that feature on most 
menus.

With its mild and creamy flavour the 
Dolcelatte is an extremely versatile blue 
cheese that can easily be incorporated 
into a variety of dishes and also gives 
outlets the option to mention this within 
their menus and highlights that they use 
fresh, quality ingredients.

rubs

Flavour profiling is very important and 
by allowing you the components to 
make your own sauces and rubs, food 
service providers such as Santa Maria 

can help you please your customers not 
only through taste but through menu 
diversity.  Some of the best cuisine in 
the country comes when the sauces are 
homemade and the team at Santa Maria 
have introduced nine distinctive spice 
blends inspired by world food. These 
spice blends take your dish from ordinary 
to extraordinary in a few, simple, easy 
steps. 

Talking about flavour profile and world 
trends, Eimear Owens, Country Sales 
Manager - UK & Ireland, Santa Maria 
Foodservice said: “Our World Spice 
blends are a quick and easy way to bring 
popular trends onto your menu. 

“The versatile range of flavours can be 
used in sauces, dressings, marinades, 
glazes, rubs and crusts - to lift a basic 
ingredient or give your dishes a subtle 
twist.

“The combination of pre-blended 



Issue 25 October 2015     |     31

Sauces, rubs and marinades
flavours and inspirational recipes makes 
it easy for you to serve up consistent, 
popular dishes. You get to give your 
customers the choice of popular world 
flavours they want, in a way that’s cost 
effective and straightforward to deliver.”

Your World Reflavoured range includes:
• Cacao & Chili 
• Orange & Pepper
• Triple Pepper
• Smoked Paprika
• Smoky BBQ
• Basil & Tomato
• Chili & Lime
• Umami
• Wasabi & Sesame

marinades

Nothing adds bold flavours to meat like 
a marinade and they do double the job, 
because they can also tenderise the 
meat allowing you to take advantage of 

more economical cuts and make better 
returns.

A proper marinade should contain an 
acidic ingredient such as vinegar or wine, 
oil such as olive oil, and seasonings such 
as herbs and spices. Citrus fruit juices 
may be used in place of the vinegar or 
wine to provide the acidic ingredient that 
is necessary to soften the tissues of the 
meat.

The tenderising effect of a marinade 
usually penetrates to about 1/4 inch 
from surface of meat. To tenderise meat 
marinate to best effect leave it in the 
coating for at least 6 hours but not longer 
than 24 hours. To simply just flavour 
meat, marinate for between 15 minutes 
to 2 hours and when using tender cuts of 
beef, a soaking time of 2 hours or less is 
all that is required because the marinade 
is used basically to flavour the meat.

Here are the top tips for adding flavour 
to your menu: 

Tougher cuts of beef should be soaked 
in the marinade for several hours or 
overnight in order to tenderize the meat 
as well as flavour it.

Always marinate meat in the refrigerator.
Since the marinade contains an acidic 
ingredient, reactive containers such as 
metal bowls should not be used. It is 
best to use containers such as glass or 
plastic bowls or plastic bags that can be 
sealed.

Marinades containing tomato or sugar 
should be used towards the end of 
grilling or broiling, they tend to burn 
food.

When meat has been marinated for a 
long period of time it will shorten the 
cooking time. Twelve hours of marinating 
will reduce the cooking time by 30 to 
35%.

Another leading fine food importer and 
distributor RH Amar, has also seen a 
rise in the popularity of sauces and 
marinades, and here they offers up some 
great tasting, time-saving marinades, 
sauces and rub options to create the 
ultimate quick bite.

Schwartz offers a range of high quality 
versatile seasoning mixes in re-sealable 
catering jars that work well as rubs or 
as the core flavouring for a wet sauce.  
The range includes Arrabiata Seasoning 
310g, Blackened Cajun Seasoning 
550g, Chinese Five Spice Seasoning 
325g, Moroccan Seasoning 350g, Piri 
Piri Seasoning 320g and Montreal Steak 
Seasoning 370g.  These high-quality 
seasoning mixes offer chefs short cuts 
to produce authentic and inspired take 
out dishes.  

Professional kitchen ingredients range 
Cooks&Co offers spiced and plain pizza 
sauces in 3KG tins which make fantastic 
base topping for quick bites such Panini, 
Pizzas or Bruschettas. Whist Kikkoman 
offer a natural brewed Japanese Soy 
Sauce. Kikkoman, also offers a 1.9 litre 
catering line of Teriyaki marinade which 
is a simple way to give meat and fish 
cuts an authentic Japanese twist.
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Mother clucker
Unless you have been hiding under a rock for the last few years you 
will know that one of the fastest growing trends in the world of food-
to-go is fried chicken. With the big chains holding court and being so 
accessible to nearly everybody, you could be forgiven for eating at 
one of these high street locations
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But for those willing to branch out and 
spread their wings a little further, the UK 
street food scene is bursting with quality 
purveyors of this great food.
 
For many the concept of fried chicken 
will be that it is a simple, easy dish tom 
make and cook but in truth the quality 
of some street food traders mean that 
you have to go above and beyond. We 
found one such business and spoke to 
the founders of Mother Clucker, Ross 
Curnow and Brittney Bean, whose tea-
brined, buttermilk soaked, twice fried 
chicken is taking the capital by storm.

so ross who formed the business and 
when?

“Myself and Brittney saw a gap in the 
market for a really premium product and 
decided to go for it. We started Mother 
Clucker in 2012 and haven’t looked back.”

what was the inspiration for the 
business?
“Brittney is from New Orleans and 
couldn’t find any good fried chicken 
in London, so she decided to make it 
herself.

“About six months of recipe development 
(and A LOT of fried chicken) later, we 
decided that rather than just fry chicken 
for our hungover friends, we should let all 
of London give it a try.
 
“We really took a chance, but once 
people started to try the chicken they 
kept coming back for more. We really 
stood out from the start and are now 
selling it from a converted U.S army 
ambulance at the Truman Brewery.”

so where did you first open then?

“Our first real pop-up was in the Spring 
of 2013 at The Endurance (RIP) in Soho. 
We did a couple of parties and one night 
only events in the few months before 
that.”

what is the ethos of the company?

“Our ethos is pretty simple really. The 
dream has always been to serve up 
the best fried chicken this side of the 
Atlantic. 
 
“Judging by the comments that we 
receive on our social media account 
and the feedback that we get from the 
customers, we think that we really are 
living our dream.”

business profile
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how would you describe mother 
clucker?
“We really focus on trends and have 
worked hard to perfect the product.
 
“Mother Clucker serves up tea-brined, 
buttermilk soaked fried chicken 
alongside authentic NOLA dishes and we 
are really proud of the concept.
 
why did the founders decide on street 
food instead of a shopfront?

“We decided on street food because it 
was the quickest way to get feedback on 
the product and see if people would be 
into our chicken.”

what are your most popular menu 
items?

“Fried chicken strips in our market set up 
and the Cluckwich chicken burger and 
Mother Clucker fried chicken bucket in 
our current kitchen takeover at The Cat & 
Mutton in London Fields, Hackney.”

business profile
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what are the up and coming trends in 
your market?

“There are a lot of healthy/salad/
vegetarian concepts on the up right now, 
and a lot of people are doing cold press 
juices. 

“For us we’re still looking at the market 
and recently have seen lots of new 
barbecue concepts coming up all the 
time. You really have to keep you focus 
as there is so much competition.”  

so what is the competition like for 
mother clucker?

“There are loads of other great street 
good traders out there; guys like Orange 
Buffalo, Breddos, Smokestak and Rola 
Wala are all at the top of their game. This 
is all healthy for us, it keeps us honest 
and makes sure our team keep up their 
hard work.”

how do you view the street food market 
at present?
“It’s pretty competitive right now, as the 
barriers to entry are relatively low and 
there are a lot of markets springing up all 
over the place who need traders to fill up 
the slots.

“There’s a ton of demand, which is great 
for us, but it also means that a lot of 
inexperienced traders are thrown into 
the deep really quickly which can cause 
issues with quality and consistency.”

have you won any awards/
competitions?

“We’re Buzzfeed’s number one chicken 
to eat before you die, which pretty much 
sums it up, the readers there are our 
target market and their great with their 
social media so there’s plenty of hype 
around us.

“We’ve recently had quite a bit of press 
too, one of the big papers reported we 
are “categorically the best fried chicken 
in London”. We feel so blessed by this 
support.”

What are the plans for the future - any 
expansion/more into a retail unit?
“Right now, we’re really focussing on 
our existing operations at the Truman 
Brewery, KERB and The Cat & Mutton, 
but we are looking to expand next year.”

Getting fried chicken right is a real art 
and the team at Mother Clucker make 
some of the best around, but don’t take 
our word for it, go and try for yourself!
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One location who have emerged at the 
top however are the team at Firecracker 
in central London.

The modern oriental dining experience 
has been offering their quality Oriental 
dining experience since November 2009 
and has won many plaudits during this 
time. The nature of the dishes means that 
not only can they be enjoyed in-house 
but can be taken away.

Voted as the number one takeaway in 
the country by Hungryhouse, Firecracker 
has seen its popularity rise over the last 
few years and the thought of getting 

restaurant quality food, delivered to your 
home at a fair price means that this in 
now the main part of the business.

Delving into their operation we spoke to 
Manager, Chunwai Yeun, about the setup 
of the business, their successes and their 
plans for the future.

so chunwai, tell us a little bit about the 
business?
“Firecracker brings together, two of the 
most popular forms of entertainment 
from the Far East under one roof.

“Catering for Westminster’s foodies and 
business executives alike, Firecracker’s 
modern oriental menu takes a modern 
approach to cooking, whilst maintaining 
the traditional recipes and ingredients 
that will fulfil your palates.

“This trendy location also offers one of 
London’s finest karaoke venues, with four 
rooms providing opulence and luxury, 
suitable for any occasion.

“We offer our full menu for delivery so 
you can take the experience home and 
are definitely one of Westminster’s best 
kept secrets!”

award-winning chinese 
takeaway from Firecracker
Chinese cuisine sits firmly at the top of the nation’s list of preferred takeaway food, yet 
the struggle to find the very best can be a difficult one. Consumers are now far more 
vocal in their search for perfection thanks to social media and various review sites
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what is the ethos of the company?

“Ever since we opened in November 
2009 we did so with the aim to serve 
great food and entertainment under one 
roof. 

“As time went by we expanded the 
takeaway side of the business and have 
had great success in doing this – the 
food that we offer can be easily turned 
into a takeaway option and allows our 
diners the same quality food at home.”

who designed the site/how long did it 
take to open?
“Tully Filmer, designed our new look 
restaurant and it took 3 months to 
convert an existing site into what we 
have now.

“We wanted to create a modern Oriental 
dining restaurant coupled with private 
karaoke entertainment. Tully understood 
what we wanted and did the magic. 

“It was their design that gave us the idea 
for the name Firecracker.”

what has the public response been like 
to both the business and the design?
“Our customers really like the décor of 
the restaurant and have embraced what 
we are about. The style of the layout 
is very contemporary but we have not 
forgotten the roots of our cooking.

“In terms of the business our pick & 
mix bento box concept is proving very 
popular and works very well for our lunch 
customers.

“Traditionally a Japanese packed meal 
consisting of rice, fish or meat and 
vegetables. At Firecracker we have taken 
this concept and applied our own oriental 
interpretation.

“Each of our Bento meals comes with a 
soup, main dish and two side orders with 
rice or noodles.
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Choose from the popular dim sum platter 
or from the huge bento range, with 
choices in side orders and soups, all 
freshly prepared each day.

“Another area we have seen a strong 
growth is in our delivery service. The 
food is really popular and we have many 
repeat customers.

We can accommodate 120 people and 
often fill up pretty quickly, people are 
always looking for good, honest food and 
we deliver that.”

what sets you aside from other similar 
businesses in your area?
“I feel that we are far more 
adventurous with our menu than our 
competitors, offering a large takeaway 
menu that is well presented, arrives hot 
and contains generous portions. That 
is the reason that we have done so well 
and why we constantly receive good 
feedback both verbally and online.”

what is your busiest time of the day?

“We are very fortunate in that we have 
a large customer base. We have a really 
strong lunchtime trade and then we 
get a second wave after 7pm when or 
takeaway customers wants their dinner 
delivered.”

how do you find working with online 
ordering platforms and delivery 
companies?
“We find them to be good and 
supportive, they portray us well and they 
offer a great marketing platform for our 
business. They help us to connect with 
the customers and allow for those who 
have eaten or ordered with us to leave a 
review. 

so tell us about these reviews and any 
awards that you have received?
“Our customers are a great bunch and 
we have been voted for by Hungry 
House customers as the Top Takeaway 
in 2014/ 2015. 

“I never doubted our team of 20 staff 
but I was surprised when we were 
ranked 1 in the country. It is really 
welcoming and shows that not only do 
we have a great product but that we 
offer it as the customer would like and 
at a fair price.

“We have really seen a shift in the 
business to online ordering and whilst I 
can’t give an exact breakdown there is a 
demand for quality food delivery.”

what are your plans moving forward?

“We would like to expand on the 
delivery side of our business in the 
coming months and are looking at ways 
in which we can do this. We currently 
serve a large area of the capital and this 
is something that we can grow.” 

For those with a hankering for quality 
Chinese food, Firecracker is definitely 
one to try and they can be found at 44 
Horseferry Road, Westminster.
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Show preview

a tasty new addition to the 
scottish Business scene
The Restaurant and Takeaway Business Live 2015 // 
12&13 November // SECC, Glasgow
Running a successful company in any industry requires a 
seemingly endless list of skills and qualities, but none more so 
than if you’re in the Food & Drink industry. 

Building on the continuing success of the New Start Scotland 
Exhibition and the Scottish Business Exhibition as Scotland’s 

biggest business event, and after the successful launch event in 
2014, Restaurant & Takeaway Business Live (RTBLive) is back 
once again. 

Aimed at the growing food service industry in Scotland, RTBLive 
is the ideal place for any Restaurant, Takeaway, Pub, Bar, Cafe or 
other Food Service Business in Scotland looking to improve their 
efficiency and profitability. Visitors will be able to find essential 
products & suppliers, expand their knowledge and develop their 
skills they need to be highly competitive in this marketplace.

The show will be held at the SECC, Glasgow on the 12th and 
13th November 2015, and will run alongside New Start Scotland 
(for Start-Up companies and those with up to 50 employees) 
and The Scottish Business Exhibition (for SMEs and larger 
companies with over 50 employees), and all are completely free 
for visitors to attend.

Ceri Rogers, Event Director, explains, “We wanted to create a 
show that would provide a unique business event in Scotland, 
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bringing together a wide variety of suppliers under one roof that 
would service a particular market segment. These exhibitors 
might not normally be involved with our regular Scottish 
Business shows, but many of the business owners would attend 
for the other business services anyway, so we want to give them 
something special.”

“Scotland is a fantastically varied marketplace for food, ranging 
from some of the UK’s best street food and takeaways, right the 
way up to Michelin starred restaurants and high class eateries. 
With some of the best produce in the world being grown, it’s 
time this was recognised with a world class business event 
that can help open up the Scottish market and allow business 
owners access to the best suppliers & services out there.”

The show feature an impressive free seminar programme 
with speakers covering a wide variety of topics. Nick Nairn, 
restaurateur, celebrity chef and food campaigner, was the 
headline seminar speaker last year, with Ruaridh MacDonald, 
Deputy Chief Executive of Macdonald Hotels and Resorts, 
already signed up to host seminars during the 2015 event, with 
more guest speakers to be confirmed. Other features include 
Technique Demonstrations, a Food Technology Showcase and 
Social Media & Branding Workshops.

“With about 8,000 visitors coming to our Business Exhibitions 
last year, we are anticipating an additional 3,000 visitors for 
RTBLive alone” says Ceri. “We have already generated plenty 
of interest among delegates and exhibitors, and we are looking 
forward to very successful second event.”

Be motivated, inspired and learn valuable skills from the 
country’s most successful business people which will help you 
to transform your business. Attending this exhibition will make 
your business: More Competitive, More Innovative, More 
Efficient and More Profitable.

We’re offering VIP Tickets completely free; you can register 
by visiting www.rtblive.co.uk, and if you would like to bring 
anyone else along - friends, family, colleagues or other business 
contacts, then you can register them too.

To stay up to date with all the latest news on exhibitors, features, 
seminars and workshops for this event, or to get in touch and tell 
us what else you would like to see at the show, please follow us 
on Twitter - @RTBizLive
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When it comes to the most popular 
types of food to have delivered, pizza 
still leads the way, closely followed by 
Chinese and Indian cuisine, but this is all 
changing and there is no reason why you 
can’t jump on this trend and boost your 
profits.

With such a vast amount of choice on 
the high street and with takeaways’ 
forever expanding their delivery radius, 
the competition is stiff and making sure 
you have the best possible delivery 
service in place is key.

For those setting up a delivery service 
there are many considerations to be 
made and there are factors that may 
stretch beyond simply ‘delivering food’.

so, why is delivery popular with the 
consumer?
Convenience - Most people enjoy 
things that make a life a little easier, 
consumers are constantly looking at 
ways to make things their lives more 
convenient. It may be that they have 
work to do or a list of jobs and that their 
time restricts them to not eating out. If 

this is the case then restaurant delivery, 
is a great option. They simply make an 
order and wait for the food to arrive.

Eat at home - For many people, dining 
out is an experience but letting someone 
else do the cooking and bringing the 
food directly to them is easy.  Having a 
hot meal when they want it that requires 
little or no preparation or clearing up is 
an attractive proposition.

Cost - When customers go with 
restaurant delivery, there’s often no 
drink or dessert with the meal, this is 

delivery solutions
The food-to-go and QSR markets have really embraced food delivery over 
the last few years. The ease at which consumers can now order food and 
the choice that they have is phenomenal
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something for takeaways to explore with 
meals deals etc. Without these items the 
customer saves quite a bit on the cost. 
They may also decide not to tip, this 
is a saving especially do the nature of 
tipping in takeaways being low. What is 
important however is that some places 
have a minimum spend and as business 
owners you can use this to gain extra 
transactions.

Discovery and Variety - Consumers use 
restaurant delivery as a way to try new 
dishes with very little effort. They do not 
have to leave home to get a good meal. 
They are also far more likely to look at 
the whole menu and try different items. 
Takeaways are increasingly serving 
more types of cuisine so may be a more 
suitable option for a group of family or 
friends.

why do takeaways like to offer delivery?

Compete in a busy market – With 
so many restaurants competing for 
business in any given area, making sure 
that you stand out from the competitors. 
Those restaurants than offer delivery 
gain far more business than those 
without.

Chance to upsell – With a minimum 
order or delivery fee it is possible to 
upsell to the customers. Adding on sides 
or drinks can help boost the price.

Meal deals – Businesses that offer 
delivery often do so through leaflet 
services and it is possible to promote 
meals deals or new products directly to 
the customer.  

Targeted advertising - It’s possible to 
mail out or deliver leaflets to areas a little 
further away from the business which is 
key to introducing your restaurant to a 
larger crowd of people.  They help you to 
remind customers about your business.

what do you need to consider when 
offering delivery?
Drivers – When you decide to start a 
delivery operation within your business 
it is important that you hire the right staff 
for the job. You need to make sure that 
the staff are presentable and punctual. 
You should consider the uniform that 
you with them to greet the customer in 
as they are the last line between you and 
your food. Making sure that they have 
the correct legal documents to work is 
a given but it is also vital that you check 
that they have a clean, in-date driving 
licence and that it covers them for the 
vehicle they own or you provide. 

Vehicles – Some businesses decide to 
splash out when it comes to delivery 
vehicles, they may by new cars or have 
branding applied in order to for part of 
the advertising. Making sure that the 
cars are clean a presentable is key as 
this is a reflection on the business. All 
cars must be properly insured and road 
legal.

Making sure that your cars and bikes are 
properly serviced can well maintained 
can mean that the danger of being off 
the road and therefore without a delivery 
service is limited.

“competition is stiff and 
making sure you have 
the best possible delivery 
service in place is key”
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If a driver decides to use their own car 
then you have to make sure that the car 
or vehicle is suitable for the job in hand. 
Of course all cars need fuel so this is 
an extra cost and something you must 
budget for, either in the form of a fuel 
card or by paying the driver for their 
miles. Satellite navigation may also 
be required to aid the drivers find the 
customer address.

Reputation – The reputation of a 
takeaway ultimately will hinge on the 
food. Is it good value for money either 
in terms of price or portion size? Are 
there any meal deals that you can offer 
to customers and do you offer a rewards 
programme. 99% of consumers will 
want to have a guarantee that their food 
will arrive on time, or as close to the 
delivery time as possible and that it is as 
described and hot.

A delivery driver that is late or one that 
delivers the wrong items or in poor 
condition, can mean that you lose future 
business. No customer wants to receive 
poorly presented, squashed or damaged 
food. In the same way it is important that 
your drivers are presentable too as dirty 
or unhygienic staff can put customers off.

Packaging – Packaging is a way 
to reinforce your brand and is very 
important if you want to receive repeat 
business. It is also vital for keeping a 
product hot. Many products can sweat 
if you buy cheap polystyrene boxes so 
cardboard alternatives are sometimes 
better.

Packaging also acts as protection for the 
food you sell and can prevent damage. 
Square or rectangular boxes make 
transport easier for the driver and in 
order to prevent confusion, investing in 
labels can help identify products if there 
are multiple orders.

Heated delivery bags are also something 
to consider especially for products that 
may otherwise cool quickly.

Insurance – Making sure that you have 
a valid insurance policy and that you 
can cover your drivers, vehicles or any 
equipment is very important. The vast 
majority of takeaways will have a public 
liability policy but it is also important that 
your car insurance policies permit the use 
of work.

Radius – The radius of your delivery 
area is vital. You have to look closely at 
the competition in all areas and consider 
where their delivery zones may be. You 
must also make sure that you can get the 
food as hot as possible to the customer 
in the allotted delivery time. At night the 
roads may be quieter but during the day 
traffic can affect your delivery process.

External delivery services – There are 
a whole variety of delivery options in 
the market and with companies such 
as Deliveroo offering to pick up the 
food from your business and deliver it 
to the customer this can be a way of 
saving on costs. There is a fee for this 
type of service and the customer will 
order through the holding website of the 
company. 

delivery solutions
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Most commonly 
delivered item is

  pizza
Delivery accounts 
for 21% the total 

spend in food-to-go 
outlets - £6.4bn

Consumers in the 
UK spend an annual 
total of £30bn every 
year on takeaways 

and fast food

We consume an 
average of 12 meals 

per month per person 
from food-to-go 

outlets

The national 
average spend 

on food-to-
go is £110 

per month or 
£1320 per yearMen consume 

an average of 151 
takeaways per year, 

women eat 126

Chinese has 
overtaken Fish 
& Chips as the 

nations favourite

Total number of home 
deliveries/takeaways 

per year is 220m
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card payments

and 
other

payments 
Technology has changed the way 

we live our lives. It seems as though 
every week there is a new piece of 

equipment or an upgrade which can 
make our day to day lives easier.

accepting
cards
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Over the last few years the development 
of these technologies has been rapid 
and more and more industries seem to 
be embracing them.  

One of the key industries to ‘go 
digital’ is the retail industry and more 
importantly the food and drink market. 
Consumers now live far busier lives and 
require transactions that would have 
at one time have seemed mundane, 
but in truth the need to buy products, 
especially food has to be quicker and 
easier. 

The roots of buying food through 
technology first came about in the 
automated machines and self-service 
checkouts at supermarkets. Now 
there are a whole plethora of payment 
methods and in the coming pages we 
look at some of the developments that 
the food service sector have embraced 
and speak to some of the key figures 
from within the industry. 

On the subject of expert QuickBite 
managed to secure a few words with, 
Philip McHugh, CEO of Barclaycard 
Business Solutions who said: “Consumer 
demand for ultra-convenience is driving 
significant change in the payments 
space. In the fast food sector especially 
– where delivering speed and ease for 
time-pressed diners at the point of sale 
is becoming increasingly important – we 
are seeing a real shift towards new ways 
to pay. 

“Our latest contactless figures show 
that across all sectors ‘touch and go’ 
spending has tripled in the last 12 
months, with restaurants and fast food 
outlets accounting for 30 per cent of this 
growth.  
 
“In addition, Brits are also eating and 
drinking out more often, with year-
on-year spending rising 11.4 per 
cent, according to recent Barclaycard 
consumer spending insights*. And with 
the contactless limit having increased 
from £20 to £30 last month, a wealth 
of opportunities has opened up for 
merchants to benefit from delivering a 
faster payments facility while processing 
bigger orders. 
 
“The increased popularity of wearable 
devices and mobile payments is also 
driving factors behind the uptake of 
contactless usage in the fast food 
sector. Our expanded bPay range for 
instance, which consists of a digital 

“consumer demand for ultra-
convenience is driving significant 
change in the payments space. in 
the fast food sector especially – 
where delivering speed and ease 
for time-pressed diners at the point 
of sale is becoming increasingly 
important – we are seeing a real 
shift towards new ways to pay”
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wallet linked to one of three payment 
devices – a wristband, fob or sticker – 
can be used to pay seamlessly at over 
300,000 locations across the country, 
including thousands of fast food outlets. 
In addition, the new Contactless Mobile 
feature in our Barclaycard app will allow 
customers with NFC-enabled Android 
phones** to make contactless payments 
for transactions up to £30 with just a 
touch of their device.  
 
“What’s more, the Contactless Mobile 
feature also allows users to make high-
value contactless payments of up to 
£100 for the first time simply by entering 
their PIN on their mobile device.”  
 
Over the next year the team at Barclays 
expect high value transactions to rise in 
both value and volume as consumers 
increasingly take advantage of ‘touch 
and go’ payments. This will drive up 
contactless usage further.  

Ultimately, choice and convenience are 
the key requirements for consumers 
during the transaction process and 
company commitments to help the 
consumer pay in the way they want to.  
 
McHugh added: “We are looking towards 
a world where high value contactless 
payments through mobile devices 
or wearables become the norm. By 
accepting these high value payments 
alongside more traditional methods, 
fast food outlets can ensure they are 
delivering a ‘customer-first’ approach 
and allow diners the freedom to pay in 
the way that works for them.” 
 
Aside from the ease at which consumers 
can now make transaction another key 

“latest contactless figures 
show that across all sectors 
‘touch and go’ spending has 
tripled in the last 12 months, 
with restaurants and fast food 
outlets accounting for 30 per 
cent of this growth”



Issue 25 October 2015     |     49

how to...card payments
consideration for the companies behind 
the technology is to collect data. The 
businesses want to not only reward 
repeat customers but to make sure they 
can follow consumer spending patterns. 
Market researchers such as those at 
Zonal retail data systems, use the data to 
spot trends and to comment on them. 
  
“We’ve seen a marked increase in 
demand for mobile payment, with over 
half of all consumers keen to use mobile 
devices to speed things up when dining 
or drinking out. In fact, demand is so 
strong that retailers who want to stay 
ahead of the competition will have to 
embrace new technology – it’s no longer 
an option,” comments Zonal Retail Data 
System’s chief executive Stuart Mclean. 
 
“In response to this growing consumer 
appetite, Zonal has developed a number 
of solutions to facilitate quick and easy 
mobile payment, including Apple Pay and 
FlyPay,” he added. 
 
apple pay 

One of the most widely reported payment 
methods in recent weeks has been Apple 
Pay. The function allows consumers 
to make a contactless payment using 
their iPhone 6, 6 Plus and Apple Watch, 
without sharing their credit card details. 
Customers can also securely make an in-
app purchase without needing to re-enter 
credit card information or share sensitive 
personal details with the company if the 
app has Apple Pay support. 
 
Stuart Mclean, commented on the 
technology saying: “We know that giving 
customers the tool to pay for their meal 
or drinks, through their mobile devices is 
key to reducing consumer frustrations.” 

Apple Pay will be available to all users 
of Zonal’s Card Payment System (ZCPS) 
that have contactless enabled. Fully 
integrated with Aztec EPoS, ZCPS 
simplifies the payment process and 
enables retailers to turn customers faster, 
streamline processes, reduce operating 
costs and maximise revenue potential. “ 
 
Apple Pay also address one of 
consumers’ biggest concerns about 
using mobile payment, namely security. 
“From our recent CGA Peach research 

we know that half (51%) of 18 to 44 year-
olds say they are ready to use a mobile 
to speed up payment but the majority are 
concerned about safety. Mobile phone 
contactless payments are considered 
to be more secure than traditional card 
based contactless payments as each 
payment needs to be authenticated, 
which should give consumers the extra 
confidence they need,” added Stuart.  
 
Flypay 

Another major consumer frustration is the 
inability of operators to effectively split a 
bar or restaurant bill. 

“We all know how frustrating it can be 
at the end of the evening to split a bill 
easily between a group of customers, 
especially in a busy restaurant or bar. 
Thanks to Flypay, which is exclusive to 
Zonal customers there’s now a new way 
to speed up the process and remove 
the need for guests to wrangle over who 
pays for what. 
 
Speaking about this payment method, 
Stuart added: “Flypay, developed in 
conjunction with Via Europe Collab and 
Fuller’s, has reinvented the bar tab in the 
smartphone age as we know it. 
 

“Using Flypay consumers can set up 
an instant pre-authorised tab through 
the Flypay app, add others to the tab, 
see live bill information through a POS 
integrated approach, and leave at 
the end of the night without needing 
to remember to settle their bar bill. 
Leveraging the existing tab interface 
means there is almost no retraining 
requirements for front-of-house teams, or 
operational changes to the bar. 

“across the country women are 
closing the gap on men when it 
comes to contactless adoption, 
with females now accounting 
for 45 per cent of active 
customers compared to 36 per 
cent at the end of 2014”
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“The advent of Flypay and Apple 
Pay is another step on the route to 
delivering safer contactless payment for 
customers.” 
 
Zonal Retail Data Systems is the 
leading provider of integrated hospitality 
management solutions to over 8,000 
leisure and hospitality businesses across 
the UK.  For over 35 years, the company 
has been working closely with clients 
to enhance the customer experience 
through market leading technology, 
experienced people and a partnership 
approach to business.   
 
Data released by Barclaycard shows 
that contactless spending has more than 
trebled in the last 12 months. 

The company, which processes 
nearly half of all credit and debit card 
transactions in the UK, saw the amount 
consumers spent using contactless 
payments soar 150 percent, with the 
number of transactions rising 134 per 
cent.

The figures come as the maximum 
amount which can be spent on 
contactless cards and mobile devices in 
a single transaction increased from £20 
to £30 on 1st September. 

Barclaycard figures also show that 
almost six in 10 shoppers (57 per 
cent) intend to take advantage of the 
limit increase to £30 by upping their 
contactless usage, suggesting that the 
speed and convenience of ‘touch and 
go’ payments is becoming increasingly 
popular among consumers. 

Across the country women are closing 
the gap on men when it comes to 
contactless adoption, with females now 
accounting for 45 per cent of active 
customers compared to 36 per cent at 
the end of 2014. In addition, 50 per cent 
of contactless users are now aged 50 
or over, with 20 per cent aged 65 plus, 
indicating that this technology is being 
embraced by all consumers regardless of 
gender or age. 

the national picture 

Across the UK, Leeds has seen the 
biggest increase in contactless usage, 
with the city’s residents spending 211 
per cent more this year compared to 
last. Also seeing big leaps in contactless 
spending are Blackpool (200 per cent), 
Newcastle (192 per cent), Manchester 
(191 per cent) and Edinburgh (190 per 
cent). Contactless spending across the 
UK is expected to maintain rapid levels 
of growth as a number of businesses 
outside of London increasingly adopt the 
technology.

City

Year-on-year 
increase in 
contactless 

spending

Leeds 211%

Blackpool 200%

Newcastle 192%

Manchester 191%

Edinburgh 190%

Bristol 186%

Glasgow 180%

Southampton 174%

Birmingham 161%

Cambridge 151%

Overall, London continues to lead the 
way for contactless penetration with 
40 per cent of eligible transactions 
made contactlessly, up from three 
in ten in 2014. This continued rise is 
largely accounted for by the increase 
in popularity of contactless travel on 

card payments

“we know that giving 
customers the tool to 
pay for their meal or 
drinks, through their 
mobile devices is key 
to reducing consumer 
frustrations”
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London’s tubes, trains and buses. Last 
year Barclaycard was a key partner 
in TfL’s roll out of contactless travel 
throughout London, which has now seen 
more than 150 million journeys since its 
launch September 2014.

where we’re spending

Restaurants generate the second highest 
number of contactless transactions at 20 
per cent, and Barclaycard’s July Spend 
data also shows that consumers are 
eating and drinking out more than they 
were 12 months ago, with year-on-year 
spending rising 13.6 per cent

Yet, alongside this, we’re also spending 
less each time we eat out, with the 
average amount spent falling -5.6%. 
These trends indicate that consumers will 
not only be more likely to use contactless 
to pay when they dine in restaurants – 
as the limit increase will cover a higher 
spend – but are also set to use it more 
often given the increased frequency of 
restaurant visits.
  

Category Contactless 
transaction volume

Supermarkets 29%

Restaurants 20%

Commuter 
transport 18%

Fast food 
outlets 10%

Pharmacies 4%

Pubs and Bars 4%

Convenience 
Stores 3%

Service 
Stations 3%

Newsagents 2%

Caterers 1%

*Barclaycard Spend data relates to the period 28th 
June to 25th July 2015 and compares it with 29th 
June to 26th July 2014 

**Requires an Android phone running the Kit Kat 
4.4.2 operating system or later

card payments
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One area of the food and drink industry that is often overlooked is 
clothing for the staff working in a business. Making sure that you 
invest in the right clothing is important for any business and over the 
next few pages we look at some of the considerations that need to 
be made in order to promote your brand, enforce your business ethic 
and in some cases meet health and safety guidelines.
Staff that are at the service end of 
your business where he that be a café, 
fish and chip shop or a takeaway are 
the last line between you and your 
customers. Having them dressed in 
smart, clean uniforms can really add to 
a business and make you seem far more 
professional. 

T-shirts – The most popular type of 
uniform for the food-to-go industry is 
the t shirt. Often cafes and takeaways 
will invest in branded t-shirts or polo 
shirts, and these add to the customers 

perception of quality. Having several 
members of staff in the same uniform 
also helps customers to recognise 
staff. By having the company logo 
embroidered or printed on the shirt you 
can build up a sense of brand loyalty. 
In some cases, especially takeaways 
the shirts can have a contact number or 
slogan printed on hot back.

Aprons – Aprons are most commonly 
found in cafes and there has been a 
real trend in having bespoke or tailored 
aprons made for your business. The 

main benefits of an apron are that they 
help to keep the member of staff clean 
and makes them look presentable. 
Pockets on an apron can be used to 
carry pens and order pads meaning that 
the waiter or waitress will have spare 
hands to serve or clear tables. In fish 
and chip shops many members of staff 
will wear an apron to protect their other 
clothing from damage, hot oil as well 
as things such as sauces and vinegar 
can be splashed on the apron and this 
only means that these items have to be 
cleaned.

Workwear and uniforms
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Chef Wear -It may seem obvious that 
a chef would require a set of ‘whites’ 
but is something that some businesses 
overlook, White was the chosen colour 
for chefs’ jackets to signify cleanliness, 
something that’s especially important for 
those who may be visible to customers, 
such as head chefs as they promote 
that your food and kitchen are clean.

There are also practical reasons for 
this colour choice; white is the most 
reflective colour, so this helps chefs 
to stay cool in the heat of the kitchen. 
White cotton can also be bleached, 
which means that even badly stained 
jackets can be brought back to life with 
a good laundering and these items 
rarely need replacing as they are so 
durable.

Another practical benefit is that the 
heavy cotton helps to insulate the body 
from the dangerous heat of stoves and 
ovens; whilst being ‘breathable’ enough 
for body heat to escape. If wearing 
a jacket with sleeves, this will also 
protect the wearer’s arms when they 
reach across stoves in often very busy 
environments.

Shoes – having the correct footwear is 
a must and there are many health and 
safety reasons for investing in shoes 

for your staff. Waiters, waitresses and 
chefs spend large portions of time on 
their feet and so it is vital that they are 
comfortable. For chefs shoes must 
have a closed toe and offer protection, 
there are so many dangerous items in a 
kitchen such as knives and glassware 
that could fall and break, resulting in 
injury. There also need to be protection 
from spillages, hot oil, soups and 
sauces as well as boiling water are all, 
common place in most kitchens within 
the industry so making sure your staff 
are protected from spills is a must.

The nature of most kitchens is that 
they often have hard, tiles floors. These 
floors become very slippery when wet 
or is something is spilled. In such a 
dangerous environment it is imperative 
that staff have shoes or footwear with 
good grip.

Accessories – There are several 
accessories that a business owner can 
buy for their staff that falls under the 
umbrella of workwear. The majority of 
these are to do with health and safety 
and these are things such as disposable 
gloves and hairnets. It goes without 
saying that hairnets are used to prevent 
hair entering the food you serve, if this 
does happen it can be very off putting 
for the customer and you may receive 

a complaint or loose repeat business. 
These rare others similar disposables on 
the market for this too. 

Beard snoods are often worn in food 
service factories especially in the 
preparation of sandwiches and paper 
has can also be worn. Introducing rules 
such a s making long hair is tied back is 
also a must.

Disposable gloves and aprons are used 
in food preparation areas and this is 
to stop the cross contamination of 
products. Many of the largest QSRs in 
the industry make staff out on a h pair of 
gloves for every customer. 

Sandwiches are the most common 
example of where disposable gloves are 
used as they are often made by hand. 
Customers may be put off at the thought 
of someone with potentially dirty or 
contaminated hands touching their food 
with them. Investing in products such as 
this is a must.

If you look like you know what you are 
doing -- which is the perception that 
a uniform imparts -- you will garner 
more respect and more business. First 
impressions can mean a lot in the 
business world, which is the primary 
reason why employees wear uniforms.
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fryers

Fried food is one of the 
nation’s favourite guilty 
pleasures and despite a 

recent trend of  companies 
promoting healthy food, 
little has been done little 
to slow down the sales of 
some of these products

fryers
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Of the products that seem to be growing 
in popularity fried chicken is really on 
the rise. In a recent survey by our sister 
publication, Food Franchise magazine, 
fried chicken franchises performed 
strongly and there were numerous 
entries in our top 50 largest franchised 
businesses.

Of course it is not all about fried chicken, 
fish and chips are also seeing something 
of a revival and noodle bars are also 
using fryers to cook their starters and 
sides. Dishes such as spring rolls, tung-
tong prove popular within this sector and 
of course nearly every Indian restaurant 
worth its salt will be using a fryer for 
poppadums’.

It is there for no surprise that the 
equipment manufacturers operating in 
the food service industry are constantly 
trying to perfect their offering.

Fryers come in a range of shape and 
sizes and cost varying amounts. There 
are large deep fat fryers for the fish and 
chip industry and there are those smaller 
counter-top units that might be suitable 

for café’s and smaller takeaways. 
Touching once more on the healthier side 
if the market, there are now fryers that 
use little of no oil whatsoever.

When it comes to buying a fryer there 
are many considerations to make. These 
considerations can be put into the 
following categories. We spoke to Simon 
Frost, Chair of Catering Equipment 
Suppliers Association (CESA) about what 
to look for in a fryer.

size

Fryers can generally be divided into four 
categories: deep fat fryers, pressure 
fryers, conveyor fryers and air fryers. 
Deep fat fryers are most commonly 
found in the commercial kitchen. They 
are available as either counter models, 
full-size freestanding floor models or in 
multiple units. For operators with limited 
space, or who are preparing less than 
30kg per hour, a counter-top unit may be 
enough. For larger operations full floor 
size models are the way to go. With an oil 
capacity of up to 95kg these fryers can 
turn out up to 136kg of chips per hour.

For busy kitchens, fryers with automatic 
lifts can be a major boon. These raise 
the fryer basket after the cook-time 
is complete, avoiding accidental 
overcooking and food spoilage that can 
occur during demanding periods.

Ventilation

An air fryer is a small countertop unit 
that uses a small amount of oil in a 
rotating drum mounted inside a closed 
compartment to ‘fry’ single portions or 
small batches of product. They primarily 
use hot air convection heat transfer to 
cook chips and other fairly durable frozen 
product. The rotating drum’s tumbling 
effect may damage more delicate 
food making it unsuitable for some 
applications.

A key advantage of these fryers is that 
they don’t require a grease-rated hood. 
They don’t release significant amounts 
of greasy vapour so they can be used in 
bars, snack bars and small takeaways 
which may not have heavy duty 
ventilation. 

fryers



Issue 25 October 2015     |     57

fryers
cost

A critical issue with running costs is the 
oil.  It’s expensive and has to be looked 
after and replaced regularly.  Fryers that 
can extend the life of the oil will save 
money.  A filter system is the biggest 
single factor that can achieve this by 
removing the contaminants that cause 
oil breakdown.  Some fryers have filter 

systems built in, and these are worth 
looking out for when purchasing.

energy

When it comes to energy and power 
supplies, Tina Carter, Marketing Manager 
for Brakes Cater Equipment said: “Where 
possible we would recommend choosing 
an electric fryer over a gas alternative. 

“This is because they are, by and large, 
more energy efficient and there is less 
on them to go wrong. For example, 
an electric unit does not have a 
thermocouple, no gas interlocking is 
required and there are no gas jets to be 
cleaned. 

“With an electric fryer nearly 100% of 
the power goes into the oil whereas 
if you put your hand over the exhaust 
of a gas fryer you will feel heat that is 
being lost, so electric is certainly more 
efficient. Gas units also tend to use 
more oil. 

“Of course the choice of electric or 
gas might well be determined by the 
available power medium.”

oil  

Carter also commented on oils 
saying: “Chefs should stay away from 
purchasing oils that are saturated 
(coconut oil, palm oil or containing 
animal fats) because although they are 
very good for frying they are very bad 
for your health. 

“They should be looking to purchase 
polyunsaturated oils (corn oil, sunflower 
oil, rapeseed oil) as these are good for 
frying with little taste transfer and are 
less harmful to health. 

“Both of the above are normally mixed 
oils containing quantities of each so the 
content label needs checking. 

“Mono unsaturated oils (olive oil, canola 
oil) are not good for frying as they leave 
a taste on the product and Trans Fats 
(hydrogenated oils) although very good 
for frying, with an unrivalled life span, 
are very bad for health and should be 
avoided.”

During frying the composition of oil 
changes and breaks down to include 
moisture, free fatty acids and mono/
di-glycerides collectively known as 
Total Polar Materials. These degrade 
the quality of the oil and can result in 
stomach upsets and nausea. There are 
now handheld electronic oil testers that 
can detect the percentage of TPMs in 
the oil so you can accurately determine 
the right time to change it.
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Waste ManagementProperty

ThRivinG Mexican ReSTauRanT WiTh laRGe TaKe aWay

coffee ShoP & licenSed TaPaS baR

property Our property pages highlight 
businesses for sale, nationwide!

The Promenade Guest House in Bridlington is superbly located close to 
North Promenade and features sea view rooms.  The business is fitted to 
a very high standard comprising 12 en-suite letting rooms which are being 
continually upgraded.  The Internal areas are generally superb and the 
business is energy efficient with remote switching and energy conservation 
measures.   Comprising residents lounge, attractive L shaped dining area in 
2 sections, superbly appointed kitchen and separate self contained owners 
accommodation.   
There is ample car parking in the immediate area and the business is close 
to a new Leisure Centre, several key attractions and is very well known in the 
area.  
A first class offer and superb in every respect.  Freehold £395,000.   
Available through Clifford Lax with AWG Business Transfer.   
Tel: 0113 2390330 / 01924 368200.   
www.awgbusinesstransfer.co.uk or www.clifford.lax.co.uk.

ouTSTandinG hiGhly RaTed GueST houSe

BUSY MAIN ROAD POSITION, BRIGHTON
This business is situated in one of Brighton’s busiest cash trading thoroughfares on 
the edge of the famous North Laines.  The concern is surrounded by local universities, 
catering and art colleges and on the direct walk way to Brighton mainline railway station 
and shoppers pedestrian way from the heart of the Brighton shopping centre to the 
London Road and Lewes Road neighbourhoods.  The business has been in the same 
vendors hands for the past four years and is now offered for sale as he wishes to focus 
on other business opportunities. At the time of our inspection the business was seen to 
be fitted and equipped to a high standard. This business was personally inspected by 
the vendors sole selling agents who can thoroughly recommend this business which 
offers a prospective purchaser enormous scope to increase especially to open for the 
breakfast and lunch trade. Other points to consider: Well-proven turnover.  Secure lease 
at reasonable rental.  Early inspections advised.
PRICE: We are instructed to quote for the lease, goodwill, fixture and fittings £59,950 SAV
VIEWING: On no account should any approach be made to the Manager or the 
staff without a prior appointment through the vendor’s agents, Watkins Commercial, 
Telephone: 01273 709090.  

JUST OFF HIGH STREET IN CENTRE OF AFFLUENT NEW 
FOREST MARKET TOWN, HAMPSHIRE
Character Grade II Listed Building in sunny courtyard. Offering an 
authentic Spanish menu but suitable for many styles of cuisine. 
Furnished in a rustic style with seating for 22 and courtyard seating 
for 36. Turnover £80,000 p.a. (not VAT reg). GP 65%. Open 10 am to 
4 pm/5 pm. Closed Sunday. NB. Licenced until 11 pm. SCOPE. New 
lease available at £12,000 p.a. + VAT. – OIRO £50,000 + S.A.V. 
Details available through Andrew Greenwood Business Transfer  
Tel: 01794 522228  
www.andrewgreenwood.com

neW 
inSTRucTion
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baKeRS/SandWich TaKe-aWay + 3 bed flaT 
Outskirts of Chelmsford

Type: Village retail bakers w/in-house bakery, 
wholesale & high sandwich/take-away trade

Price: £150,000 Leasehold
Details: www.bradleyscountrywide.co.uk

licenSed cafe/coffee houSe (25 + 26) 
Riverside town near Colchester

Type: Refurb 2015 & beautifully presented. 
Est. under current ownership 10 yrs

Price: Leasehold £54,950

Details: www.bradleyscountrywide.co.uk 

SuPeRb coffee ShoP & biSTRo 
South Yorkshire

Type: A traditional Coffee Shop & Cafe seating 
32 with external seating for 12

Price: Leasehold £52,750

Details: www.clifford-lax.co.uk

Property

The devon ToRS baR & ReSTauRanT
Yelverton, Devon
Type: Substantial FREE OF TIE dartmoor 
village inn looking for new owner

Price: £49,950
Details: www.stonesmith.co.uk

locK-uP faST food ReSTauRanT & TaKe aWay 
Close to university, Southampton
Type: Fronting busy main road, w/car park. 
Offering a fried chicken & burger style menu

Price: £80,000 + S.A.V.  
Details: www.andrewgreenwood.com

under
50k Reduced

150k

undeR
55k

undeR
55k

under
60k

hiGhly SucceSSful faST food ReSTauRanT
With 3 bed flat, Lewes Road, Brighton
Type: Fabulous trading opportunity, the 
business is situated in a thriving area

Price: Reduced £59,950 SAV

Details: www.watkinscom.co.uk
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how long will my money last? 

We are all living longer, on average a 65 
year old in good health is expected to 
live for 24 years after retirement and it 
is thought that 25% of us will live to see 
our 95th birthday. Retirement savings 
will have to last for a long time, possibly 
30 years or more. Leaving your money 
invested for longer could make a big 
difference to your lifestyle along your 
retirement journey.

how much state pension will i get?

The amount of state pension is not the 
same for everyone and it depends on 
your employment history and when 
you were born. Remember the State 
Pension is designed to cover only a 
very basic standard of living without any 
luxuries.

what about savings i have?

If you have bank saving accounts, 
premium bonds or ISAs, it may be 
better for you to take money from these 
first before drawing from your pension 
plan. If you own your home you might 
think about downsizing or renting it out 
to fund your retirement. 

Recent changes mean that you can choose how to take your money from your pension. 
For example, you could take unlimited lump sums as and when you like, or even take 
the whole amount if you wish.  As previously, you can take up to 25% of your pension 
pot tax-free, and a taxable income from the rest, which is added to other income for tax 
purposes. So how do you decide? Here are some of the key questions you may have

accountancy

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

need more help?what are my future financial needs? 

Consider all of your living expenses, 
like household bills and family costs, 
and how these may change over the 
coming years. Remember to budget for 
holidays, transport and house repairs. 
Also factor in the fact that your financial 
needs are likely to reduce as you get 
older and become less active, but keep 
in mind that in your later years costs of 
long term care may be required.

how can i minimise my tax bill? 

Consider your personal tax allowances 
and plan to take your retirement savings 
in a way which makes the most use 
of your personal tax allowance so you 
don’t have to pay tax unnecessarily. 

should i buy an annuity? 

An annuity is a promise by an insurance 
company to pay you an income for the 
rest of your life. You should check the 
terms of the annuity before you commit 
as they cannot usually be changed 
afterwards. It is worth shopping around 
different insurance companies before 
you buy as prices can vary.

will i lose any my welfare benefits? 

If you are receiving state benefits or 
Tax Credits then taking your retirement 
savings could impact on the level of 
those benefits. This is a complicated 
area and expected to change in the 
near future. Make sure you understand 
how your state benefits, tax credits 
or long term care needs would be 
affected before deciding to access your 
retirement benefits. 

what happens when i die?

If you die before age 75, any money 
left in your pension plan will be paid to 
your survivors free of any tax. If you die 
after 75, money paid to your survivors 
may be subject to tax depending on 
their circumstances. Retirement savings 
which remain in pension plans are not 
normally counted for inheritance tax 
purposes. If you have purchased an 
annuity, benefits payable after your 
death will depend on the insurance 
contract. 

accountancy

NB. The value of pensions and the income 
they produce can fall as well as rise. You 
may get back less than you The value of 
pensions and the income they produce 
can fall as well as rise. You may get back 
less than you invested.
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legal

national 
minimum 

wage 
As you hopefully know, 

all workers are entitled to 
be paid at a rate which is 
not less than the national 

minimum wage
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how much is the national minimum wage?

The rate of the national minimum wage is set by the 
Government. It generally changes with effect from 1 October 
each year. The current and future rates (per hour) are 
summarised below: 

Current  
rate

New rate from 1 
October 2015

For apprentices under 
19 or who are in the 
first year of their 
apprenticeship

£2.73 £3.30

For 16 and 17 year 
olds

£3.79 £3.87

For 18 to 21 year olds £5.13 £5.30

For those aged 22 and 
over

£6.50 £6.70

 
how do i calculate the national minimum wage?
An individual’s hourly rate of pay is determined by:

a)  the total remuneration they receive in a “relevant pay 
reference period” – this is usually one month (or a shorter 
period if the worker is paid by reference to such shorter 
period, e.g. a week if they are paid weekly); and 

b)  the total hours that they work during that reference period. 

Remuneration includes both the individual’s basic salary as well 
as incentive payments such as commission and bonuses. 

can i include tips as being part of the individual’s 
remuneration?
No, tips, gratuities and service charges should not form part of 
your calculations for the purposes of ensuring you meet your 
national minimum wage obligations. (This used to be allowed 
historically but the rules changed in 2009.)

can the cost of living-in be taken into account?

Yes, if the employer provides free accommodation, the 
employer can apply an “accommodation allowance”. However, 
this is limited to a maximum of £5.08 per day (rising to £5.35 
from 1 October 2015). 

If the worker pays rent to the employer for the accommodation 
(rather than it being free), the accommodation allowance can 
still be applied but any amounts paid in excess of this limit 
must usually be deducted from the minimum wage calculation. 
This will therefore reduce the overall rate of pay that they 
receive. 

can the cost of other benefits be included in the calculation?

No, other types of benefits in kind (for example, free meals) do 
not count towards the national minimum wage calculations. 
The only benefit in kind that can be taken into account is 
accommodation (see above). 

does on-call time count towards the hours worked?

Generally speaking, the time where an individual is not working 
but is required to remain available at or near their workplace 
so that they can carry out work if it is required will count 
as working time. However, there are exceptions to this, for 
example, where the individual is permitted to sleep and suitable 
sleeping facilities are provided. 

what happens if i do not pay the national minimum wage?

If workers are paid below the minimum wage, they are able to 
bring a claim against their employer to recover the arrears. 

HM Revenue & Customs (HMRC) may also take enforcement 
action, which can even lead to criminal prosecution in rare 
cases. However, more commonly, a notice of underpayment 
is issued by HMRC and the employer is subsequently named 
and shamed in a Department of Business, Innovation and Skills 
(BIS) list. Many in the hospitality and leisure sector have already 
found themselves on that list – don’t let yourself become one of 
them! 

what is the living wage?

The Government’s most recent Budget announced a new 
“national living wage” which is to be introduced for workers 
aged 25 and over from April 2016. A 50p premium will be 
applied to the national minimum wage rate. This effectively 
makes a minimum wage of £7.20 for older workers.

This guide is for general information and interest only and 
should not be relied upon as providing specific legal advice.

Katee Dias 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

need more help?

legal
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we take a look at some of the latest products available!

What’s new

SeaSonal
Company: Cadburys
Product:      Halloween Range
Contact:    www.cadburys.co.uk

Syrup
Company: Monin  Product: Pumpkin Spice Syrup 
Contact: www.monin.com

Monin UK has added Pumpkin Spice syrup to its 
extensive product range in response to the increasing 
popularity of seasonal autumn and winter beverages.
Made with real pumpkin juice, Monin’s new premium 
Pumpkin Spice syrup will help café, restaurant and bars 
owners meet growing demand for the colder months – a 
transatlantic trend heavily influenced by its immense 
popularity in the US.
Monin Pumpkin syrup captures the earthy, autumnal 
flavour of pumpkin with a warm kick of spice from 
cinnamon, ginger, nutmeg and cloves. The syrup is 
available in 750ml glass and 1 litre plastic bottles from a 
range of suppliers.

Company: Heinz
Product: SqueezMe!
Contact: www.heinz.co.uk

Sauce

The Heinz SqueezMe! offering 
perfectly meets consumers’ 
needs for a mess-free, easy to 
use sauce portion.  Research 
shows that customers are willing 
to pay up to 35p for a Heinz 
SqueezMe! Pod – that’s an 
almost guaranteed sale with every 
purchase. 
The ‘grab and go’ packs contain 
almost three times as much 
product as a standard sachet, 
offering fantastic value for money 
and even more of the nation’s 
much-loved Heinz sauces.

EquipmEnt
Company: Nisbets Product:  Buffalo Dehydrators
Contact: www.nisbets.co.uk

Now operators can dazzle customers with a range of dried 
foods whilst being able to keep them fresh for longer with the 
latest two new products from Nisbets. Sure to impress diners 
the new Buffalo Dehydrators (CD966, CD965) and Buffalo Light 
Duty Chamber Vacuum Pack Machine (CD969) from kitchen 
equipment supplier Nisbets is the latest must have equipment.
From fruit leathers to kale crisps, beef jerky to thin slices of 
strawberries, there’s no denying that dried food is currently ‘in 
vogue’. Popular with both chefs and their diners for taste and 
versatility, dehydrating food couldn’t be simpler thanks to the 
New Buffalo Dehydrators. 

Cadbury Crunchy Spider
The spooky Cadbury Crunchy Spider is spine 
chillingly delicious. The ghoulish themed crisp 
green rice balls covered in tasty chocolate 
will have you hooked. Remember to eat them 
quickly before they scurry away! 
The Crunchy Spider comes complete with 
creepy foil wrappers in pink and black – 
perfect for every little demon’s taste buds.
30g RRP £0.55 for one, £1.00 for two 
Cadbury Screme Egg
No need to mourn the end of the Cadbury 
Creme Egg season! The Screme Egg has been 
resurrected especially for Halloween. Filled 
with hair-raising green goo, this fun favourite is 
the perfect pumpkin filler.  
 40g RRP two £0.65 for one, £1.00 for two

cola
Ethical food and beverage specialist Peros has added the 
Karma Cola range of soft drinks to its extensive portfolio of 
cold beverages.
The Karma Cola range comprises three flavours; Karma 
Cola, Gingerella and Lemony Lemonade.  All the drinks 
are made using organic, Fairtrade ingredients and lightly 
processed sugar that isn’t bleached white with sulphur.  The 
Karma Cola range is good for growers, good for the land and 
as good for you as fizzy drinks can be.
Peros, the UK’s largest distributor of Fairtrade beverages and 
snacks to the foodservice sector supplier, was established 
in 2000 and now offers a comprehensive range of over 300 
Fairtrade, Organic and ethically traded products, available 
across the UK on a next day delivery.

Company: Peros Product: Karma Cola
Contact: www.karmacola.co.uk
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Discover the authentic flavours of Europe’s finest 
markets and delis with our delicious tortilla chips 
- made with a mix of corn, seeds, grains and 
cracked peppercorns for a lighter, more refined 
texture and the perfect crunch. The superb taste 
of hand harvested Anglesey sea salt, with a dash 
of cracked black pepper delivers a timeless 
flavour combination with added bite.

ToRTilla chiPS
Company: Walkers 
Product: Deli Crisps 
Contact: www.walkersdeli.co.uk

See your  
product here!

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

Then call 0333 003 0499

cRacKlinG Company: The Real Pork Crackling Co  Product: English Mustard 
Pork Crackling  Contact: www.therealporkcracklingcompany.com

fizz
Company: Innocent
Product: Sparkling Lemon, Lime and Apple drink
Contact: www.innocentdrinks.co.uk

There are some things in life that benefit from a 
bit of extra sparkle. Rhinestone boots. Moonlit 
oceans. Your loved one’s eyes, across a crowded 
room. And now, new innocent bubbles lemon, lime 
& apple– a zesty, lightly sparkling blend of pure 
fruit juice, spring water and absolutely nothing 
else. With one portion of fruit and only 90 calories 
in every can, it’s the bubbly way to get one of your 
5-a-day.

JacKeTS
McCain Foods has launched McCain Signatures 
Jackets, enabling caterers to maximise sales and 
keep customers coming back by speeding up service 
and delivering authentic, consistently large and tasty 
jacket potatoes. In addition, they reduce waste and 
ease pressure on storage space. 
Developed in response to research that showed 
customers want great tasting, filling and healthy 
options that offer value for money, McCain Signatures 
Jackets are slow baked using only the best British 
baking potatoes to deliver crispy skin, a fluffy texture 
and fresh oven-baked flavour, in under 15 minutes. 
McCain Signatures Jackets guarantee a consistent 
larger size and quality, helping to reduce these prep 
costs as caterers can cook to order in minutes, only 
using what they need. Each jacket is cross cut and 
cooked in a bespoke oven, exclusive to McCain, to 
ensure a quality, consistent jacket potato which is 
cooked perfectly every time. 

Company: McCain   Product: Signatures Jackets
Contact: www.mccain.co.uk

The latest addition to the Victorian Baking 
Ovens range is the Red Food Box, Hot food 
merchandiser.

It is an iconic, eye catching design, which is 
known the world over, with great practical use as 
a food warmer display cabinet, which would fit 
into almost any food outlet.

The Red Food Box has 360 degree vision, is well 
illuminated, thermostatically controlled and has a 
humidifier well to prevent pastries drying out.

ovenS
Company: Victorian Baking Ovens 
Product: Red Food Box  
Contact: www.victorianovens.co.uk

The Real Pork Crackling Company have their feet firmly rooted 
in traditional artisan methods and pride themselves on the 
highest quality pork snacks with a twist on the traditional. In 
recent years they have worked to develop products that are 
gluten Free and contain no added MSG.
All of their pork snacks are produced using specially selected 
ingredients which are hand cooked in small batches giving 
you the most mouth-watering flavour and a texture that just 
can’t be rivalled.
Over recent months they have been working hard to perfect 
the latest innovation and are very excited to be launching the 
English Mustard pork crackling in the coming weeks.
Using skills honed over the last 40 years and responding to 
trends in the food market, where consumers are venturing 
towards chilli flavours and hot spices they have made the 
decision to add a little traditional heat to their amazing pork 
crackling with the English Mustard. 
Since the early 1800’s we as a nation have been enjoying 
English Mustard and the team at The Real Pork Crackling Co 
thought it was about time it became part of their snacking 
range.



Discover what exciting events and exhibitions are taking 
place over the coming months for the foodservice industry

dates for your diary

Diary Dates

in the 
next issue

Sandwiches and food to go
The sandwich and food to go market remains 
as popular as ever - in this feature we look 
at ideas and inspiration to help uplift your 
offering from sandwich fillings to meal deal 
ideas and beyond.

Frozen food
We look at how best to utilise frozen food 

within your kitchen plus we take a look at 
frozen products available to foodservice. 

Hot drinks
If you haven’t already re-vamped your drinks 
menu in time for the colder weather, now is 
the time to do it! We take a look at why having 
a great hot drinks menu is vital. Plus, we 
feature ideas/products to get you inspired.

location
nec biRMinGhaM

The national 
franchise 
exhibition

October
2015

2nd-3rd

With over 500,000 Brits now employed in 
franchising across the UK and an industry 
turnover amounting to £13.7 billion*, there 
has never been a better time to adopt 
one of the UK’s most successful business 
models.

Discover how you can be your own boss 
with the support of an established brand 
at the UK’s largest franchise event – The 
National Franchise Exhibition on 2 & 3 
October at the NEC, Birmingham.

The event has been running for over 20 
years and is exclusively in association with 
the British Franchise Association (bfa), meet 
face-to-face with brands that have met the 
bfa’s code of ethics.

Huge range of brands
Choose a brand to suit you and your 
budget from franchises across a variety of 
sectors including accountancy, education, 
fitness, food & drink, property, children’s 
activities and many more! 

Over 60 free seminars
Learn all you need to know about 
franchising from the experts the free 
seminars. Topics include an introduction to 
franchising, how to avoid any pitfalls and 
how to raise finance for your franchise. 
Hear from financial and legal experts as 
well as representatives from The British 
Franchise Association (bfa).

location
Secc GlaSGoW

location
Secc GlaSGoW

new Start  
Scotland 2015

Restaurant &  
Takeaway  
business 

November
2015

12th-13th

November
2015

12th-13th

Whether you are looking to get your new 
business idea up and running or you want 
to protect and grow your existing business 
in a difficult climate, the New Start Scotland 
Exhibition has everything you need under 
one roof. In addition to face to face advice 
from more than 150 exhibitors, you can 
also take part in the extensive range of free 
seminars, workshops and live features all 

designed to ensure your business not only 
survives, but flourishes.

Network with the best of Scotland’s food 
entrepreneurs, and meet the suppliers and 
partners you need to drive your business 
forward. Our facilitated networking sessions 
will build your networking skills and provide 
the opportunity to meet vital business 
contacts face to face.

The show is packed with a vast range of 
live features, designed to inspire and assist 
both new and existing businesses.  Our 
experience with the New Start Scotland and 
Scottish Business Exhibition Technique and 
Innovation Demonstrations

Learn the latest food preparation techniques 
and discover fresh cuisine from around the 
globe in our live demonstration area. See, 
taste, and enjoy live demonstrations from 
Scotland’s upcoming chefs and understand 
the next trends and fashions in food retail. 

Discover the skills you need to re-vitalise 
your marketing. Social Media and internet 
marketing have reinvented the way 
restaurants and takeaways find and keep 
new customers. Our dedicated interactive 
workshops will teach you the techniques 
to do this for yourself, and explain the 
importance of your brand and how to 
maximise its impact. Over the past ten years 
means we have developed various show 
features.
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Ready Foods aim to create and nurture long-term relationships 
with both customers and suppliers and pride themselves on 
offering quality throughout the range. Meticulous development 
means that our tried and tested products offer not only great menu 
inspiration but a delicious taste. 

An exciting opportunity for restaurants, pubs, hotels, food retailers 
and QSR’s to offer customers a wide range of great tasting meat 
products including: 

- Roast Half Chicken
- Hot & Spicy Chicken Wings
- BBQ Pork Ribs
- Minted Lamb Shanks
- Sliced & Bespoke Roast Meats

For more information 
please get in touch

Ready Foods Ltd
Unit 3, Cibyn Industrial Park
Caernarfon
Gwynedd
LL55 2BD

T 01286 662910
F 01286 676719
E info@readyfoods.co.uk
www.readyfoods.co.uk

JOIN THE READY FOODS
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> Premium quality poultry 
 products
> Extensive range — 
 endless possibilities 
> Easy portion control — 
 no waste

professional
  foodservice

   The  
first choice

for the

www.meadowvalefoods.co.uk
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