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Welcome to the September edition of QuickBite Magazine.

It has been another busy month in the world of food-to-go and quick service 
restaurants, and the next few weeks promise to be just as exciting, with three of 
the industry’s most important trade events taking place.

First up is the Speciality and Fine Food Fair, at Olympia, in London. 

This event promises to be an experience for all the senses, and is where 
foodservice buyers can source new food and drink products from the best 
suppliers in Britain and around the world.

Then it’s time for lunch!, which takes place at The Business Design Centre, in 
London.

Lunch! is an essential trade show for anyone wishing to do business with food-
to-go chains, coffee shops, cafes and delis.

Last, but by no means least, is Takeaway and Restaurant Innovation Expo, at 
Excel, London.

This interactive exhibition and conference aims to help takeaway owners run their 
businesses better and meet other like-minded professionals to develop ideas. 

The QuickBite team will be attending all of these events and we will endeavour to 
keep you informed about the latest news and innovations.

Anyway, back to this month’s magazine.

Our first feature focuses on sandwiches and food-to-go. We find out why this 
is one of the leading sectors in the UK food industry, as well as discovering the 
latest lunchtime trends.

Next up, we explore American-inspired food, uncovering what’s driving the 
demand for flavours from the US, as well as finding out what outlets should be 
serving up in order to stay ahead of the competition. 

In our final feature, we take a look at packaging and disposable, finding out about 
the important role these products play in the food and drinks industry.

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

We will also hear from Burger Lad about the prospect of McDonald’s introducing 
its Create Your Taste concept in the UK, as well as taking a look at the latest 
business properties on the market in our property section. 

Until next time,

Steven

To subscribe call  +44 (0) 333 003 0499
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The Top That! Recipe Book, which is available 
to download for free, contains recipes 
including Breakfast Jacket, Moroccan Lamb 
and Apricots Jacket and Puy Lentil, Feta and 
Beetroot Jacket with Rocket.
   Mohammed Essa, Aviko General Manager, 
said: “It’s easy to get stuck in a rut and serve 
regular toppings such as tuna mayonnaise or 
chilli con carne, but while servings of jacket 
potatoes are growing fast at three per cent 
year on year, it’s clear that consumers want to 
be offered more choice.
   “Our new Top That! Recipe Book enables 
operators to do just that.
“It includes recipes which tap into the 
consumer trends driving the market such as 
gluten-free, health, heat and meat-reduction, 
as well as hints and tips on how to develop it 
further or add your own creative twist.
   “With eight out of ten people choosing a 
jacket potato as a healthier alternative out-of-
home, it makes sense to make the most of it 
on menus.”
   The new recipe book comes hot on the 
heels of the launch of Aviko’s new jacket 
potato range.

aviko aims to inspire 
food outlets with free 
jacket potato recipe 
book
Catering food supplier Aviko 
has released a free recipe book 
to inspire food outlets to make 
their jacket potato offerings more 
interesting.

Salad warning after e.coli outbreak

Public Health England is continuing 
to investigate the outbreak, with 161 
confirmed cases of the strain of E.coli 
O157 identified. 

One hundred and fifty-four people 
have been struck down by the bacteria in 
England, six in Wales and one in Scotland, 
with the South West of England particularly 
affected. The cases appear to be 
associated with eating mixed salad leaves.

Public Health England is urging people 
to take extra care when serving salad. 

As an additional precautionary measure, 
the government agency had also advised 
a small number of wholesalers to cease 
adding some imported rocket leaves to 
their mixed salad products.

Dr Isabel Oliver, Director of Public Health 
England’s Field Epidemiology Service, said: 
“We continue to stress the importance of 
good hand and food hygiene practices at 
all times. 

“We urge people to remove any loose 
soil before storing vegetables and 
thoroughly wash all vegetables (including 
salads) that will be eaten raw unless 
they have been pre-prepared and are 

specifically labelled ‘ready to eat’. 
“These measures may reduce 

the risk of infection from any E.coli 
contaminated vegetables, fruit and 
salad, but will not eliminate any risk 
of infection completely. Public Health 
England is working alongside the Food 
Standards Agency and will provide any 
further necessary public health advice as 
investigations continue.

“It’s also vital to wash hands thoroughly 
using soap and water after using the 
toilet, before and after handling food and 
after contact with any animals and pets, 
including farm animals. Small children 
should also be supervised when washing 
their hands.”

Speaking about the cause of the 
outbreak, Dr Oliver said: “Public Health 
England has been working to establish the 
cause of the outbreak and has identified 
that several of the affected individuals ate 
mixed salad leaves including rocket leaves 
prior to becoming unwell. 

“Currently, the source of the outbreak 
is not confirmed and remains under 
investigation.”

Food outlets serving salad have been urged to ensure they wash the 
produce thoroughly following an outbreak of E.coli that has led to two 
deaths.
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The news came as the burger chain celebrated the 
completion of the 500th restaurant transformation.

McDonald’s currently has a workforce of 110,000, having 
added more than 15,000 new employees during the past five 
years.

Paul Pomroy, Chief Executive Officer, McDonald’s UK, said:  
“I am pleased to announce that McDonald’s UK is to create 
over 5,000 jobs by the end of 2017.  These new jobs build 
on the 8,000 we announced in 2014, which have taken our 
workforce to over 110,000 ahead of schedule.

“As a major UK employer, we have added more than 15,000 
people to our workforce during the last five years as a result 
of our sustained business growth and long-term investment 
in recruitment and training.  Growth has been driven by 
investment and innovation in the restaurant experience, new 
restaurants and extended opening hours - over half of our 
stores are now open 24/7 throughout the week.

“Together with our franchisees, our multi-million pound 
investment into the next chapter of the McDonald’s story 
continues, and we are celebrating the completion of our 500th 
restaurant transformation. We are on track to convert a further 
250 stores by the end of this year.  

“Innovations like table service, where customers place their 
order via our new digital kiosks and have their food brought to 
them, are proving incredibly popular and in place in over 350 
restaurants across the UK.

“This focus on continued investment and innovation has 
seen another strong quarter performance for the UK business. 
We have now delivered 41 consecutive quarters of sales 
growth in the UK, by delivering what matter most to our 
customers - freshly prepared, great tasting food at affordable 
prices.

“These remain challenging economic conditions but I’m 
pleased that, together with our franchisees, we remain 
committed to the UK, and our continued focus on serving 
quality, affordable food and giving our customers a great 
experience is enabling us to keep investing in our business and 
creating jobs.” 

mcdonald’s serves up 5,000 new jobs
McDonald’s UK is to create 5,000 new jobs in 
the UK by the end of 2017.
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According to figures from food and grocery 
research and training charity IGD, the amount 
the sector is worth has risen by 6.8% since 
2015, driven by changing consumer lifestyles.

The data revealed that the quick service 
restaurant segment was worth an estimated 
£5bn and had evolved in recent times, with 
premium burger chains expanding, and 
operators increasing their focus on health and 
nutrition.

The research also revealed that the food-
to-go specialist segment was worth around 
£4.6bn and was growing in scale and impact, 
with more outlets moving outside of London. 

According to the date, coffee specialists 
were also continuing to expand, with this 
segment now estimated to be worth £2.7bn.

The analysis also showed that many 
convenience, forecourt and other retailers had 
introduced specialist food-to-go counters to 
tap into that sector of the market, which is 
now worth £2.5bn. 

Supermarkets and hypermarkets are also 
getting in on the act, with this sector of the 
market estimated to be worth £1.2bn.

Joanne Denney-Finch, IGD chief executive, 
said: “Food-to-go represents a strong 
opportunity for suppliers, but it’s a different 
market to grocery retail, requiring a very 
distinct approach to succeed. 

“Suppliers looking to expand into this 
area must first and foremost broaden their 
understanding of the different types of food-
to-go shopper. 

“What drives them to purchase? What 
excites them? How can you work with your 
food-to-go customers to keep shoppers 
coming back for more? 

“Those suppliers who really develop their 
knowledge of this unique market will be 
best placed to make the most of the growth 
opportunities available.”

 
The food-to-go market in the UK is 
estimated to be worth £16.1 billion, 
new research has revealed.

food-to-go sector worth an 
estimated £16.1bn in uk

runny eggs back on the menu for all

The Food Standards Agency (FSA) and 
Food Standards Scotland say they will no 
longer advise against the consumption of raw 
or lightly cooked eggs by vulnerable groups.

The new advice follows the publication of 
a detailed review by government food safety 
advisors, which concluded that the major 
reduction in risk from UK eggs in recent 
years meant the FSA should amend its long-
standing advice for eggs produced under the 
British Lion scheme.

A spokesman for the FSA said: “The 
reason for this is that in recent years the 
presence of salmonella in UK hen shell eggs 
has been reduced greatly, this is particularly 
the case for those eggs produced under 
the Lion coded quality assurance scheme, 
which comprises a suite of additional control 
measures.’

The FSA had warned that vulnerable 
groups should avoid raw or lightly cooked 
eggs following the Edwina Currie salmonella 
scare in 1998.

Andrew Joret, Chairman of the British Egg 
Industry Council, which runs the British Lion 
scheme, welcomed the change in advice. He 
said: “This is a great success story for British 

agriculture.  The investment we have 
made in eliminating salmonella and the 
safety record of British Lion eggs means 
that we have been confident for some 
time that even vulnerable groups such 
as pregnant women, babies and elderly 
people should be able to consume them 
when runny.”

The new advice follows a year-
long review by a specialist sub-group 
of the Advisory Committee on the 
Microbiological Safety of Food (ACMSF) 
to assess improvements in UK egg safety.  
The report acknowledged the ‘significant 
efforts’ undertaken by the UK egg 
industry to reduce Salmonella Enteritidis 
in laying flocks, which it says has made a 
‘remarkable impact’ in reducing the levels 
of Salmonella Enteritidis infections in 
humans. 

It concluded that: “There has been a 
major reduction in the microbiological 
risk from Salmonella in UK hen shell 
eggs since the 2001 ACMSF report.  This 
is especially the case for those eggs 
produced under the Lion Code quality 
assurance scheme.”

Pregnant women, babies and older people have been told they can 
finally return to eating runny eggs - as long as they have the British 
Lion stamp on.
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New research has shown main course salads have seen a 
surge in popularity - up 54 per cent on last year and now rank 
at number four in the top 20 most frequently listed main course 
dishes. 

The use of pulses and fruit has also seen one of the largest 
year-on-year increases, and the term ‘superfood’ is being used 
75% more often than it was this time last year.

Vegetarian dishes are also increasing in popularity, now having 
twice the share than in 2010, according to data from foodservice 
consultancy Horizons’ Menu Trends Report.

The research also revealed that vegan dishes were becoming 
more popular, with 21% of the eating out brands surveyed now 
offering a vegan option. 

Gluten-free terminology is also more common, having risen 
89% over the past two years and wheat-free options are up 80% 
on menus since last year.

Despite the rise in the popularity of healthy options, beef 
burgers, pizzas and chicken burgers remain the top three most 
frequently listed menu items.

Beef burgers have seen a 7% decrease in menu appearances 
since last summer and hot dogs have now been knocked off the 
top 20 list in favour of burritos (up 56% since summer 2014). Fish 
& chips have also shown a slow decline in menu appearances 
over the past two years, with a drop of 26% since 2014.

Many meat-based dishes now appearing on menus are 
inspired by the long ‘n’ slow cooking of the deep south such as 
pit wings (at Handmade Burger Co), slow-cooked beef brisket 
(Best Western) and TGI Friday’s pork belly in a Jack Daniel’s 
glaze.

Peter Backman, Horizons’ Managing Director, said: “The trend 
for healthy and lifestyle eating is becoming more popular and high 
street menus are now reflecting this. Operators now have to make 
a difficult decision about what to keep on their menus.”

Horizons’ Menu Trends Report contains data from 800 menus 
from 121 brands including pubs, restaurants, quick service 
restaurants and hotels.

Healthy dishes are competing with foods 
such as burgers, burritos and barbecue foods 
for menu space as consumers’ appetite for 
nutritious fare continues to grow.

healthy dishes growing in 
popularity on menus as eating out 
sector bids to keep up with trends

Hong Kong Soya Sauce Chicken & Noodle and Hill Street Tai Hwa 
Pork Noodle, were both among those rewarded with the prestigious 
accolade at the first selection of the Michelin guide Singapore 2016.

Michael Ellis, International Director of the Michelin guides, said: 
“Singapore is a real crossroads of trade and commerce, with multiple 
culinary influences and repertoire that is enjoyed by both locals and 
visitors.

“As the city has a worldwide reputation for its street food and a 
high-flying gastronomic scene created by talented young chefs who 
have emerged over the last few years, here’s where our inspectors have 
discovered the real jewels.”

As well as the street food stalls, one restaurant was awarded three 
stars, six were awarded two and twenty-two restaurants received one 
star.

news round-up

Street food stalls 
the first two in the 
world to be awarded 
michelin stars
Two street food stalls 
have become the first in 
the world to be awarded 
Michelin Stars.
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Pod opens first new 
restaurant in four years

The new outlet, on Kingsway, 
London, incorporates a vibrant new 
design focused on a metropolitan natural 
feel.

The restaurant also offers a full delivery 
service for local companies with catering 
requirements and individuals.

Modern in-store technology, such 
as digital screens and subtle lighting 
systems that change to reflect the mood 
of the restaurant, put the customer 
experience first.

It also features leather seats, marble 
top tables, granite surfaces and scandic 
trees, along with various shades of green 
to create a relaxing atmosphere. 

With three huge fridges and a counter 
designed for speed, customers can be in 
and out in minutes, if they choose. 

John Postlethwaite, Pod’s Executive 
Chairman, said: “We have taken 
inspiration from Afroditi and IDL designs 
to create a store we can all be proud of. 

“The new world pod is answering all 
our customer needs with a nutritious 
and delicious range of food which can 
be consumed in a beautiful, relaxing and 
inspirational environment. 

“This is an exciting time at pod…we are 
once again on the move and Kingsway 
is just the start of an exciting period of 
expansion that is planned over the next 
12 months.”

Healthy food-to-go specialist 
pod has opened the doors of 
its first new shop in almost four 
years.

Pizza Hut Restaurants has 
unveiled its revamped Ashford 
outlet, following a £785,000 
transformation.

pizza hut reveals £785,000 restaurant 
refurbishment

The refurbishment of the restaurant, at 
Eureka Leisure Park, kicks off a £60 million 
redesign programme across the Pizza Hut 
portfolio.

Ten new jobs have also been created at 
the outlet.

The initiative will also see a roll out of a 
new food menu, including the new Ultimate 
Thin Pizza, frickles (fried pickles) and 
American-style waffles.

Alongside the food menu, a new cocktail 
menu is being introduced to transform the 
restaurant into an evening destination which 
will appeal to a wider audience.

Geraint Pym, Restaurant Manager, said: 
“We are really excited to show off our 
new makeover, there’s no other Pizza Hut 
Restaurant like it, it’s a huge step forward 

and a real game changer for us.
“We have invested in standout features, 

which really bring the restaurant to life 
including an amazing illuminated feature 
wall.

“We also have our very own cocktail bar, 
which has created a more animated night 
time destination for our customers to enjoy.

“On top of that we’ve launched a brand 
new range of delicious menu items including 
the Kentucky-style BBQ ribs and warm 
cookie dough, which we’re confident will be 
a huge hit.”

Leading bakery chain Greggs has reported a growth in sales, helped by 
its healthy food range.

healthy food offering helps sales grow at greggs

The company, which has 1,730 stores, 
saw sales rise 6 per cent to £422m, with 
like-for-like sales up 3.8%.

Operating profits, excluding property 
gains and exceptional charge, rose 6.7% to 
£27m, while pre-tax profits for the first half 
of the year were £25.4m

Greggs put the results down to initiatives 
including the strengthening of its Balanced 
Choice range, development of its breakfast 
and hot drink offer and the launch of its 
Greggs Rewards app.

Roger Whiteside, Greggs Chief Executive, 
said: “In the first half of 2016 we delivered 
good like-for-like growth by reinforcing 
the freshness and value of our offer in line 
with changing trends in the food-on-the-go 
market. 

“We added to our ‘Balanced Choice’ 
range with sales growing strongly as more 
and more of our customers recognise the 
quality, range and value we offer in these 
healthier food choices. 

“We have made an encouraging start to 
the second half of the year and are alert 
to any change in consumer demand that 
may result from the current economic 
uncertainty. 

“Overall, we expect to deliver full-
year growth in line with our previous 

expectations as well as further progress 
against our strategic plan.” 

The company is currently in the processes 
of a refurbishment programme, with 86 
shops transformed so far this year and 200 
planned by the end of the year.
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u-Select launches advice 
centre to help and inspire 
customers
U-Select, PKL’s flexible catering 
equipment financing option, has 
launched an online advice centre 
with equipment advice, business 
tips and guidance on using the 
company’s services. 

The guide has launched with a number of 
articles, including the advantages of using 
a combi oven, understanding single and 
three phase electrical supply, how renting 
catering equipment affects your tax bill, 
hints on buying the best food display for 
your business and advice on reading and 
understanding equipment warranties. 

The aim is to give U-Select’s customers 
both advice and inspiration that will make a 
real difference in their business day to day. 

U-Select has also sought out guest 
articles from experts in other fields that 
affect the catering industry, including credit 
monitoring company Experian, who explain 
how to achieve a better commercial credit 
rating, PRS for Music, who clear up common 
misconceptions on venue music licences, 
and ice cream machine maker Carpigiani, 
who have provided tips on how to make 
money from an ice cream machine year-
round.

The advice centre will be updated regularly 
with new articles, market trend analysis and 
equipment advice, and U-Select’s team hope 
it will become the go-to place for catering 
professionals looking for guidance and ideas.

U-Select Sales Manager Jon Steward said 
the new information hub had been inspired 
by customer questions and the company’s 
desire to help as many businesses as 
possible.

He said: “We talk to business people each 
and every day who are working very hard to 
make their dreams a reality. 

“As part of our normal customer service we 
provide this type of information on a variety 
of subjects all the time and we realised it 
would be really useful to lots of businesses, 
so decided to make it public. 

“We’ve worked with our suppliers and 
other experts to create more content that 
we think could help people across the whole 
catering world, and we’d love to hear what 
else people want to know.”

PKL and U-Select Managing Director Lee 
Vines said: “We have built our success on 
being experts in kitchen equipment with great 
customer service, so it seemed a natural 
step to create a place that explained some of 
our knowledge in a way that was accessible 
and easy to understand. We love the thought 
that anyone who is interested can easily 
get access to this knowledge and use it to 
benefit their businesses.” 

To access the advice centre, visit  
http://u-select.co.uk/u-select-blog/.

chip shop boss honoured for her dedication to 
seafood trade

Rachel Tweedale, of the Elite Fish & 
Chip Company, received the Special 
Recognition Award at the Family Business 
Place Red Ribbon Awards.  
   Speaking after being presented with her 
accolade at the Wembley Stadium award 
ceremony, Rachel said: “To be called up 
out of the blue to receive something that’s 
been created solely for me was incredible. 

“I absolutely love what I do, and to have 
that recognised by the Red Ribbon team 
is lovely. I’m so proud and to be able to 
receive this with all my family and friends 
present was even better.”

Rachel’s Family Business Place award 
win comes after she claimed the title 
of Drywhite Young Fish Fryer of the 
Year 2015, which meant she acted as a 
steward for the industry. This included 
educating young friers and travelling 
across Europe to foster good relations 
and promote seafood.

Amalia Brightley-Gillott, Awards Director 
for Red Ribbon, said: “‘This year, we 
had one entry which we couldn’t let go 
unrecognized.

“One unique person who deserved their 
own award, whose has an inspiring and 
unwavering commitment to transforming 
the image of their industry. This young 
woman is serving fish and chips one day 
in her family-owned shops, and then 
speaking at the World Seafood Congress 
the next.

“Rachel Tweedale is a fantastic young 

A chip shop manager has been honoured for her devotion as an 
ambassador for the seafood and fish and chip trade at a glittering 
award ceremony.

ambassador for the British Fish and Chip 
industry and was utterly deserving of our 
Special Recognition Award 2016.”

The Red Ribbon Awards are the first and 
only independent awards to recognise and 
celebrate the incredible achievements of 
such enterprising families, regardless of size 
or industry. 
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Just Eat sold the businesses for €22.5 
million (£19m), which is payable in cash.

Eighty per cent was paid on completion 
and 20% will be paid six months after 
completion, subject to the satisfaction of 
certain obligations.

David Buttress, CEO of Just Eat, said: “We 
have always been clear that the competitive 
dynamics of our industry demand clear 
market leadership to drive sustainable 
profitability. The disposal of our Benelux 
business, where we are number two, delivers 
on that strategy and comes at the right time 
for Just Eat. 

“We are the clear leader in our remaining 

12 markets and it is appropriate that our time 
and resources are focused on building on the 
strong growth we are seeing across those 
businesses in future.”

Jitse Groen, CEO and Founder of 
Takeaway.com, said: “We are pleased to 
acquire the Benelux businesses of Just Eat. 

“These activities are complementary to 
our operations and will further strengthen our 
leading positions in Continental Europe. This 
transaction is in line with Takeaway.com’s 
strategy to drive sustainable leadership 
positions in each of the 11 markets it 
operates in.”

Online takeaway ordering site Just Eat has agreed the sale of its Dutch 
and Belgium businesses to Takeaway.com.

Just eat agrees the sale of dutch and 
Belgium businesses

absurd Bird opens 
second location in 
the capital

 
American south-inspired 
chicken restaurant Absurd Bird 
has opened a second site in 
London.

The new restaurant is located on Peter 
Street, in Soho. 

 The new venue is aiming to emulate 
the success of the first restaurant, which 
opened in Spitalfields in March.

The 40-cover, two-storey restaurant 
has an open kitchen as well as an intimate 
basement bar.

It serves a range of Southern-inspired 
chicken dishes, using only ethically-
sourced, additive and hormone-free 
chickens. 

 The menu features Southern classics 
given an ‘Absurd twist’, such as Corn 
Bread Pudding, Buffalo Wings; Sweet 
Potato Bake; Spinach & Artichoke Dip; as 
well as Jalapeño Mac and Cheese. 

New signature additions to the menu 
include waffle cones with popcorn chicken 
and a selection of wraps packed with 
southern punch.  

 The interior, designed by LSM, is a retro 
mix of yellow velvet banquettes, modern 
blue leather seats, dark wood panelled 
walls and zinc-topped tables.

Absurd Bird is part of the Splendid 
Restaurant stable, which is part of the 
Splendid Hospitality Group.

 Mark Hall, Group Operations Director for 
Splendid Restaurants, said: “Our second 
London site, while different in many ways 
from our flagship in Commercial Street, still 
retains its eclectic Southern menu, with an 
interior exuding some old school Southern 
charm and we are confident it will trade 
well.” 
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Dublin-based Press Up Entertainment 
Group (PUE), appointed Great Annual Savings 
Group (GAS) to conduct a review of its running 
costs.

Following the review, the two companies 
have struck a deal which will see the leisure 
operator make savings of more than £83,000 
across the two-year contract.

Bradley Groves, Chairman and Chief 
Executive of GAS, said: “We’re thrilled 
to be working with one of Ireland’s most 
distinguished leisure and hospitality operators.

“During a review of their business, we 
discovered that some contracts had elapsed 
and, as a result, many sites were paying 
above-market, out-of-contract rates.

“We’ve now been able to address this 
and we’re currently undertaking an audit of 
individual sites to see where we can make 
further savings.”

Alexandra Handzlewicz, group cost 
controller at PUE, said: “We were looking to 
save money on our running costs but didn’t 
want the hassle of renegotiating contracts with 
all of our individual suppliers.

“The appointment of GAS has taken that 
job out of our hands and the company’s 
experience in dealing with these issues will 
enable us to make significant cost savings as 
we look to grow the business.” 

Dublin-based Wagamama owner seals deal with cost management firm
The owner of global restaurant franchise Wagamama has struck a deal with a cost management specialist 

to help in its efforts to save money.
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   The Welcome Break complex opened its 
doors following a £6.5 million transformation 
project. 
   The service station had been closed since 
November 2015.  
   It will be open 24 hours a day, 365 days a 
year. The transformation has also created 30 
new jobs.
   The services on the M4 (junction 36) also 
feature a Deli-2-Go, which offers hot and cold 
food and drinks 24 hours a day, seven days 
a week. The state-of-the art Starbucks drive-
thru is also open 24 hours a day
   Welcome Break Chief Executive Officer, Rod 
McKie, said: “The investment in Sarn Park 
highlights our commitment to the region.
   “We are confident that our customers will 
welcome the new-look services and that it will 
be a great asset to the area.
“Our General Manager Rob Thomas and his 
excellent team are committed to offering 
customers the best experience possible when 
they visit Sarn Park.”

Burger king and Starbucks on the menu at revamped welcome Break services
A revamped Burger King and new Starbucks café and drive-thru are among the outlets who have welcomed 
customers at the new Sarn Park motorway services.
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Chopstix Noodle Bar blends authentic 
Oriental-inspired fresh and nutritious fast food 
with a casual, convenient dining experience at 
affordable prices. 

In addition, Chopstix’s chefs cook the food 
on site to ensure each dish is served as fresh 
as possible and deliver chef theatre.

Welcome Break Chief Executive Officer Rod 
McKie said: “We are proud to be partnering 
with Chopstix Group.

 “Its restaurants focus on serving fresh, 
nutritious and healthy Oriental cuisine using the 
finest ingredients.

 “As well as great food and affordable prices, 
customers will be able to enjoy the theatre of 
the chefs preparing and cooking the food in 
front of them.”

 Chopstix Group Chief Operating Officer 
Max Hilton Jenvey said: “We are delighted to 
welcome the Welcome Break Team into the 
Chopstix family.

“Welcome Break and Chopstix Noodle Bar 
share a passion for foodservice excellence and 
are dedicated to satisfying hungry customers 
on the move.”

Chopstix will be open from 10am to 10pm, 
seven days a week, 365 days a year.

Oriental fast food restaurant Chopstix has opened a noodle bar at Welcome Break’s Birchanger Green service 
area on the M11.

chopstix opens welcome Break noodle bar

The new store is the first Starbucks express 
outlet in Europe, and features an open layout 
which offers customers a walk-through 
experience allowing them to order, pay and 
pick-up faster.

The menu focuses on brewed coffee, 
espresso beverages and a selection of popular 
food items including breakfast sandwiches, 
which are displayed on digital menu boards 
that rotate throughout the day. 

For customers who choose to order ahead, 
mobile order and pay is also integrated.

Rhys Iley, Vice President of Operations, 
Starbucks Europe, Middle East and Africa, 
said: “We’re excited to bring this unique store 
format to the UK, the first time for Starbucks 
outside of the U.S. and Canada. This follows 
the digital innovations we have rolled out to 
improve convenience for customers.

“The new express format is the latest in our 
evolving store portfolio, which aims to meet 
the needs of our customers while keeping 
our baristas at the heart of the customer 
experience.” 

The London launch follows the successful 
express format store openings in New York, 
Toronto and Chicago.

Coffee chain Starbucks is introducing an express format at a new Canary Wharf store to offer even quicker, 
high quality service. 

Starbucks introduces new express format
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The outlet is latest store to move into the 
town’s Flemingate shopping centre.

  GBK Beverley is the brand’s 73rd 
restaurant and has led to the creation of 32 
jobs.

The interior design takes inspiration from 
the town’s cobbled streets.  Traditional 
features like rich oak timbers are mixed with 
mid-century design pieces, colours and 
textures, reflecting the celebrated culture of 
the town, past and present.

Laura Pettingale, GBK Marketing Manager, 
said: “We’re so excited to be open in Beverley.  

“Trade in the first few weeks has 
already been strong and we look forward 
to introducing local burger fans to our 
adventurous menu.”

Dominic Gibbons, Managing Director of the 
Wykeland Group, which owns Flemingate, 

said: “GBK’s opening marks another great 
step forward in the centre’s all day dining offer, 
which extends to the evenings to complement 
the cinema and after work visitors.  

“It brings a nationally known brand that 

was previously unavailable in our catchment 
area to people’s doorsteps, and will no 
doubt provide a lot of footfall to the nearby 
Flemingate shops and local businesses too.”

gourmet Burger 
kitchen opens 
latest outlet

 
Premium burger chain, 
Gourmet Burger Kitchen (GBK), 
has opened a new restaurant in 
Beverley.

   The company raised the funding from two 
existing and two new investors. 
   The latest round of investment was led by 
private equity group Bridgepoint, and included 
US venture capital firm Capital General 
Catalyst and existing investors DST Global 
and Greenoaks. 
   The new funds will be used to expand the 
service in both new and existing markets, as 
well as provide further investment in projects 
such as RooBox, a pioneering remote kitchen 
initiative.
   RooBox gives restaurants access to 
delivery-only kitchens in key locations, 
accelerating geographic expansion. 
Since the last round of investment in 
November, Deliveroo has achieved over 400 
per cent growth and reached profitability in a 
number of its established markets. 
It has also launched in 29 new cities, added 
an additional 9,000 new restaurant partners, 
and created opportunities for 6,500 riders, all 
while continuing to improve its already strong 
customer retention rates and maintaining a 30 
minute average delivery time. 
   The company has also hit key milestones 
such as expanding its service to cover 

deliveroo set for expansion after raising $275m investment
Online food order and delivery service Deliveroo has raised $275 million in a new round of investments.

breakfast, express lunch, alcohol and 
corporate ordering, and striking deals with 
major partners such as PizzaExpress. 
Deliveroo was founded in 2013 by Will 
Shu and Greg Orlowski. The company is 
headquartered in London and operates in 84 
cities across 12 countries. 
   Will Shu, CEO of Deliveroo, said: “After 
seeing strong growth in the markets we 

launched in November, our new focus is to 
drive further innovation in food delivery. 
“In particular, I’m excited about exploring 
completely new ways to solve the hardest 
problems restaurants face when offering 
delivery. 
   “RooBox is the first illustration of this 
approach, and innovations like these are at 
the heart of our mission.”
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   The doughnut-croissant creation, named 
the Luxury Zebra Cro, was developed with 
takeaway platform Just Eat to celebrate the 
inaugural Just Eat Food Fest, which was held 
in Shoreditch, London, over the summer.
   It contains Iranian saffron infused butter 
croissant dough, Cristal Rose Champagne 
Caviar, gold leaf decoration, French delicacy 
Normandy butter, powdered Nutella and the 
world’s most expensive Amedei Porcelana 
Chocolate.
   The creation was named the Luxury Zebra 
Cro due to its striped layers.
    Dum Dum Donutterie Founder and creator 
of the Luxury Zebra Cro, Paul Hurley said: 
“After months of testing flavour combinations 
with some of the world’s rarest and specially 
sourced ingredients, I’ve created the most 
luxurious Cro I’ve tasted.”
    Dum Dum Donutterie has established itself 
as one of the most popular doughnut brands 
in the country with the launch of its latest 
craze, the Crone, a croissant doughnut cone 
filled with ice cream.

dum dum donutterie 
serves up the world’s 
most expensive 
doughnut creation
Artisan doughnut maker Dum Dum 
Donutterie has created the world’s 
most expensive doughnut hybrid 
priced at £1,500.

fish and chips the number one buy on uk’s 
ultimate shopping list

Food and drink dominated the top ten of 
items on the list, which was compiled by 
Barclaycard following almost a quarter of a 
million votes in its interactive Great British 
Shopping Showdown.

Sunday roasts came second, followed 
by tea in third, fry-ups in fourth and scones 
in fifth. 

The rest of the top ten included 
strawberries and cream, Victoria sponge, 
chip butties, crumpets and 99 ice creams.

With more than 10,500 specialist fish 
and chip shops in the UK, the British public 
consumes 382 million portions of fish and 
chips each year, helping the annual spend 
reach £1.2 billion.

Professor Isabelle Szmigin, consumer 
behaviour expert, from Birmingham 
Business School said: “What is so 
interesting about the top three items in 
the Great British Showdown is that they 
represent different and enduring aspects 
of British life. Fish and chips are Britain’s 

archetypal fast food that everyone can 
enjoy. The Sunday roast represents our 
social life when family and friends get 
together at the weekend. Finally, tea is our 
all-time comfort drink; whether we have 
had a hard day at work or want a gossip 
with friends, tea provides the perfect 
accompaniment.”

Katherine Whitton, Chief Marketing 
Officer for Barclaycard, said: “Shopping 
has long been a favourite pastime of the 
British public so it was encouraging to see 
almost a quarter of a million people get 
behind this national digital debate. As a 
nation of foodies, this top ten 10 list proves 
once and for all that the way to our hearts 
really is through our stomachs.

“Barclaycard has been helping people 
buy and sell for the last 50 years and while 
we’ve seen many trends come and go 
in this time, the Great British Shopping 
Showdown results show that some British 
favourites are firmly set to stay.”

Fish and chips have been voted the top items Britons like to buy.
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Ambience, which serves authentic Turkish 
food, claimed the title in March, just three 
years after introducing a takeaway service. 

It gained the accolade thanks to its 
consistently-strong customer ratings and high 
return rates.

Like many new restaurants, Ambience didn’t 
believe offering takeaway was a viable option 
because of the additional staff, technology 
and expertise needed.

However, Tanser Ozdemir, the owner of 
Ambience, had used hungryhouse as a 
consumer and was impressed at the speed 
and ease of the service:

Tanser said: “When we first opened we 
didn’t believe we would have the time or 
the facilities to provide a takeaway service; 
partnering with hungryhouse changed all of 
that.” 

For Ambience, being exposed to a huge 
potential customer base was a key benefit of 
working with hungryhouse. 

Tanser said: “People are discovering us 
online, ordering delivery, and often coming into 
the restaurant afterwards.”

The restaurant also made the most of the 
marketing and technological support offered.

Tanser said: “Partnering with a well-known 
brand opens so many doors for you. We don’t 
need to print leaflets or deliver menus, develop 
our own website or tell customers about 
promotions – the hungryhouse platform does 
all of this for us. This frees up a huge amount 
of our time to focus on cooking the tasty food 

that we want to be famous for.”
Partnering with hungryhouse has also 

enabled Ambience to make the most of its 
workforce. 

The family can provide the friendly service 
to those eating in and still be able to take up 
to 70-80 takeaway orders a night, all without 
extra staff costs. 

When an order is made, it comes through to 
a tablet and the restaurant has five minutes to 
acknowledge the order. 

Tanser said: “The hungryhouse platform 
means we can come back to the takeaway 
order, giving us the flexibility we need without 
having to employ someone to take phone 
calls.”

As part of being named the nation’s Top 
Takeaway, Ambience was put at the centre of 
a national television campaign. The success 
has also seen the restaurant experience a 
large uptake in orders, with sales up by around 
100% and hundreds more coming through the 
doors. 

Tanser said: “More than 90% of our 
takeaway orders are now online and during the 
week takeaway is now a bigger proportion of 
our orders than diners in the restaurant. 

“More and more customers are saying they 
didn’t know the restaurant was here, but saw 
us on TV or online and are becoming regulars.

“It’s an exciting time for us.  We’re now 
sufficiently busy we’re looking at opening a 
second store.”

A family-run restaurant has seen sales soar by around 100 per cent 
after being crowned the Top Takeaway by online food ordering platform 
hungryhouse. 

top takeaway crown helps restaurant’s 
sales soar 

The company has announced it will be 
partnering with Majestic Wines, BrewDog 
and other independent merchants.

Customers will be able to order from 
eight Majestic Wines stores and 20 
BrewDog locations.

Deliveroo will also offer delivery from 
independent companies such as Lea and 
Sandeman, Honest Brew, Mother Kellys 
and Vagabond Wines.

The service works the same as 
Deliveroo’s food delivery, with a delivery 
time of just 20 minutes. 

Dan Warne, Managing Director of 
Deliveroo UK and Ireland, said: “Majestic 
Wines and BrewDog are the perfect launch 
partners for us, offering great pairings for 
meals ordered on Deliveroo and by working 
with independent merchants like Clapton 
Craft and Humble Grape, we’re continuing 
to champion the UK’s independent 
businesses as well”

James Hickson, Owner and Managing 
Director at We Brought Beer, said: 
“Deliveroo offers us a really simple way 
to deliver amazing beers to our local 
neighbourhood. 

“Before using Deliveroo we were 
unable to offer a delivery service. Like 
many independent outfits we didn’t have 
the resources or manpower to make it 
happen.” 

Philip Beaven, Managing Director at The 
Sampler, added: “We’ve been astounded 
by the early adopters for this service and it 
continues to grow week on week.”

deliveroo takes to 
the streets to deliver 
alcohol
Food delivery service Deliveroo 
has launched an alcohol delivery 
service.

news round-up
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delight for chippy after award 
recognition 
 
   A chip shop has proved it is still 
serving up top quality food after 
retaining its National Federation of 
Fish Friers Fish & Chip Quality Award 
status.   
   The Elite Fish and Chip Company 
outlet, in Ruskington, Lincolnshire, 
retained the award, after showing it is 
maintaining the highest quality fish and 
chips and delivering the best level of 
service.

wetherspoon pub could 
become walkabout bar after 
intertain acquires venue

 
   A J D Wetherspoon outlet in Chelmsford could 
be turned into a new-style Walkabout bar after pub 
chain iNTERTAIN exchanged contracts on a lease 
for the venue.  
   The bar is currently trading under the name The 
Thomas Mildmay. 

 Once contracts are completed on the new venue, 
work will start immediately on transforming it into a 
potential new Walkabout bar. 

 John Leslie, CEO of iNTERTAIN, said: “This new 
site presents a fantastic opportunity for us. Situated 
overlooking the river in an excellent location, in busy 
Chelmsford, the bar itself offers a large and adaptable 
space ideally suited to a new-style Walkabout. 

“After we have completed the building work, we will 
be able to offer excellent live sport, zoned VIP areas, 
brilliant party nights and a great daytime food offer.

 “We are looking forward to building our brand in this 
great city.”

papa John’s opens two new stores 
on the south coast 
 
   Papa John’s has opened the doors 
of two new franchised stores on the 
south coast.   
   The chain is now serving pizza 
from shops in both Bournemouth and 
Southampton.
   Anthony Round, Papa John’s 
Business Development Manager, said: 
“Papa John’s is going coastal!  We are 
super excited to open yet another two 
stores.
   “The popularity of Papa John’s ‘Better 
Ingredients, Better Pizza’ concept 
means we are growing rapidly and now 
have well over 300 outlets across the 
nation.
   “Bournemouth and Southampton, with 
their population of residents, tourists 
and students are great locations for us. 
   “Sun, sea and pizza will be the catch 
of the day for visitors to Bournemouth 
and Southampton, and Papa John’s is 
certain to become the first port of call 

   Each Fish and Chip Quality Award is 
valid for two years. 
   They are awarded by assessors from 
the National Federation of Fish Friers 
(NFFF), the trade body that represents 
the nation’s fish and chip shops.
   Shops are scored on presentation, 
hygiene and cleanliness, staff training, 
equipment, frying and sales skills and, 
most importantly, the quality of the 
cooked product. 
   The success of the Ruskington chip 
shop means all three Elite Fish and Chip 
Company outlets have retained the 
award status.
   Owner Adrian Tweedale said: “After 
a period of thorough inspection and 
assessment, we are delighted to say 
that the Elite has once again come out 
on top.” 
   The NFFF runs the Quality Award 
scheme as a way of raising standards 
within the fish and chip trade.
   There are about 250 fish and chip 

outlets across the country that have 
been recognised with the NFFF Fish & 
Chip Quality Award.



Beyond the Bean team gets in the 
festive spirit
 
   Coffee industry experts Beyond the 
Bean have been getting into  
the Christmas spirit to prepare 
seasonal tips, trends and recipes 
to share with operators in the café 
sector. 
   The Beyond the Bean team are 
preparing to host a number of BTB 
Winter Workshops, where they will 
share their favourite recipes, ideas 
and showcase Beyond the Bean’s new 
products before they launch.
   Whether you are a distributor, 
customers or barista, everyone is 
invited. 
   Guest will get to see behind the 
scenes at Beyond the Bean HQ, 
meet the team, and taste many of the 
products. 
   The workshops will be taking place  

on August 31 and September 9 and 14. 
If you would like to book a space, email 
hello@beyondthebean.com with your 
name, company and contact details

news in brief
davinci gourmet serves up 
continental treat  

   Speciality beverage expert DaVinci 
Gourmet has served up a continental 
treat with the relaunch of its French 
Vanilla Syrup. 
   Specifically designed to work in both 
hot and cold beverage applications, the 
syrup contains only natural colours and 
flavours, and has 38 per cent less sugar 
than the market leader.
    The relaunch follows consumer 
testing by market research consultancy 
Cambridge Direction. 
   Grace Keenan, Marketing Manager 
Foodservice at DaVinci Gourmet, 
said: “We are dedicated to evolving 
our product range and working with 
operators, with the common goal 
of serving the very best speciality 
beverages to their customers time after 
time. 
   “The re-launch of our French Vanilla 
syrup and results of the subsequent 
consumer testing are testament to 
our commitment to continual product 
innovation.” 
 
Las iguanas brings South american 
flavour to Braintree 
 
   Las Iguanas has thrown open the 
doors of its latest restaurant.  
   The new outlet is bringing a fiesta of 
Latino flavours to Braintree’s Freeport 
Designer Village dining zone. 
   The vibrant restaurant décor takes its 
inspiration from the team’s most recent 
travels in South America. 
   Both the decoration and the food 
showcases the tropical flavours and 
colours of Rio, with guests being able 
to enjoy comfy booths and leather 
banquette seating against a backdrop of 
sunshine shades of yellow, sky blue and 
turquoise. 
   The décor sets the scene for 
customers to enjoy a menu of South 
American and Mexican classics, 
including sizzling fajitas, coconut 
curries, meaty steaks, and fresh,    
flavoursome salads. 
   For dessert, the dishes on offer 
include Dulce de Leche Cheesecake, 
cinnamon dusted Churros and the new 
Mojito Jelly with lemon and lime sorbet. 
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Focusing on seasonal, organic and the 
highest quality produce, the garden 
café, in the heart of Balham, London, 
can accommodate 28 customers 
outside and 30 inside.

Alongside all-day brunch, coffee and 
cocktails, there are a selection of 
salads and gluten-free cakes, which are 
baked in house daily, as well as fresh 
smoothies and shakes.

We decided to speak to founders Alex 
Large, Arthur Campbell and Tasos 
Gaitanos, to find out more about Brother 
Marcus café and bar.

What is the ethos of Brother 
Marcus?

Arthur said: “We are passionate about 
every ingredient used. 

“We love to be around the café and talk 
to all of our customers as we think it is 
important to hear their feedback and 
expand and work on that. 

“We enjoy playing around with textures 
and flavours, essentially we make food 
that we ourselves want to eat.” 

How strong do you feel the 
food-to-go/quick service 
restaurant market is at the 
moment?

Tasos said: “This market is huge at the 
moment and constantly expanding. 
Deliveroo is vast and so popular and 
UberEATS has just launched too. 

“We will be working with Deliveroo  
on our evening offer of Big Boy 
Sandwiches. 

Who designed Brother 
Marcus cafe and how long 
did it take to open?

Tasos said: “We all designed Brother 
Marcus together and all built the interior 
and signage, luckily we have similar 
styles. We made the tables in our 
garden.” 

Why did you decide to go 
with this style of design?

Alex said: “It is relaxed and open, it kind 
of naturally came together like 
that. We also wanted the interior to 
reflect the ethos of our food by using 

natural materials in the woods and 
plants.” 

What are the latest trends in 
the market?

Arthur said: “A huge trend in the market 
that we have noticed is the use of herbs 
and plants in drinks, which has been 
great for us as we have so many plants 
and herbs growing in the café and out 
in the garden. We have developed a 
cocktail called Miss Robinson with 
the lavender from our garden infused 
gin, lemon and prosecco. We are now 
growing micro herbs and basil, which 
we are putting on our dishes and 
cocktails.” 

How many staff work for the 
business?

Tasos said: “Around eight, including the 
three of us, and 10 on weekends when 
we are busier.”

What has the public 
response been like to your 
business?

Alex said: “We have been getting 

Brother marcus
The brainchild of three school friends, Brother Marcus opened its 
doors at the start of May.
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amazing feedback from everyone. 
People seem to be pleased with the 
dishes and ingredients, the coffee and 
cocktails and even the music we play. 

“There is always room for development, 
and we are always open to hearing what 
our customer want.” 

How would you describe 
your menu?

Tasos said: “Our menu started with 
good ingredients, we use high quality 
and organic produce and we started by 
making dishes that we all like to eat for 
brunch. 

“From this we then started to play 
around with some other dishes while still 
keeping the quality and flavours that we 
all like. We have seasonal dishes that 
are constantly changing as we think it is 
important to use ingredients that are in 
season and have not travelled too far.” 

What is the most popular 
item on the menu?

Alex said: “The Sister is currently our 
most popular dish which is avocado, 

spinach, chilli flakes poached eggs, 
bacon served with sour dough, which 
is followed closely by the Step-Sister 
which is courgette, beets and feta fritter 
served with smashed avocado, spinach 
and poached egg.” 

What is your busiest time of 
the day?

Tasos said: “The weekends are our 
busiest times. We have queues out the 
door which is great, and the atmosphere 
is brilliant.”

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

Arthur said: “South West London has 
some amazing brunch places, we 
are just trying to do our own thing, 
which is to focus on the quality of our 
ingredients, the cooking and creating 
delicious drinks.

“We aren’t trying to be too fancy we 
just produce yummy tasting dishes that 
look good too. We also serve Caravan 
coffee which is one of the best and goes 
down very well with our customers. We 

have created our own homebrew cold 
coffee which is brewed for 16 hours, 
twice filtered and served over ice with 
a slice of lemon, very refreshing in the 
summer.”

What are your plans moving 
forward?

Alex said: “We have introduced our 
evening menu which includes some Big 
Boy Sandwiches. We have been testing 
these for a while and are very excited. 

“We are serving them alongside some 
sides, if you can fit them in! We have 
also created some new cocktails to 
go with these sandwiches which are 
delicious and brought in some great 
craft beers from The London Beer 
Factory and Gipsy Hill Brewery.” 

Brother Marcus is based on 
Chestnut Grove, London. 
Visit brothermarcus.co.uk 
for more details, or search 
brothermarcuscafe on Facebook, 
brothermarcus_ on Instagram, or 
follow @BrotherMarcus_  
on Twitter.
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With the pace of modern day life showing no sign of slowing, 
sandwiches and food-to-go are as popular as every when it comes 

to keeping the nation fed during the lunchtime rush. But is your 
business keeping up with the latest trends in the sector?

Sandwiches
& Food-To-Go
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Sandwiches & food-to-go
Food-to-go is convenient and takes 
less than five minutes to purchase or 
fifteen minutes to serve. It incorporates 
a variety of items including sandwiches, 
wraps, hot and cold snacks and salads.
The ease and speed of which you can 
purchase and consume such items are 
huge factors in their popularity, with the 
food-to-go market now estimated to be 
worth £16.1bn.

And with the choice and flavours on 
offer continuing to grow, it seems there 
is no end of options on the table for 
hungry consumers looking for a quick 
lunch.    

With this in mind, we decided to find out 
more about this leading sector in the 
UK food industry, discovering the latest 
trends, as well as uncovering what the 
future holds for sandwiches and food-
to-go.

Industry voices: Jessica Roper, Brand 
Manager, Crown Foods Ltd; Gary 
Johnson, Commercial Director, GRH 
Food Company Ltd; Lucy Dee, National 
Marketing Manager for SUBWAY® UK 
& Ireland; Graeme Simpson, Founder 
and Managing Director, Butterware; 
Grace Keenan, Marketing Manager 
for Kerrymaid; Malcolm Harling, Sales 
and Marketing Director Williams 
Refrigeration; John Wannan, Sales and 
Marketing Manager, Moffat Catering 
Equipment; Mark Hogan, Marketing 
and Sales Manager of Foodservice 
Equipment Marketing (FEM), and Ryan 
Kohn, Co-founder, PROPERCORN 

What makes products in the 
food-to-go sector so popular?

With people leading increasingly busy 
lives, there needs to be a lunchtime food 
solution that is convenient, accessible 
and tasty. 

And sandwiches and food-to-go are just 
that.

Jessica Roper, from Crown Foods, 
which provides meal solutions for 
businesses in the food industry, said: 
“Food-to-go is a booming category and 
has evolved rapidly in recent years. 

“As lifestyles are changing consumers 

are ultimately demanding more and 
more ‘on the go’ foods. 

“This has made way for new and 
exciting products which are starting 
to emerge into the growing food-to-go 
category. 

“The traditional sandwich is getting a 
jazzy make-over, we are seeing new 
flavours and combinations, not to 
mention much better seasonal products. 
“Furthermore, the category is seeing 
premium offers being led by quality and 
‘better for you’ trends, featuring high 
protein and low fat lunchtime options.  

Grace Keenan, of dairy ingredients 
producer Kerrymaid, agreed. She said: 
“Consumers are busy and do not always 
have the time to sit down and eat a 
proper meal. 

“Being able to quickly grab a dish and 
go is both practical and a key way to 
drive sales. 

“By taking consumer favourite dishes 
such as, curries or pizza and creating 
them for the food-to-go sector, food 
outlets allow consumers to buy the food 
they would usually go for, but in a handy 
and convenient format.”

Malcolm Harling, of commercial 
refrigeration manufacturer and supplier 
Williams Refrigeration, said: “Grab and 
go food is increasingly popular with 
customers wanting ranges of tasty and 
healthy sandwiches, pre-packed salads, 
quiches, snacks, etc, which are easily 
accessible and ready to go.”

Lucy Dee, from sandwich chain 
SUBWAY®, echoed this view. She 
said: “When purchasing food-to-go, 
consumers are looking for a meal 
solution that satisfies their criteria of 
quality, taste, convenience, and price.

“As the largest submarine sandwich 
franchise across the globe and now 
the largest Quick Service Restaurant 
brand in the world (as measured by 
number of stores), the SUBWAY® brand 
continues to provide consumers with an 
experience that fulfils these criteria.

“According to the latest MCA data (July 

2016), which looks at how customers 
perceive the main food-to-go brands, 
SUBWAY® stores and Greggs are 
considered the top brands for food 
quality/taste.

“This is an achievement we’re proud of, 
especially when considering that food 
quality is the key driving factor for food-
to-go consumers seeking breakfast and 
lunch products, with value, location and 
fast service secondary considerations.

“We’re proud to have more than 2,300 
stores in UK and Ireland and are looking 
to expand that base even further.” 

John Wannan, of catering equipment 
manufacturer Moffat, added: “The grab-
and-go sector is on an upward trend. 
Food-to-go venues tend to have to cope 
with large volumes of customers in a 
shorter time, so it’s important to provide 
efficient service.”

In terms of products which are popular 
with businesses serving sandwiches, 
wraps and salads, Gary Johnson, 
of GRH Food Company Ltd, which 
specialises in the supply of grated block 
and sliced cheese, highlighted sliced 
cheese due to it being easy to limit 
portion sizes.  

He said: “Portion management through 
slices is important to businesses. Each 
slice is a set weight and the variety in 
flavours and sizes we can offer.” 
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What are the latest trends in 
terms of sandwiches, wraps 
and salads?

As the demand for sandwiches and 
food-to-go grows, so too does the 
choice and flavours available to 
consumers.

But what are the latest flavour trends 
that businesses operating in this sector 
should be looking to incorporate?

Grace said: “As consumers search for 
new and interesting lunchtime options, 
operators should look to keep their 
selection of sandwiches and wraps fresh 
and exciting. 

“New flavours and trends within the 
sandwich market are driving consumers 
to choose more adventurous options, 
and the low and slow cooking style 
has seen the emergence of trending 
flavours such as pulled pork and slow 
cooked brisket. Smoked and fusion 
flavour profiles are also on trend, and it 
is essential that operators incorporate 
some of these popular styles into their 
offering to keep their menu fresh and 
exciting.

“Operators can also consider offering 
a broader range of sandwiches and 
wraps as an alternative option for 

breakfast. Consumers are looking to 
these handheld options as a quick 
and convenient meal, especially 
when served as a hot item as they are 
substantial enough to satisfy the hunger, 
yet not too filling, compared to other 
options.

“With hot sandwiches and wraps in high 
demand, cheese also stands out as a 
favourite ingredient among diners.” 

Lucy said SUBWAY® had seen a 
growing demand for flavours from 
across the globe. She also highlighted 
the fact that offering customers a wide 
range of breads, fillings and sauces was 
imperative for businesses looking to 
stay ahead of the competition. 
She said: “We are always looking 
for ways to excite and engage our 
consumer’s taste buds to create the 
flavour combinations they crave.

“Tapping into the growing popularity of 
world cuisines, our Beef Pastrami Melt 
brought the authentic taste of New York 
to our stores in the UK and Ireland, and 
in March 2016 we brought back the 
well-loved Chipotle Chicken Melt to our 
menus due to popular demand.

“Healthier choices on the go also 
continue to be a key driver of current 
trends with consumers increasingly 
choosing freshly made options.” 

Gary pointed out the popularity of 
sandwich and food-to-go options with 
a spicy twist. He said: “Spanish and 
Mediterranean flavours are on-trend at 
present, as consumers look for spicy 
and fresh flavours.”

Lucy added: “With the QSR market 
continuing to grow at a rapid pace, it 
follows that the sector is becoming 
increasingly competitive with consumers 
able to take their pick of a wide range of 
cuisines and meal options. As a result 
consumers are able to seek out meal 
options that meet individual cravings or 
dietary requirements.

“Offering a wide range of great tasting 
food choices that can be tailored to the 
customer’s individual requirements is 
therefore key to driving sales.  

“We believe this personalisation of 
the menu adds value to the customer 
experience.”

However, Jessica pointed out that 
the food-to-go sector isn’t just about 
sandwiches. She said: “The food-to-go 
sector isn’t just developing in terms of 
sandwiches and wraps, but brand new 
formats are emerging into the market, 
offering a tasty alternative in the form of 
‘heat and eat’ street foods. 

“Pouches and ‘micro pots’ are the latest 
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additions to ambient and food-to-go 
fixtures, step-changing the rice and 
noodle snack offering from dehydrated 
formats in the form of ‘kettle pots’, with 
new tastier options with quicker cooking 
times, appealing to consumers busier-
than-ever lifestyles.” 

In terms of the equipment businesses 
should consider, John said: “Grab and 
go countertop display units in both 
chilled and heated versions are ideal 
for extending service to popular snack 
options such as sandwiches, salads, 
pies and pastries.”

How can businesses add value 
with sandwiches and wraps?

When attempting to add value to 
sandwiches and food-to-go 
products, businesses often 
choose to offer a meal 
deal option. 

As well as adding 
perceived value, it 
also encourages 
add-on sales.

Lucy said: 
“Businesses can 
add value to their 
menu range by 
grouping popular 
products into a 
meal deal, this 
serves to encourage 
associated 
sales and drive 
the customer’s 
perception of value in 
a brand.”

Another option for 
outlets is to offer a 
loyalty card.

Lucy added: “To generate brand 
loyalty and reward our valued customers 
we operate a loyalty scheme. 

“SUBCARD® lets customers collect 
points via an app or plastic card every 
time they make a purchase, which can 
then be redeemed against free subs, 
salads, hot drinks and snacks.”

Gary highlighted how outlets can offer 

extra value with a simple cheese twist.
He said: “By using different flavoured 
slices of cheese, outlets can change 
the type of wrap or sandwich without 
changing any preparation. For example, 
you can use a hot and spicy slice to 
make a Mexican-style wrap, or add 
pepper jack to make an American-style 
wrap with a barbecued meat.”

However, Malcolm pointed out that 
outlets also needed to think about how 
they promote food items and how they 
are presented. 

He said: “To promote sales, grab and go 
units need to look attractive, with clean 
lines and stylish design. 

“Businesses should look for grab 
and go units that give customers open, 
easy access to drinks, pre-packed 
snacks and dairy products.”

Ryan Kohn, of popcorn producer 
PROPERCORN, said outlets should 
consider the signage used to promote 
meal deals.

He said: “In-store signage, highlighting 
meal deals and meal solutions, is an 
effective way to inspire shoppers and 
educate consumers on the benefits 
of healthy snack alternatives such as 
popcorn. 

“Simple steps can be taken to group on-
the-go drinks, sandwiches, wraps and 
single serve snacks, such as popcorn 
in the same area of the store. Chiller 
baskets and carefully positioned clip-
strips also help to group these products 
together and show customers a total on 
the go offering 

“Cross-promotion is a great way of 
driving trial and creating a strong on the 
go offering in store. Meal deals have 

proved to be a particularly important 
way for us to drive trial of 

PROPERCORN, making it 
accessible and driving 

both penetration 
and awareness. 
Cross promotion 
can be particularly 
successful when 
pairing more familiar, 
household name 
brands with newer 
snacks. Shoppers 
are encouraged 
to trial single 
serve alternatives 
at a lower price 
and have the 
opportunity to 
engage with 
healthier snacks that 
they may never have 
tried before.”

What are the 
advantages 

of buying in 
sandwiches, wraps 

and salads instead of 
making them fresh, and 

how do they compare?

When it comes to sandwiches, wraps 
and salads, some businesses chose to 
buy in pre-made products to sell to their 
customers.

Gary said: “For the consumer, it is 
the convenience of buying something 
quickly, whereas businesses that buy in 
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pre-made products don’t need to hold 
ingredients that may go out of date like 
bread, meat and salad.”

However, Lucy says that SUBWAY® is 
committed to making fresh subs in front 
of its customers.

She said: “The SUBWAY® brand is 
committed to providing a wide range 
of great tasting food choices prepared 
freshly in store. 

“Our customers are loyal to the huge 
variety of fresh and tasty combinations 
which we offer and that every one of 
our subs is made fresh in front of the 
customer, exactly the way that the 
customer wants.

“With 62 million combinations available, 
customers can pick their choice of 
bread, core ingredients, the salad and 
sauce they would like. 

“We believe this bespoke menu packet 
and customer service model adds value 
to the customer experience.”

What equipment is available 
to ensure food-to-go products 
are presented at their best and 
how do you choose what’s 
right for your business? 

“Grab and go display units in both 
chilled and heated versions are ideal 
for cafes and coffee shops offering 
sandwiches, salads, pies and pastries,” 

said John. “It is said that customers 
taste with their eyes before their 
mouths, so it is important that counters 
and displays not only hold food at the 
correct temperature but also show it off 
to its best advantage.”

Mark seconded the view that 
presentation was important in temping 
customers.

He said: “Grab and go is becoming 
increasingly popular across the industry. 
Heated merchandisers provide caterers 
with an ideal solution for keeping pre-
packaged items hot and ready for sale. 

“The way food is displayed can really 
affect customers’ choices. Attractive 
displays of freshly prepared food can 
prompt spur of the moment decisions. 
Display cases with bright internal 
illumination present products to their 
best advantage.

“As well as showcasing the food 
on offer, heated display cases need 
to maintain food quality and keep 
food at the perfect and safe serving 
temperature.

“It’s important for heated display 
cases to have a heating system that 
overcomes the drying out problems 
associated with keeping food hot for 
any length of time. This way food on 
display has a better appearance, taste 
and longer holding life – it can stay hot, 
fresh and moist for hours.”

Lucy added: “The SUBWAY® brand is 
always looking for ways to enhance the 
selection process for customers when 
instore. 

“All our ingredients are clearly displayed 
in glass cabinets in order that customers 
can see the range and quality of 
ingredients available to them to choose 
from. This also enables the customer to 
clearly see the sub being made fresh in 
front of them.”

The need for equipment that stores 
food-to-go products properly for food 
safety reasons was highlighted by 
Malcolm.

He said: “Display units are an integral 
part of many food-to-go operations. 
Ranges of tasty and healthy 
sandwiches, pre-packed salads, 
quiches etc, all need to be displayed 
and stored in refrigerated units for 
freshness and food safety. 

“A refrigerated food display needs a 
combination of effective refrigeration 
and high performance insulation, so that 
the cabinet temperature is always within 
its set parameters (typically 2 to 5°C for 
a sandwich chiller), even in ambients of 
25°C.”

As well as storing food correctly, 
Gary said it was also important that 
sandwiches, wraps and salads were 
packaged correctly.

Sandwiches & food-to-go
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He said: “Packaging is key in the food-
to-go sector. Making sure products are 
eye-catching is a must.”

What does the future hold for 
the food-to-go sector?

“The rapid growth in the food-to-go 
sector over recent years shows no 
sign of letting up,” said Lucy. “With 
consumer shopping and dining habits 
continuing to evolve, we are visiting 
stores more frequently and increasingly 
seeking out more flexible food solutions, 
trends which are set to continue.  

“According to IGD Retail Analysis 
(July 2016), current annual 
growth of over 6 per 
cent is attracting 
interest from a 
wide range of 
suppliers, retailers 
and foodservice 
operators. They 
predict the market 
growing by as much 
as 6% per year over 
the next five years, 
comparing well with 
their forecasts for the 
broader grocery market 
of under 2%.”

Gary added: “There is huge 
growth potential year-on-
year, as more and more 
people look for convenience 
over making lunch at home.”

But how can outlets stay 
competitive in the food-to-go sector?

Lucy said: “One of the biggest 
challenges to the company is to 
retain our leading position amongst 
competitors through the use of 
technology. 

“Here at SUBWAY® stores we are 
meeting this challenge with the recent 
launch of SUBWAY® Digital, a new 
division and trial for SUBWAY® stores 
in the US that kicks off a multi-faceted, 
multi-year guest experience revolution. 

“The SUBWAY® Digital team will be 
evaluating all aspects of technology, 
from consumer-facing loyalty programs 

and the SUBWAY® App to back-end 
design, identifying new initiatives to 
personalise engagement with guests. 
We’ll be announcing new initiatives as 
they are developed, as early as 2017.

“We will also be launching on Instagram 
to ensure that we remain relevant and 
tuned into to our millennial market.” 

Graeme Simpson, from Butterware, 
a cloud-based application providing 
lunch-to- go businesses with 

websites for 
online 

orders, 
agreed that outlets 
operating in the food- to-go 
sector should be considering how to 
use digital technology to push sales.

He said: “Online ordering is going to be 
a big factor for lunch-to-go businesses 
in the future. 

“It’s clearly already had an enormous 
effect on the evening takeaway market, 
with portal sites such as Just Eat and 
hungryhouse being household names 
now. 

“I believe it’s a fairly safe assumption 
that the move online will trickle (or rush) 
down to the lunchtime market over time.

“Domino’s Pizza reports that 77% of 
all orders are now placed online, which 
is a staggering figure. Customers find 
the mobile apps and website are more 
convenient than picking up the phone. 
And Domino’s is keen to push it owing 
to the increase in efficiency, not to 
mention the fact that orders are now 
paid for in advance instead of relying on 
the delivery driver to collect the cash.

“In the USA, the market for online 
ordering is ahead of the UK 

and the switch has had 
an even bigger 
impact already. 

“A large 
number of 

independent 
pizzerias have 

closed owing 
to their failure 

to provide online 
ordering. Their 
customers expect 

to be able to order 
online and those 
businesses that 

ignored the trend have 
fallen by the wayside.

“UK lunch businesses, 
particularly smaller 

independents, would be 
wise to keep an eye on 

these trends and act early. 
The costs of going online can be 

very low and the benefits can be felt 
immediately.”

Highlighting future food trends in the 
sector, Jessica said: “The new chicken 
tikka with rice, from WAT KITCHEN, was 
launched earlier this year and appeals 
directly to those looking for authentic 
tastes, maximum flavour and on-the-go 
convenience. 

“Once opened, mixed and popped in 
the microwave for only 2 minutes, WAT 
KITCHEN is ready to eat straight from 
the box, while on the move. 

“Not only is it convenient, but the 
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complete low fat range now consists of 
five tasty Asian flavours, made with only 
authentic and fresh ingredients, and 
absolutely no preservatives, meeting the 
growing demand for ‘better for you’.” 

Ryan also suggested that there was a 
growing need for outlets to cater for 
consumers looking for a healthy option.

He said: “By introducing on-trend, 
healthier snack alternatives such 
as popcorn, retailers will encourage 
incremental sales and retain interest 
in the category. The UK healthy snack 
market is now worth £1.1bn.”

What advantage does embracing online 
ordering provide businesses operating 
in the sandwiches/food-to-go sector?

The number of outlets embracing 
online ordering is growing all the time 
as customers demand food when they 
want it, where they want it.

According to Graeme, this is an 
opportunity that businesses operating in 
the sandwiches and food-to-go sector 
should not be missing out on.

He said: “There are many advantages 
to moving online for your business and 
quite a few reasons your clients will be 
keen to make the switch too.

“The most obvious is simply data. A 
good lunch business will recognise their 
regular customers and get to know their 
preferences. 

“But what about the irregular ones? 
With a website, you’ll be collecting 
the preferences and habits of all your 
clients. 

“Once identified, you can tailor 
marketing campaigns to be aimed, for 
example, solely at those customers 
who used to visit but for some reason 
haven’t ordered for a while. 

“You can keep people coming back by 
keeping in touch, sending special offers 
and tempting them with photos of your 
latest menu creations.”

Graeme added: “For businesses that 
deliver, if some or all of the orders on 

the van have been ordered in advance, 
that reduces the number of speculative 
orders that need to be carried. This 
therefore reduces the potential wastage 
each day. 

“Some businesses now only accept 
orders and payment in advance. As the 
driver no longer has to wait for cash at 
each drop, they can visit a great many 
more locations each day, increasing 
efficiency and profits. 

“And because the end customer no 
longer has to choose from the limited 
selection that’s left over, they get 
exactly what they want and will be much 
happier.

“A popular, busy shop will likely have 
a queue at certain periods each day. 
Although this helps the shop to look 
popular, it can put people off if they 
have a short lunchbreak.

“If your regular customers can 
order online, their order will be 
prepared in advance and they 
skip the queue to collect and 
enjoy their lunch instead. This 
also means that the shops can 
serve a larger number of clients 
during the lunch period.

“Orders could of course be 
placed in advance over the 
phone, but this is problematic, 
error prone and takes time from 
busy staff. This is particularly true 
if the business accepts buffet 
orders. If clients are creating the 
order themselves, the business 
is no longer responsible for any 
mistakes.”

In conclusion, it seems that 
the popularity of food in the 
sandwiches and food-to-go sector 
shows no sign of waning.

The main reason for this is the pace 
of modern life, with more and more 
people looking for  
quick and convenient lunch solutions. 

As this trend continues, so too will the 
demand for sandwiches and food-to-
go.
With this in mind, businesses operating 

in this sector will have to ensure they 
offer a wide range of flavour and filling 
options for sandwiches, wraps and 
salads, as well as providing options for 
health conscious customers.

Outlets should also look to encourage 
add-on sales through meal deals.

Another avenue businesses need to 
embrace in order for them to stay ahead 
of the competition, is online ordering.

By allowing customers to order and pay 
online in advance, businesses will be 
able to serve a larger number of clients, 
as well as speed up the transaction for 
the customer.
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the takeaway & restaurant 
innovation expo 2016

First of all, we’ve given the exhibition 
a new look and feel. Now known as 
the Takeaway & Restaurant Innovation 
Expo, the website has had a complete 
overhaul, making information and 
content easier to find than ever before.

From July onwards the all-new 
Takeaway & Restaurant Innovation Expo 
Newsletter will be available. Including all 
the latest show updates, developments, 
exhibitor & speaker information, blogs, 
press releases, exclusive show offers 
and industry news, you can subscribe to 
the quarterly Newsletter on here.

Now onto September’s show. Alongside 

its 150 expert speakers, 300 leading 
suppliers, workshops, panel sessions, 
are four amazing new features that take 
the show’s interactivity, education, and 
innovation to a new level. These features 
are:

The Drinks Zone, which will be home 
to some of the most cutting edge and 
inspiring concepts and developments 
in drinks products and supplies; The 
Delivery Zone, an area dedicated to 
delivery that includes suppliers of 
the transport to get your food to the 
hungry customer and the packaging 
to keep it safe in the process; The 
Cooking Theatre, which provides live 

demonstrations of the numerous tools, 
equipment, and devices on show; and 
The Food Talk Radio Show, which aims 
to promote the work of food tech in the 
UK and publicise growing trends in the 
food sector.

Plus, networking opportunities with 
over 5,000 professionals. The show is 
renowned for providing unparalleled 
networking opportunities for takeaway 
and restaurant owners and investors, 
and this year’s event offers you the 
greatest opportunity yet to make those 
vital new connections throughout the 
industry.

Since the last Takeaway Innovation Expo took place the show has become even 
bigger in size, so we need to tell you all about the changes we’ve made ahead of the 
next edition, taking place at ExCeL London on the 27th and 28th September 2016.



Over both days of the show, you will be provided with a 
networking platform that’s unparalleled in scope, diversity, 
and opportunities to build new relationships with industry 
professionals from all over Europe, as well as developing 
your professional knowledge, passing on your own industry 
insight, and securing a business spark that only networking 
can provide.

And the Takeaway & Restaurant Innovation Awards. The 
Innovation Awards recognise the food profession’s most 
progressive innovators. Across four awards, each nominee 
is behind a product or service that is breaking boundaries 
in the food sector.

Our nominees will compete within their categories to 
make the best pitch of the session and earn the title of 
‘’Innovator’’, with the winner being announced at the end 
of each session. It`s a great opportunity for our nominees 
to boast to our judges why they are the most innovative, 
but our Innovations Awards are also a fantastic spectator 
event. Every pitch is made in front of a live audience and 
with the stakes so high, it makes for an exciting spectacle. 
Not only is it an entertaining break from the bustle of the 
show floor, but our Innovation Awards is also a unique 
opportunity for the audience to pick up tips for when 
they’re ready to step up and change the industry.

Aside from these exciting new additions and features, you 
can also expect to find the show’s usual line up of fantastic 
industry authorities and innovators, who will provide you 
with the chance to hear how the biggest brands in the 
country keep growing and achieving. From the likes of: 

• Graham Corfield: MD of JUST EAT. Be recognize and  
  ensure success 
•Ajmal Mushtaq: Mushtaq Restaurants. UK’s leading  
  authority on restaurants and takeaways. How to boost  
  your takeaway profit
•Mark McCulloch: WE ARE Spectacular. 15 years’  
  experience in brand, marketing, digital, social and PR
•Andrew Emmerson: Hotcha. How to build a national  
  takeaway chain
•Griff Holland: Friska. 

This year sees the introduction of two brand new 
sister shows: Restaurant Tech Live, which presents the 
technological products and services transforming the 
dining experience, and the Restaurant Design show, which 
is aimed at the current and future trends in restaurant, bar, 
and café interior design. There’s also the return of Street 
Food Live, the show for street food vendors looking to start 
or grow their business. 

The Takeaway & Restaurant Innovation Expo will appear at 
ExCeL London on the 27th & 28th of September 2016. For 
more information on the show and how you can get your 
free tickets, visit www.takeawayexpo.co.uk 
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Making a big splash at the expo again 
this year, Appaway are continuing 
their campaign to help each and every 
takeaway across the country save 
money by providing them with their very 
own zero commission ordering solution.

Damian Guy, Managing Director at Appaway says: “There 
are already a large number of aggregate ordering services 
available that are extremely good at attracting new 
customers.  However their large marketing budgets for 
TV, radio and print campaigns mean they need to charge 
a significant commission on each order they refer to a 
takeaway.

Undoubtedly this commission is a worthwhile investment 
for a takeaway that acquires a brand new customer; for 
regular customers who already know and love their local 
takeaway, processing orders again and again through the 
same service results in unnecessary commission bills.”

The Appaway solution provides each takeaway with:

– A mobile app and webpage for customers to submit 
orders directly, all own branded
- A comprehensive dashboard to manage orders and 
control all aspects of the system

– A proven launch pack with all the necessary promotional 
material to get off to a flying start, and hands-on help to 
make it a success

– Helpful customer service staff available 24/7 to lend a 
hand at any point

We’re told they have an incredible, “not to be missed” 
offer for visitors this year, make sure you pay them a 
visit on stand 770 to discover how they can help your 
business. 
 
appaway.co.uk  
01423 275301

takeaway expo 2016

Radnor Hills are making their first 
appearance…
At this year’s Takeaway Expo discover the great taste, 
flavours and inspiration behind Radnor Hill’s delicious range 
of soft drinks! 

Their Heartsease Farm Premium Pressé range includes 
some timeless traditionally British recipes made with only 
the finest sourced ingredients and blended with Radnor Hills 
lightly sparkling natural mineral water! This range has all the 
finesse and great flavours of a ‘grown up drink’, but without 
the alcohol! Available in 425ml PET bottles perfect for an 
on the go drinking experience! Flavours include Traditional 
Lemonade, Raspberry Lemonade, Fiery Ginger Beer, Apple 
and Rhubarb, Blackcurrant Crush and Elderflower Pressé.

Also at the Expo they will be showcasing their NEW fruit 
juice range – FRUELLA. Make sure you are one of the first 
to taste their delicious new range of fruit juices, from 100% 
pure Orange and Apple flavours to some exciting dual flavour 
combinations – this is their most colourful range yet! 

Make sure you go check them out at the expo on stand 518. 
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pointOne EPoS
Faster EPoS, Faster 
Food
If you are in the Quick Service or 
Takeaway restaurant business, then 
you know that if you can serve your 
customers faster, you can serve more 
of them, more often. 
Our award winning EPoS system has 
been designed to address these issues. 
It is very fast, feature-rich, and we 
believe it is the best, most focused QSR 
and takeaway EPoS solution available 
on the market. 

Look at what we offer:
•Fast, easy-to-use EPoS
•Web-based online ordering
•Driver Management
•Stock Control
•Loyalty and marketing programmes
•Customisable smart phone apps
•‘Cashless’ Kiosks

And much more…..

We would love the opportunity to 
demonstrate our system to you at the 
Takeaway Expo show. Please pay us a 
visit on stand 530 or give us a call on 
0345 862 0005. www.pointone.co.uk

takeaway expo 2016
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“ICRTouch is among the UK`s leading EPoS 
software developers.  
 
With over 75,000 installs nationwide from point-of-sale to 
cloud-based back office, ICRTouch can provide the perfect 
solution for takeaways from a small mobile kitchen to a 
national chain of restaurants.

ICRTouch’s flagship product TouchPoint is state-of-the-art till 
software that is effortless, reliable, proven and cutting edge. 
TouchPoint scans, totals, handles cash and cards and even 
includes integral loyalty software.

TouchTakeaway provides the opportunity for every 
restaurant & takeaway to deliver their own online 
ordering service. 

Installation and management of TouchTakeaway 
couldn’t be simpler; not only do ICRTouch provide 
secure, premium web hosting for every single 
website, but a web specialist will build your 
online ordering service for you, ensuring a 
robust and user friendly experience with 
seamless integration with your existing web 
presence.

What’s more, there are no expensive order 
commissions cutting into your turnover - just a fixed 
monthly fee.”

expo@icrtouch.com
0844 693 1119
www.icrtouch.com
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With 16 years of E-Bike experience, we 
have developed the Deliver Ebike. The 
Deliver Ebike offers a cost-effective, 
sustainable and innovative solution for 
delivering pizza’s, hamburgers, meals, 
packages, etc. 
The Deliver Ebike is specifically designed for delivery 
services and will continuously be improved and updated with 
the latest technology. By using components from the best 
brands, the delivery bicycle is robust, secure and built to 
lasts long.

The Deliver Ebike will be used intensively and should always 
work. To ensure perfect operation of the electric delivery 
bicycle, we provide a full operational lease package which 
is also recommended by our clients. So you have nothing to 
worry about and you are always assured of a perfect Deliver 
Ebike!

We have been supplying the Deliver Ebike in Europe for over 
a year now to major chains such as Domino’s Pizza, Subway, 
Burger King and Papa John’s Pizza. 

Full contact details 
Ebike4delivery
Kovel 11 
5431 ST Cuijk (The Netherlands)
+31 (0)6 – 11 53 96 89
info@ebike4delivery.com
www.ebike4delivery.com 
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Are you keeping up with 
the mobile shopping 
boom?
As sales via mobile devices are set to 
increase by over 300% over the next 4 
years to represent just under £32billion 
per year, we find that many individual 
and smaller food businesses are still 
losing out on the huge benefits of 
mobile and online ordering – especially 
when you consider that food shopping 
claims the biggest proportion of mobile 
spending at nearly £3.6billion per year!

It’s time to join the revolution with 
Brand A Way, cut out the middle man 
and save £££’s on your online orders. 
Brand A Way will provide you with your 
own fully branded, 0% commission 
online ordering mobile friendly website 
and mobile app; packed with features 
such as customer loyalty points, order 
analytics, push notifications, group 
ordering and many more from just £15 a 
week.

Are you ready? 
 
Find out more at  
www.brandaway.co.uk 
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INSPIREDINSPIRED

The popularity of American food in the UK shows no sign of slowing 
down. New US food chains are arriving on our shores all the time and 

independent outlets continue to pop up, offering their own versions of 
classic dishes from across the pond. But what is driving the demand in 

the UK for Stateside favourites?
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When it comes to American food, it 
seems bigger is better. Whether that’s 
portion size or flavour, the dishes served 
up Stateside are a big hit with hungry 
Americans.

And now, it seems, they are also a big hit 
with consumers here in the UK, too.

The popularity of fare from the US 
continues to grow in the UK and both US 
fast food chains and independent British 
outlets are taking advantages of this.

In the past few months alone, we have 
seen chains such as Smashburger and 
MOD Pizza arrive from the US, while the 
pages of this magazine have featured 
a number of home-grown businesses 
serving up American-style dishes.   

With this in mind, we decided to 
investigate this lucrative sector and 
find out what the biggest trends are at 
present. We also aim to discover what you 
should be offering to your customers to 
keep them coming back for more, as well 
as investigating what the future hold for 
American-inspired food in the UK.

Industry voices: Mohammed Essa, 
General Manager UK and Ireland, Aviko; 
Nigel O’Donnell, Managing Director, 
Meadow Vale Foods; Jacqui Passmore, 
Marketing Manager UK and Ireland, Dawn 
Foods; Amy Page, Marketing Manager, 
New York Bakery Company; Al Thaker, 
Marketing Manager, McCormick (UK) 
Ltd; Jessica Lalor, Brand Development 
Manager, Kerrymaid; Leon Mills, KNORR 
marketing manager for Unilever Food 

Solution, and Nick Thomas, Sales and 
Marketing Director, Empire Bespoke 
Foods Ltd.

What is the attraction of 
American-style food here in the 
UK?

“American food is fun, simple, accessible 
and most of all tasty,” said Amy Page, 
from the New York Bakery Company, 
which makes bagels for the foodservice 
industry. “From decorative cupcakes, 
to burgers and barbequing huge slabs 
of meat ‘low and slow’ Southern-style, 
there’s also fried chicken, hot dogs, 
doughnuts and waffles – sometimes at the 
same time”

Jacqui Passmore, of sweet bakery 
ingredients and finished frozen products 
manufacturer Dawn Foods, agreed with 
this image of American food. She said: 
“American food has a fun and colourful 
image – think 1950s diners, the glamour 
of NYC or Hollywood and the heritage of 
the Deep South.

“Today’s American dishes show a real 
mix of flavours and textures from all 
over the world too and it is this exciting 
combination of cultures and history that 
make it particularly attractive to us Brits. 

“As far as sweet bakery is concerned, 
the success of casual dining operators 
such as Boston Tea Party and Bill’s 
demonstrate consumers’ love of American 
nostalgia. We’re also seeing an increase 
in American-style eating, with brunch 
becoming increasingly popular, as well 

as diner-style food with flavours and 
presentation styles influenced by the US.”
Nick Thomas, from specialist food 
product distributor Empire Bespoke 
Foods, said: “Anything that is a little bit 
different has appeal.  People want to find 
in the UK the products they see in movies 
or social media posts from celebrities.”

Jessica Lalor, dairy ingredients producer 
Kerrymaid, added: “American-style food 
is famous for offering filling and tasty 
food whilst customers love to indulge in 
American-themed dishes which are very 
much on trend.”

Highlighting the importance of flavours, 
Nigel O’Donnell, of Meadow Vale Foods, 
which supplies poultry products to 
foodservice businesses, said: “The 
attraction of American-inspired food 
stems from the fact that many products 
in this sector are quick to cook and offer 
intense smoky and sweet flavours.”

Al Thaker, of flavour specialists 
McCormick, added: “Some of the appeal 
of this sector began with American ‘dude 
food’ as comfort food in the recession, 
especially as it’s comparatively cheap. 
There’s also a big nostalgia appeal, 
harking back to the retro glamour of Fifties 
Hollywood.”

What are the latest trends in the 
American-inspired food sector?

Despite burgers and fries retaining their 
appeal among British consumers, other 
US favourites are growing in popularity on 
this side of the Atlantic, as Mohammed 

american inspired
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Essa, of potato product producer, Aviko 
pointed out.

He said: “While traditional American food 
such as burgers remain popular – beef 
and chicken burgers remain in the top 
three most frequently listed menu items 
– the latest Horizons Menu Trends survey 
has highlighted that operators are now 
getting inspiration from the Deep South 
and their low and slow style of cooking 
food such as beef brisket, glazed pork 
belly and BBQ wings.”

Al agreed. He said: “The Southern US low 
and slow barbecue concept continues to 
make an impact everywhere.  

“We’re also seeing burned, smoked and 
charred making a big impression on 
menus, with charred or roasted vegetable 
sides, charred fruits or burnt-sugar 
toppings and even in cocktails, with 
smoky syrups and smoked salt.”

Nigel added: “American BBQ dishes are 
very popular, with outlets using cooking 
methods such as ‘fired’ and ‘charred’ to 
set them apart from competitors.

“Regional dishes from the US also offer a 
potential area to explore.

“Meadow Vale Foods’ Homestyle range, 
which launches in October, is a perfect 
way to tap into this growing trend.

“This new range takes inspiration from the 
American South and has been specifically 
developed for the casual dining and QSR 
markets.

“South American and Mexican cuisine 
should also get an honourable mention, 
with burritos and tacos finding their way 
onto many menus.”
Leon said: “One of the hottest trends 
of the moment is putting creative new 
flavour twists on America’s original 

sweetheart – burgers. Whether it’s piri 
piri fried chicken burgers or avocado 
and chipotle crab burgers, this tactic is 
proving extremely popular in the UK street 
food scene.”

Amy suggested that there was also a 
growing demand for American-inspired 
comfort food. She said: “The latest trends 
in American-inspired food centre on 
nostalgia and comfort food such as mac 
’n’ cheese and meatballs, both of which 
are becoming increasingly common on 
UK menus.” 

Focusing on the dessert sector, Jacqui 
said: “The latest trends in American-
inspired sweet bakery are centring on 
‘bigger is better’, plus nostalgia and 
comfort.

“There’s a big trend towards ‘over the top’ 
loaded brownies, traybakes and donuts, 
plus beverages such as ‘freak shakes’ 
loaded with sweets and other goodies. 

“At the more conservative end of the 
scale, sweet bakery products are often 
impulse purchases that are emotionally 
and comfort-driven, so nostalgia is a 
key trend when it comes to appealing 
to consumers. Think vintage American – 
hand cut squares of carrot cake, authentic 
brownies, muffins and cookies ‘like mama 
used to make’.”

Sticking to the topic of desserts, Jessica 
added: “Large sundaes topped full of 
tasty treats are another impeccable and 
fundamental addition to any American-
inspired menu.

“Sundaes offer operators the opportunity 
to drive afternoon and impulse sales. It 
is extremely important to offer a variety 
of different toppings to consumers. 
Having a wide choice adds an element 
of excitement to the offering and will also 
appeal to different consumer tastes.

“Another fantastic American-style 
dessert is the ice cream sandwich. 
Ice cream sandwiches are making a 
reappearance with a modern twist, as the 
traditional wafer is replaced with delicious 
homemade cookies – the perfect addition 
to an American-themed menu.”

Jessica also highlighted how street 
food operators can easily incorporate 
American-style dishes into their menus. 

She said: “With the rising popularity of 
street food, there is a great opportunity 
for operators to offer a wider variety of 
American-style dishes in street food 
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formats. Burgers remain one of the 
best-loved and most popular out of 
home menu choices so it is important for 
operators to acknowledge new burger 
trends and the on trend formats to serve 
them in. 

“By taking a classic cheese burger or 
popular chicken burger and turning them 
into miniature slider versions, caterers can 
create a great lunch time grab-and-go 
option, as consumers can enjoy miniature 
versions of their favourite American-style 
burgers.”

What products are available to 
ensure businesses stand out 
from the competition? 

With a whole host of American-inspired 
food outlets now operating in the UK, it’s 
important that your business stands out 
from its rival.

So, what can your outlet offer to keep 
customers coming back for more?
Mohammed said:  “Although American 
food isn’t new to UK menus, the cuisine is 
gaining in popularity thanks to operators 
upgrading the concept with barbecue pits 
and smokehouses. 

“Similarly, while fries are typical of this 
cuisine, it makes sense for operators to 
upgrade their sides alongside their meat 
dishes. 
“A more premium accompaniment 
such as Aviko’s Sweet Potato Fries 
will encourage consumers to trade up 
and spend that little bit more, as will 
the variety that Supercrunch – with it’s 
crispier, home-made appeal – offers 
menus.  

“Aviko’s new Piri Piri Wedges will also 
help operators spice up their menus, in 
line with the heat that the deep-south 
offers. 

“The skin-on jacket potato wedges 
feature a generous sprinkling of piri piri 
seasoning for a tasty kick, ideal for the 56 
per cent of people (according to Horizons 
Menu Trends Report)  who say they want 
to see more spicy options on menus 
when eating out-of-home. With a further 
63% saying they would choose potato 
wedges as their preferred spicy side and 
almost half (44%) willing to pay more for 
it, Aviko’s new addition helps operators 
meet consumers’ growing interest for 
menu options with heat and profit in the 
process.” 

Nigel added: “It is important businesses 
in the casual dining, street food and QSR 

markets offer a good range of on-trend 
dishes, as nearly every outlet nationwide 
serves the standard burgers and fries. 

“Businesses should look to exploit 
Southern-style chicken dishes, pulled 
meats and burritos.

“By offering these types of dishes, 
businesses will be able to stay in touch 
with consumers while adding value to 
their menus.”

Amy also noted the popularity of meats 
in the American-inspired food sector. She 
said: “Our love of Southern-style slow 
cooked meats in the UK has seen an 
exponential rise in the popularity of pulled 
pork.”

Advising how outlets can stay ahead of 
their competition through their dessert 
offering, Jacqui said: “Nothing says 

America more than donuts. Thirty million 
donuts were consumed in the European 
fast food sector in 2014 up 19% since 
2013.”

What impact has the increase in 
the number of US food chains 
operating in the UK had on 
independent businesses serving 
American-inspired food? 

“The increase in the number of US food 
chains operating in the UK has had a 
huge impact on independent businesses, 
both good and bad,” said Nigel. “Chains 
not only benefit from stronger consumer 
awareness, but also from their stronger 
economies of scale. As a direct result, 
independents suffer and cannot offer 
consumers the same value. 

“In contrast, as the fast food, casual 
dining and QSR segment has moved 
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more upmarket in recent years, big fast 
food chains have lost some of their 
appeal. This has resulted in the rise of 
independent gourmet burger and chicken 
venues that offer high quality products at 
affordable prices.”

Nick said: “Because of the popularity 
of US food chains in the UK, a lot of 
independents are looking to introduce a 
taste of America. Because more and more 
restaurants are offering American-inspired 
food, independents are looking for the 
unique products that will help them stand-
out from their competitors.”

Leon suggested that the increase in the 
number of US food chains operating 
in the UK could prove good news for 
consumers, as outlets upped their game. 

He said: “The rise in US food chains 
operating in the UK has meant more 
competition for both UK independents 
and chains serving American-inspired 
food. 

“This extra competition has forced 
everyone to up their game. And it just 
goes to show what an appetite UK 
consumers have for American food.” 

What does the future hold for 
the American-inspired food 
industry?

At present, it seems that consumers have 
a large appetite for American-style food.

But will this last and how can businesses 
keep customers interested in US dishes?

Al said: “The future’s looking very buoyant 
for Americana. There’s a whole continent 
to explore, made up of a wide variety 
of regional themes, dishes, variations, 
flavours and concepts. 

“With the whole concept of American food 
being modernised and upgraded, there’s 
no end to the innovation and creativity 
that will be emerging to keep food lovers’ 
hunger for new sensations satisfied.”

Amy added: “The trend for Americana is 
continuing to grow in the UK and shows 
no signs of slowing down anytime soon. 
“The success of casual dining operators 
such as Boston Tea Party and Bill’s 
demonstrates consumer’s love of ‘all 
things retro’.”

Jacqui said that flavours growing in 
popularity in the US sweet sector could 
soon be arriving in the UK.

She said: “Datassentials information 
(report on USA menu trends undertaken 
for Dawn Foods USA, in April 2016) 
shows that flavours beginning to trend on 
USA menus include citrus flavours such 
as Yuzu and Blood Orange, Green Tea 
and Matcha flavours, as well Brown Butter 
and Caramel Apple. 

“It’s often the case that flavour trends 
in the US are adopted in the UK soon 
afterwards, so we’re likely to see an 
increase in these fresh taste profiles 
across all food categories, with innovative 
product formats in donuts, traybakes and 
muffins to match.”

Leon added: “Both North and South 
American influences are seeing significant 
growth emerge here in the UK. From  
fast-casual North American chains like 
Bill’s, to South American street food 
vendors – it looks like the UK is one  
place where indulgent American-style 
food will always be welcome to hang its 
hat.”

Nigel agreed, saying: “The popularity of 
American-inspired food will continue to 
grow. 

“American-style food is a fast food 
staple and, with consumers continuing to 
demand better quality fare, new types of 
US cuisines are likely to emerge to cater 
for the growth in gourmet fast food.”

As US fast food chains continue to arrive 
on UK shores, it seems there is still a huge 
appetite for American fare on this side of 
the Atlantic.

Independent businesses are also getting 
in on the act, serving up their own 
American-inspired dishes to the British 
public.

The main trends at present seem to be 
flavours from the Deep South and the  
low and slow style of cooking, with 
favourites such as Southern-style chicken 
dishes, beef brisket, glazed pork belly 
and BBQ wings proving popular on many 
menus.

However, with so many regions to explore, 
expect to see even more American-
inspired dishes appearing in UK food 
outlets.  

And as the competition hots up, so too 
will the quality.
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lunch!, the UK’s biggest and multi-award winning show for the food-to-go 
trade, returns to the Business Design Centre, in London, on September 21-
22. It’s frequently cited as a ‘must attend’ for discovering innovative new 
ideas and concepts and the QuickBite team will be there catching up with 
the latest food-to-go news.  Here’s a quick preview of what’s in store.

What’s not to be missed at lunch! 2016
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Dedicated UK based Paper Cup manufacturer Benders will be exhibiting at this year’s 
Lunch exhibition on stand M114. Benders will be showcasing a comprehensive range of 
single and double wall paper cups, available in contemporary stock designs or powerful 
and bespoke custom print enabling you to get your brand in the hands of the consumer.  

Benders, who have invested heavily into the development of new technologies, can 
ensure industry leading performance endorsed by the retention of BRC Grade A 
certification. And in addition, PEFC Chain 
of Custody certificatio applicable to all 
Benders products assures the provenance 
of the finished cup.  

 
To find out more call 01978 855661 

350 suppliers across 
three floors
Innovation isn’t limited to just one area 
at lunch! – it’s down every aisle, across 
all three floors of the BDC.  For 2016, 
there’s a comprehensively eclectic mix of 
350 exhibitors showcasing food, drink, 
packaging, equipment and catering 
technology.  

Chris Brazier, the show’s Group Event 
Director, said:  “lunch! draws its inspiration 
from the industry it serves, and we 
work hard to ensure that everything that 
food-to-go operators need to run their 
businesses successfully is catered for.  
From their kitchen equipment to counter 
displays, from the food and drink they 
serve to how it’s packaged and how it’s 
paid for – it’s all here.”

The lunch! Innovation 
Challenge
The Innovation Challenge Gallery also 
offers a good vantage point to see what’s 
new.  Designed to promote the best food-
to-go innovations over the last twelve 
months – it’s expecting to showcase 
record entries this year.  Companies 
hoping their products will come away 
with a coveted ‘Gold Award’ include 
Ape Snacks, Cone Bakes, Champion 
& Reeves, Europastry, Excelsior 
Technologies, eXpresso PLUS, Florette 
UK & Ireland, Roberts Bakery, Freaks of 
Nature, I Love Snacks, Karma Cola UK, 
Mr Lee’s Noodles, Nutmeg and Hive, 
NutriPot, Pack’d, Perkier Foods, Pocket 
Enterprises, PRESS, Pure&co, Silvina’s 
Nature, Taim Taim (Hamim Vetaim), Tao 
Family, The London Tea Company, The 
Tofurky Company, Tri-Star Packaging 
Supplies, Up & Go, and Upwards.

Visitors are being encouraged to head to 
the show’s Upper Feature Level to vote  
for their favourite innovation on the 
opening day.  They’ll decide the final 
shortlist of exhibitors who will go on to live 
pitch their products to this year’s judges, 
including top buyers from Tossed, Costa 
Coffee, En Route International, Elior UK 
and EAT.

Fresh market insights
According to the latest data from IGD 
analysts, the UK’s food to go market is set 
to reach £16.1bn by the end of the year, 
with sales up nearly 7% from  
2015.  With so many lucrative sales at 
stake, operators that can be quick to 
adapt to the latest trends have much to 
gain.  Of course, such numbers make it 
a hugely competitive marketplace.  So 
innovative sourcing and keeping up with 
the latest market insights – at events like 
lunch! – 
is key.   

As in previous years, essential food-to-go 
market updates – from Horizons, The NPD 
Group and MCA – feature prominently in 
the seminar programme across both days 
of the show.  

Big name keynotes 
A raft of high-profile brands – 
including 
 
Starbucks, LEON, bartlett mitchell,  
Pret A Manger, Costa Coffee, Welcome 
Break, EAT, Tossed, Benugo, and Rapide 
by Café Rouge, are also preparing to 
share their expertise.  This year, there’ll 
be 20 free business seminars – including 
exclusive Keynotes, interviews, research 
updates, and panel discussions – in two 
dedicated theatres.  
 

The 2016 line-up 
includes: 
•Caroline Cromar, Group Director of Food,  
 at Pret A Manger
•Rod McKie, CEO of Welcome Break
•Luke Johnson, Chairman of private equity  
 firm Risk Capital Partners
•Wendy Bartlett MBE, CEO and Founding  
 Owner of bartlett mitchell
•Sara Bruce Goodwin, VP Research and  
 Development, Quality and Regulatory at  
 Starbucks Coffee Company
•John Kerslake, Operations Director at  
 Costa Coffee
•Kirsty Saddler, Brand Director at LEON
•Rory McEntee, Head of Retail Marketing  
 at Benugo
•Andrew Stephen, CEO of The  
 Sustainable Restaurant Association

Echoing the sentiments of many of 
lunch!’s repeat customers, Caroline 
Cromar, Group Director of Food, at Pret a 
Manger, said: “lunch! is an exciting date in 
the diary to see new ideas from innovative 
companies, it not only showcases the 
best but allows us to share knowledge 
across the industry.  Don’t miss it!”

For further information and to register free 
in advance, please visit www.lunchshow.
co.uk (and quote priority code LUN64 
where prompted).

Where: 
Business Design Centre, Islington, London

When:  
Wednesday & Thursday, 21-22 September

Website: 
www.lunchshow.co.uk

Twitter:  
@lunchexhibition  #lunch16
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Packaging &  
Disposables

Packaging and 
disposables play a hugely 
important role in the food 
industry. Here we find out 

why the right products 
can be beneficial to 

businesses, consumers 
and the environment. 
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Packaging and disposables are vital role 
in the foodservice industry. Not only can 
they preserve the quality of food, but they 
also allow operators to control portion 
sizes, as well as helping to promote their 
brand. 

With this in mind, we take a look at 
the different types of packaging and 
disposables available for foodservice, 
and discover how the right product can 
help your business, as well as ensuring 
the customers get the same product 
packaged as they would plated.

Industry voices: Andy Bairstow, 
Managing Director, PFF Packaging; Rob 
Blunderfield, Marketing Manager, Parsley 
in Time; Mary Davies, Director, Charlotte 
Packaging; Mike Clarke, Sales Director, 
It’s a Wrap; Martin Leeming, CEO, 
TrakRap, and Teresa Suter, Sales Director, 
Vegware, Mark Brigden, Technical 
Director, Biopac (UK) Ltd. 

Why is having the right 
packaging important for 
food-to-go and quick service 
restaurants?

Packaging has a number of different 
uses in the food-to-go and quick service 
restaurant industry.

When it comes to considering which 
packaging is best suited to your business, 
it pays to do your homework.

Rob Blunderfield, from catering 
equipment supplier Parsley in Time, said:  

“In food-to-go venues and quick service 
restaurants, grab and go foods need 
appropriate packaging. It needs to be 
cost-effective, functional, attractive, yet 
disposable.”

Mike Clarke, from custom printed food 
wrap manufacturer It’s a Wrap, agreed. 
He said: “All packaging has to be fit for 
purpose, especially keeping the food hot 
or cold and obviously intact. 

“Some businesses may require their 
packing to be leakproof or greaseproof. It 
is advisable to have a simple packaging 
solution, something that’s easy to wrap or 
box. You also need a product that ensures 
the customer can consume the goods in 
an easy and practical manner, yet at the 
same time being appealing.”

Andy Bairstow, of packaging 
manufacturer PFF Packing, said effective 
packaging was vital in today’s ‘24/7 
society’.

He said: “Without packaging today’s 24/7 
society just wouldn’t be able to thrive.  
Packaging has to perform in two critical 
ways - keeping the food warm or cold as 
appropriate and keeping the consumer 
safe from burns, scalds or spills.  

“So it’s not just a questions of the right 
packaging format, it’s also a question 
of the packaging performing correctly.  
People don’t often think about the role 
packaging plays in society, but without 
it we’d miss our favourite pizzas, coffee, 
sandwiches, chips and so on.” 

Mary Davies, from foodservice packaging 
producer, Charlotte Packaging, added: 
“From avoiding greasy fingers, to 
promoting the restaurant’s brand, using 
the correct packaging for your needs is 
essential for a number of reasons. 

“You want to choose packaging that is the 
right size to comfortably fit your products, 
which will allow easy access to the food 
inside, will keep the food fresh, and won’t 
result in leaks or sticky fingers. This will 
ensure your customers enjoy your food at 
the best it can be.”

Teresa Suter, from eco-friendly packaging 
and disposable company Vegware, 
highlighted the importance of considering 
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the presentation of your food when 
choosing packaging.

She said: “Presentation is absolutely 
crucial in communicating the quality and 
the style of your food. 

“With increasingly busy lives, we’re 
eating more of our meals on the go than 
ever before. It’s important to ensure your 
fare stands out to the busy commuter 
when they’re deciding what to eat, and 
packaging is the central part of that 
presentation.” 

How can businesses promote 
their brand through the 
packaging they use for their 
food?

“Packaging is a great medium for 
branding your product or service,” said 
Andy. “Branding your packaging takes 
your message and values right through to 
the point of consumption and reinforces 
your profile. 

“If you use items such as cups, tumblers, 
hot food containers, boxes and salad 
containers, you should consider branding 
your product.”

Teresa 
agreed: 
“Customised 
packaging is a great way to promote 
your brand. It instantly makes your 
brand recognisable and sets your fare 
apart from competitors. We’ve seen a 
real surge in business from artisan coffee 

shops over the last few years and it’s 
important for them to set themselves 
apart from competitors.” 

Mary added: “Choosing the correct 
colour, pattern or branded food 
packaging should be considered as this 
represents your business. 

“When branded with your instantly 
recognisable name and/or logo, it 
becomes a great promotional vehicle – all 
passers-by will know where that tasty-
looking, delicious-smelling snack is from, 
potentially gaining you more customers.”

What packaging products 
are available and how do you 
choose what’s right for your 
business?

With so many packaging products on 
the market, it’s important that you pick 
the one that meets the needs of your 
business.

But what considerations should you make 
when choosing packaging for the food 
you serve?

Andy said: “There is a huge range of 
packaging products available for the 
food-to-go sector for every type of menu 
item, from boxes to containers, salad 
bowls, tumblers, pots and cups.  

“The most important decision is to 
use a supplier who can guarantee you 
consistent quality and assurance of 
consistent supply - the last thing you 
need is to run out of a popular item when 
demand is high.

“Food-to-go packaging also has to be 
compliant with food contact legislation 
so operators need to check this when 
choosing items.” 

Mike added: “From traditional burger 
boxes to chip scoops and hot dog trays, 
there are numerous designs and sizes 

available in the market. 

“You should consider the design, 
the make-up of the cartons, the 
portion control and are they 
nested or flat for easy storage.

“Cartons can take up a lot 
of space which isn’t always 
available. We find a lot of street 
food vendors, restaurants and take 
away outlets prefer the option of 
greaseproof paper, as it takes up 
very little space.” 

Mary said: “There are a few broad 
rules. For example, heavier items or 
those that require freezing should be 
packed in strong and sturdy polythene 
film bags, as this is a more robust 
plastic. 

“Whereas if you’ll be serving up hot 
food, you may like to choose a bag 
made of antimist OPP, which prevents 
moisture forming on the inside of the 
packaging, or a greaseproof paper to 
avoid getting your hands dirty.”

Martin Leeming, from environmentally-
friendly secondary packaging company 
TrakRap, had some advice for businesses. 
He said: “A large variety of products are 
available, with their suitability reliant on 
several factors, including the materials 
from which they are made, so it depends 
on the business.

“Identifying the most suitable option 
for your business can be difficult, even 
daunting. If in doubt, working with a 
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packaging expert can help ensure the packaging you use is right 
for what you need it to achieve and fit for purpose.”

How can businesses ensure the packaging 
and disposables they use are environmentally-
friendly?

Mark Brigden, of eco-friendly packaging and catering disposables 
developer, Biopac, said: “There is a general acceptance that 
unsustainable consumption cannot continue unabated. 

“Plastic waste causes untold damage to the environment, as 
well as costing governments millions of pounds every year for 
disposal. Plastic waste such as bags and food cartons often ends 
up in landfill sites or discarded on the street. 

“It’s therefore no wonder consumer demand is increasing for 
more responsibility in the way packaging is designed and the 
materials which are used.”

Mark added: “Hugh Fearnley-Whittingstall (Hugh’s War on Waste, 
BBC1) recently reported that 2.5 billion takeaway coffee cups 
per year are thrown away in the UK, and you may be surprised 
to hear that less than one per cent get recycled. This is because 
most cups have a polyethylene coating (needed to stop leaks) 
that must be separated before recycling. 

“Hugh’s campaign calls for 100 per cent recyclable cups. What it 
doesn’t address is 100 per cent compostable cups. 

“The importance of using 100 per cent biodegradable products is 
paramount with the environmental concerns and regulations we 
face today. 

“These problems can be faced head on by using biodegradable 
food packaging. These innovative products do not harm the 
environment, as they can be fully composted alongside the food 
waste associated with it – ideal for caterers and foodservice 
outlets.  

“There are products on the market which claim to be ‘eco-
friendly’ but in reality they may be just a conventional plastic with 
an additive which merely breaks down the material into small 
fragments. These fragments still take 200 years to disappear.

“The best way of being certain is to ask for relevant certifications 
which substantiate any claims for compostability.”

Teresa agreed: “It’s important for businesses to choose 
packaging with strong environmental credentials – looking at how 
it’s made, what it’s made from and how it can be recycled.”

Mary advised:  “The simplest way of ensuring your food 
packaging is environmentally-friendly is to ask your supplier. 

“However, doing your own research can also help. Keep an eye 
out for the recognisable circular arrow symbol, which should be 
depicted on the packaging if it is recyclable. 

“Generally, the most commonly-used environmentally-friendly 
food packaging is made of either natureflex, which is made of 
wood pulp and other renewable sources and is biodegradable 
and compostable; PLA film, which is made of polyactiacid 
and degrades in just 45 days, or paper, which is sourced from 
renewable locations.”
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Martin, agreed. He said: “Businesses 
need to do their homework and ensure 
the packaging/companies you work 
with are environmentally-friendly.”

Mike said: “Ask your supplier for the 
specification sheet on the product. 
The majority of packaging items 
should have accreditation attached to 
them. 

“The majority of packaging is 
recyclable, however, the process 
of recycling certain items can be 
complicated, especially when PE 
coated and tin foil products are 
involved, and there has been much 
news recently about disposable cups 
going to landfill. 

“There are a few wholesalers 
who specialise exclusively in 
environmentally friendly packaging. 
Ask the origin of the packaging and 
were it was manufactured.”   

Rob also offered some advice on what 
businesses should be looking for. He 
said: “Look for packaging that uses 
soya-based ink and recyclable paper-
board with no plastic linings.”

However, Andy pointed out that food-
to-go and quick service restaurant 
operators also need to find out what 
their local waste contractor can 
actually recycle. 

He said: “There’s a lot of debate 
currently around what is recyclable 
or not.  Operators need to find out 
what their local waste contractor 
can actually recycle and ensure that 
products used are properly recycled 
and not just recyclable.  Materials 
such as PET and PP are commonly 
recycled and widely used in packaging 
products, so PET or PP is always a 
good choice.”

What future concepts are 
expected for packaging in 
the food-to-go/quick service 
restaurant industry?

Mary said: “In general, we’re seeing 
a shift towards card take-away 
packaging, over plastics, and there will 
be a change in the barrier coating on 
film, a drop away from thermoformed 
plastics. 

“Branding will continue to develop as 
a communication tool, however, we 
also think consumers now expect not 
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only great-looking packaging, but they 
expect a certain level of functionality too. 
Retailers will need to decide whether 
to invest in preservatives for products 
or whether they focus on investing in 
packaging that keeps food fresh for 
longer. 

Mark said that businesses were 
reconsidering the use of packaging in 
response to customers’ environmental 
concerns.

He said: “As customers are becoming 
more educated about the impact 
packaging can have on the environment, 
companies are reassessing their use of 
packaging and are looking for ways to 
present more environmentally friendly 
solutions. If companies are going to the 
trouble to respond to this demand they 
should tell their customers about it.” 

Teresa pointed out that as the demand for 
healthy food continued to grow, outlets 
would seek to reflect this in the packaging 
they used.

She said: “We expect to see a continued 

rise in clean living, clean eating food 
concepts which appeal to health-
conscious customers. The packaging 
associated with this is simple, stylish and 
fresh.”

Mike said he expected any new 
packaging to follow a similar style to 
packaging already available to outlets. 
He said: “New style packaging is being 
introduced all the time, but normally it’s 
an alteration on an existing theme. Tried 
and tested packaging will remain at the 
forefront of the food-to-go market.” 

Martin added: “Future packaging 
concepts will have to take the issue of 
available space into account, as well as 
the ongoing demands of hitting energy 
and material reduction targets and 
reducing fresh food waste.” 

However, Andy suggested that it was food 
trends that will influence future packaging 
concepts.

He said:  “It’s important for manufacturers 
to keep track of trends, not just in the 
UK, but on a global basis, so we can 

be thinking about the formats that our 
customers will require in the future.  

“Trends such as noodle pots, soup, 
dipping sauces and porridge all need 
the right packaging formats and we are 
constantly thinking about the next trend.”

With people continuing to lead 
increasingly busy lives, packaging and 
disposables will play a growing role in 
the food-to-go sector, as more and more 
people consume their food on the move.

Therefore, it’s imperative that food-to-go 
and quick service restaurants get their 
packaging and disposables right.

While the main priority must be finding 
packaging that ensures food is preserved 
properly, businesses should also be 
looking to use their packaging to market 
their brand.

However, it seems customers are also 
drawn to outlets that can prove their 
green credentials, and this is something 
businesses can do through their 
packaging and disposables.
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Smashburger and Fatburger both offer 
customers the ability to design and 
customise their own creations via their 
respective build-a-burger platforms. Five 
Guys has also been doing this since 
launching in 2013 and now has nearly 50 
restaurants in the UK.

What it does for the consumer is give 
them the choice of exactly what bun, 
meat, salad, sauce and toppings they 
want.

The possible combinations are virtually 
endless and it means the customer pays 
for a specification they have built, instead 
of having to hold or remove ingredients 
they don’t enjoy. People must be enjoying 
this level of freedom as Five Guys was 
recently named the UK’s most popular 
fast food chain.

This is certainly a move away from 
the traditional fixed menu at longer 
established high street brands such as 
McDonald’s, Burger King and KFC. So 
what does this mean for them?

If you haven’t heard of it, Create Your 
Taste is the name given to McDonald’s 
build-your-own burger platform in 
countries including USA, Canada, 
Australia, New Zealand, Singapore, China, 
Hong Kong and Poland. It’s also currently 

being rolled out in selected stores in 
Austria and Thailand under the My Burger 
branding.

Create Your Taste has recently hit the 
headlines for the wrong reasons. People 
were creating and naming their burgers on 
the unmoderated New Zealand website, 
giving burgers names I am not going to 
reveal in this article.

So, what is Create Your 
Taste?
Basically, customers can choose from 
a variety of buns, cheeses, (sometimes) 
patties (i.e. beef/chicken/veggie), salads, 
toppings and sauces from a list of well-
known McDonald’s ingredients and, in 
Australia, some not so well known ones 
too, such as Brie, Shaved Parmesan, 
Spinach and Sliced Beetroot.

Customers ‘create their taste’ via the 
touch screen ordering kiosks and the 
burgers are made fresh to order before 
being brought out to the customer waiting 
at their table. 

What’s this? Touch screen ordering and 
table service? Isn’t that what more and 
more UK McDonald’s are implementing in 
its Experience of the Future restaurants?
I have been amazed none of the 

mainstream media have connected the 
two with Create Your Taste and it wouldn’t 
surprise me if the UK get Create Your 
Taste when their re-imagining of stores is 
complete. 

However, I am purely speculating, but 
some evidence points to it, especially 
considering customers are getting more 
accustomed to burger customisation.

And how timely was the recent 
announcement that McDonald’s UK is set 
to create an additional 5,000 jobs in this 
country? 

OK, the official reason is they are needed 
for new restaurants and extended 
opening hours. But with more and more 
restaurants implementing table service, 
the extra workforce could be required to 
fulfil those orders and maybe Create Your 
Taste?

However, don’t get too 
excited…
Recently, McDonald’s Corporation 
revealed its second-quarter same-
stores sales in the US, and while growth 
continues, they were not as favourable as 
expected. 

I like to look to the US for an indication 

Customisation – what next?
In the last couple of months, Burger Lad® has experienced two US burger chains with 
expansion plans in the UK.

56    |    Issue 36 September 2016



Issue 36 September 2016     |     5757    |    Issue 35 August 2016

About Burger Lad®

Burger Lad heads up the team at the hugely popular burger review website, 
www.burgerlad.com.

Founded in late 2012 as a one man operation, the blog has achieved huge growth 
in its relatively short time. Once seen as an underground source of burger news and 
reviews,

 Burger Lad has become arguably the industry-recognised number one burger 
review site in the UK. Often invited by fast food brands to try promotions before 
public release, Burger Lad prides itself on breaking the latest High Street burger 
news and reviews. Follow him here: @Burger_Lad

Burger Lad
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of what we may get over here, as they 
have approximately 14,000 restaurants 
compared to that of 1,250 in the UK. 

My theory, is that if a concept succeeds in 
America we are more likely to get it over 
here. A McDonald’s insider I follow on 
Twitter, tweeted that one topic you didn’t 
hear in the recent Q2 earnings call was 
that Create Your Taste is ‘dying’. So what 
does that mean for the UK?

Maybe we will be lucky and get Create 
Your Taste? Another option is an almost 
cut-down version called Taste Crafted. 
This gives customers the choice of four 
custom flavours, each pairing a number 
of set ingredients; Buffalo Bacon, Pico 
Guacamole, Maple Bacon Dijon and 
Deluxe.

You then get the choice of bun (artisan/
sesame seed/potato roll) and then beef 
or chicken patties. This simplified version 
(with probably different Taste Crafted 
selections for the UK palate) could be a 
more viable option in the UK.

And what of 
technology?
Imagine having multiple versions of 
your various creations saved on your 
Smartphone. You could walk into 
McDonald’s, scan your QR code on the 
scanner on the kiosk and your burger will 
be created fresh for you. 

Maybe you’ll be able to order and pay 
prior to visiting the store and walk-in to 
collect your freshly made creation?

Your guess is as good as mine at the 
moment as to whether the UK really will 
get customisable burgers via the Create 
Your Taste platform. Originally, with the 
implementation of touch screen ordering 
kiosks and table service, I thought it 
was a given. But with the news from 
the US being that it is expensive and 
operationally difficult to run, maybe 
my speculation will only ever be that. 
Speculation.

In the meantime, if I want a customisable 
fast food chain experience, I will visit 
the ever-growing number of US-imports 
invading the UK burger market.

r 
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Study Reveals UK SME Success
A new report published by insurance and pension provider Standard Life has revealed the key 
drivers of success for UK SMEs over the next five years. Having polled both SME leaders and 
employees, the report highlights the fundamental trends of collaboration, empowerment and 
adaptability as central to growth. 

SME leaders said the number one priority 
is to empower the workforce, by building 
an environment that encourages creativity 
and innovation.

Employees agreed, stating that the most 
desirable quality in a business leader 
is the ability to empower and trust their 
colleagues.

The report also found that the traditional 
five year business planning cycle is largely 
a thing of the past, with 82 per cent of 
SME leaders altering their strategy at least 
once a year and almost three fifths doing 
so at least every six months.

Meanwhile, 60 per cent of employees 
felt ‘adaptability’ is the most important 
attribute for professional success.

Stephen Ingledew, Standard Life 
Managing Director of Marketing, 
said: “SMEs are an important part of 
our client base, and we wanted to take 
a closer look at the behaviours these 
business leaders and their employees 
adopt to achieve success and fuel 
entrepreneurship.

“Our research shows that UK SMEs are 
strongly committed to building working 
environments that encourage and nurture 
flexibility and innovation.”

The report stated that business leaders 
believed that the most productive 
workforce can be achieved by offering 
employees flexible working conditions 
(41 per cent) and by investing in future 
potential (40 per cent), with training/
upskilling the number one focus in the 
next half a decade.

Indeed, at McPhersons, our staff values 
our flexible working conditions. In fact, 
some cite this as the main reason they 
came to us. The work life balance is a key 
factor to consider and at McPhersons, 
staff are able to plan their working day 
around childcare, dog-walking, socialising 
and other interests. 
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Need more help?

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

With employees at every level of 
qualification and some with us for over 40 
years, we understand that development 
and support with study and qualification 
are vital as well as necessary for staff 
retention.

The majority (69 per cent) of leaders also 
believe the role of CEO/MD will become 
more diverse and accessible to their 
workforce in the future, it is a position 
that is still seen as out of reach by many 

employees, with 56 per cent expecting 
promotion to CEO to become far 
more challenging over the next five years.

Stephen Ingledew added: “SMEs are 
generally very outward-looking and 
focused on retaining strong core values 
which help them attract and retain the 
best talent.

“The research indicates that they regard 
positive contributions to society as an 

important measure of success, and 
that they carefully consider how their 
decisions impact their broader industry, 
their people and their communities.”



First of all, it’s important you 
ensure that the manufacturers and 
distributors of the products you’re 
selling are reputable.  You can 
contact the local authority where 
they’re based to see if they are a 
registered food business. Always 
check your suppliers’ Food Hygiene 
Rating on the Food Standards 
Agency’s website at food.gov.uk/
ratings to ask around and see if 
anyone else you know has used them 
before.

When you take a delivery, check the 
vehicle temperatures and keep a 

record of them (remember these need 
to be under 8°C). You can get a good 
idea of the standard of the supplier 

by checking the vehicle is clean and 
stock is stored correctly. 

Next, pay attention to the condition 
of the packaging – it should be 
intact and fully sealed with no 
signs of tampering. Look out for 
overstickering or handwritten 
information on the label. Spelling 
mistakes can also be an indicator of 
poor quality. Labelling should include 
‘Use By’ dates, the address of the 
manufacturer, storage instructions, 
and an ingredients list (with allergens 
highlighted or emphasised). Is 
the ‘Use By’ date what you might 

food Standards agency

If you’re a small retailer or convenience store that sells chilled ready-to-eat-foods, 
how can you be sure that they’re safe and the best quality for your customers? Read 
on for some top tips…

Selling chilled ready-to-eat 
foods at retail?

60    |    Issue 36 September 2016



reasonably expect for the product?

To ensure that your stock is the best 
quality that it can be, make sure you 
do ongoing checks. Keep copies 
of invoices from each delivery and 
check that the contact details are 
legitimate and match your records. 
Ask the manufacturer to inform you 
of any changes to the ingredients, 
especially when allergenic ingredients 
are involved. Keep all your 
temperature records in your food 
safety management system (such 
as the Safer Food, Better Business 
pack) and make sure they are up to 

date. In the event that something 
goes wrong, implementing and 
documenting the checks may help 
demonstrate due diligence.

If you have any concerns regarding 
any product that you have been 
offered or supplied with, contact your 
local authority. 

For a full checklist, and for guidelines 
also available in Bengali, Chinese, 
Hindu,Urdu and Welsh visit http://
www.food.gov.uk/wales/regswales/
regsguid-wales/advice-on-chilled-
ready-to-eat-foods-for-sale 

Issue 36 September 2016     |     61

Local Authority Partner and Support 
Team in the Food Standards Agency 
in Wales provide technical advice and 
support to the 22 local authorities on the 
delivery of official food and animal feed 
controls. 
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James Daglish is a partner in Goodman Derrick’s specialist Hospitality and Leisure team providing real 
estate and licensing advice to his clients in the sector who include hotel chains, restaurants, nightclubs, 
bars and pubs. James has worked in the sector for over ten years, he takes a commercial approach to 
his work with Chambers & Partners Legal Guide noting that he ‘addresses 
the problems you’re considering and gives an objective view,’ and that he is 
‘diligent, intelligent and strategically superb’.

Legal

Smokers on the Pavement

Everyone is of course now familiar 
with the sight of smokers outside 
buildings, often huddled together, 
puffing away, whatever the weather.  
Those in the trade have often had 
to deal with smokers in a more co-
ordinated way since 2007: things 
like designated smoking areas and 
specific measures in place to control 
those areas.  But what if the only 
smoking space available to you is 
the pavement just outside?  Can you 
legitimately use it?  And, if so, how 
much of can you use?

In principle, the pavement, as part 
of the public highway, should not 
be blocked.  That’s the point: it’s a 
highway!  However, there is a right 
of assembly on the public highway.  
So long as the public’s right to use 
that highway is not ‘unreasonably 
impeded’ and the use does not 
amount to a nuisance.  In short, it’s 

a kind of ‘common sense’ approach: 
you can congregate on the 
pavement, but you must not block it 
(or allow it to be blocked), and must 
not otherwise cause a nuisance.

So how much pavement can you 
use before you’re seen as blocking 
it?  There are no hard and fast rules.  
Clearly passing members of the 
public should not be forced to walk 
into the road!  But a rule of thumb 
used for tables and chairs licences, 
is worth noting: namely that enough 
pavement must be kept clear, so that 
people and those with wheelchairs 
and prams (and the like) can easily 
pass.

Vaping Inside

Back inside - in the warmth! –can 
you vape?  Or is it part of the 
general smoking ban?

In short, it isn’t.  In certain public 

spaces (notably on public transport) 
you can’t vape, inside or outside.  
But on private premises the 2007 
smoking ban does not apply 
to vaping (as yet!).  Vaping can 
nevertheless be prohibited under 
your lease or your insurance policy (if 
in doubt, check!)

On a practical level, it is, however, 
perhaps good policy to ban vaping 
inside, as it is simpler to enforce the 
rules in the same way as smoking.  
This is particularly the case given 
that vaping, especially in a darkened 
room, can be hard to distinguish 
from that of regular smoking.

And with that last puff…until next 
time!

THE SMOKER,  
THE PAVEMENT,  
AND THE VAPER
We thought about doing an article on the impact of Brexit on the sector…but 
that’s probably (definitely?) been done to death, for now. 
So instead we thought we’d look at a couple of more ‘down to earth’ 
questions (with as much puff and smoke?) that come up from time to time 
about smoking and vaping.
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Property Our property pages highlight 
businesses for sale, nationwide!

Impressive business located in attractive and growing area. Well recognised trading position will see significant 
growth in coming months. Attractive surroundings, courtyard position, quality trading environment close 
to offices and residential. Close to Leeds City Station. Very popular position. Approx. T/o £2,000 per week 
achieved from a five-day week.  Current owner does not open weekends or evenings. Liquor licence held.

Profitable menu allows good margins. Nicely run with management - ideal for hands-on owner operator or 
husband and wife team. Great potential to develop the business further. Full accounts history with low rent for 
quality of position. Leasehold Price: Offers around £60,000 plus stock at valuation. Ref: C7424

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

Stonemith of Exeter, licensed property, leisure and catering 
specialists, have recently been instructed to sell the leasehold 
interest of an established takeaway and pizza business in a 
prominent main road, town centre trading location.

Napoli Pizza is a well-established and presented takeaway business 
in a prominent trading position within the main shopping area of 
Tiverton. Although trading on deliberately restricted hours, the 
business produces good levels of profit, and with low overheads 
and the added attraction of a totally self-contained owner’s 
apartment above, offers much potential to new operators to move 
in and start trading without the need for any major expenditure. 
Although currently trading as a pizza business, the premises would 
equally lend itself to other catering formats such as fish and chips, 
takeaways, etc. In addition, there are opportunities to increase and 
extend the current opening hours to provide additional income.  

Situated in a prime trading position in the centre of Tiverton, 
a popular Mid Devon market town in the beautiful Exe Valley, the property benefits from being surrounded by a range of national, regional and local 
retailers. Tiverton itself has a population of around 17,500 people and the town provides a range of modern facilities and amenities including schools, 
hospital, churches, leisure facilities etc. Having excellent transport links to both London and the rest of the country via the M5 motorway at Junction 27 
(5 miles), a mainline rail link to London Paddington, and the Cathedral City of Exeter, with its university and international airport (14 miles), the town offers 
easy access from which to explore the popular West Country. 

Napoli Pizza and fast food takeaway business focuses on pizzas, burgers, pasta and kebabs and enjoys a consistent year-round trade serving the 
surrounding residential and business community, as well as offering a popular home delivery service. With its own website www.pizzativerton.co.uk, the 
business provides an on-line ordering service and has an active social media presence on both Facebook and Twitter. The business has been awarded 
a Five Star Food Hygiene Certificate and is fitted and equipped to a high standard offering, new owners the opportunity to purchase a quality catering 
business with the added bonus of having a first and second floor owner’s apartment. The accommodation briefly comprises Ground Floor Customer 
Servery Area and open-plan Kitchen, Staff WC and Store Room/Wash up Area. On the first and second floors is the totally self-contained owner’s 
accommodation providing Sitting Room with Kitchenette, Double Bedroom, Shower Room and good-sized Attic Room, which has potential for a second 
bedroom. 

Stonesmith are asking £54,950 for this leasehold business and owner’s apartment. Details can be downloaded from the website www.stonesmith.co.uk 
and viewings arranged by calling 01392 201 262.

prominent and weLL preSented town centre takeawaY and piZZa BuSineSS

high QuaLitY SpeciaLiSt deLi/BiStro - LeedS citY centre
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LicenSed cafe 
New Mills, Derbyshire 

Type: Well established café. Ideal for Bistro/
Restaurant with 22+ covers, plus alfresco.  

Price: £34,950+sav Leasehold  

Details: www.sovereignbt.co.uk 

Lock-up hot food take awaY  
Southampton, Hants  

 

Price: £35,000 + S.A.V.   

Details: www.andrewgreenwood.com 

cafe  
Didsbury, Greater Manchester

under 
£35k

Type: Spacious 2-storey premises, with 
delivery van Included   

Price £44,950+sav Leasehold  
Details: www.sovereignbt.co.uk 

LicenSed BiStro 
New Forest Village 
Type: Run on a chef/patron basis. 
Tastefully decorated. Ten tables seat  
 
36.Price: £45,000 ONO + S.A.V.  

Details: www.andrewgreenwood.com

Type: Fully licenced Mediterranean Café Bar 
 
Price: Freehold price offers around 
£290,000 plus Stock at Valuation  

Details: www.clifford–lax.co.uk 

freehoLd cafe/BiStro & deLicateSSen 
East Yorkshire

Type: Eye-catching unit with well-
equipped catering kitchen and one rear 
car parking space.

£300k

new  
inStruction

under 
£45k

LicenSed SpaniSh reStaurant & tapaS Bar 
Town Quay, Southampton 
Type: Character Grade II Listed building, 
abutting ancient city walls. Fitted out in a 
typical Spanish style. 
 

new  
inStruction

new  
inStruction

Price: OIRO £150,000 + S.A.V. 
Details: www.andrewgreenwood.com
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dates for your diary

Diary Dates

in the next issue
 
online ordering 
The online ordering market is growing year-on-year, with more and more foodservice businesses looking to 
take advantage of advances in technology. We aim to find out what benefits online ordering can bring to your 
business and uncover the latest developments in this sector. 

Sauces, rubs and marinades 
Sauces, rubs and marinades play a very important role in adding extra flavour to dishes. We take a look at the 
latest trends and find out why these products continue to grow in popularity.  
 
Small plates and side orders 
Providing customers with a tempting choice of small plates and side orders is vital for businesses looking to 
achieve add-on sales. We discover what products you should include on your menu and how you can tempt 
customers to spend a little extra cash. 

Location
Secc gLaSgow

restaurant and  
takeaway  
Business Live

10th - 11th

Returning for its second year, Restaurant 
and Takeaway Business Live is packed 
with a range of live features designed to 
inspire and assist both new and existing 
businesses. 

You will be able to learn about the latest 
food preparation techniques and discover 
fresh cuisine from around the globe.

The event features more than 50 exhibitors, 
along with a whole host of seminars, 
workshops and live demonstrations. 

You will also get the chance to network with 
peers, as well as find more customers to 
enable you to maximise your profits.

NOV 
2016

Location
eXceL, London

takeaway  
innovation  
expo 2016

27th - 28th

Takeaway Innovation Expo is designed to 
give you all the tools you need to grow and 
to develop your takeaway, whether that 
is franchising your restaurant, adding an 
automated online ordering system or re-
branding yourself to move to the top of the 
food chain.

The event is an interactive exhibition and 
conference designed specifically to help 
takeaway owners run their businesses 

better, meet other like-minded professionals 
to share ideas, and develop professional 
knowledge. 

Bringing together, networking, workshops 
and insightful seminars, the event offers a 
unique opportunity for restaurateurs and 
takeaway owners to obtain the latest tools, 
techniques, and advice within an ever-
changing industry.

SEPT 
2016






