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December is here and it promises to be the busiest month of the year for 
many operators in the food and drink industry. 

With the festivities in full swing, businesses must ensure they are well prepared 
so that everything goes smoothly and they can celebrate making a tidy profi t 
come January, when trade traditionally tails off .

One story that has caught my eye in the past month is the fact that there are on 
average 88 fast food outlets per 100,000 people in England.

The data was revealed to help local authorities tackle obesity. However, it must 
be remembered that there are a growing number of outlets turning their attention 
to healthy fast food and serving up a menu catering for all dietary requirements.  

Anyway, back to this month’s magazine.

First up, we look at free-from foods and fi nd out how food-to-go and QSR 
operators can ensure they are catering for everyone’s dietary needs. We also look 
ahead to Veganuary, the campaign to encourage people to try vegan during the 
month of January. 

Next up, we explore the sweet treats and desserts sector and fi nd out why 
off ering an excellent and varied choice can attract add-on sales and help to 
improve profi ts. We also discover what new products are available to liven up 
your menu.

In our fi nal feature, we fi nd out about the precautions QSR and food-to-go 
operators should take to combat infection. We also discover what could happen 
to businesses if they fail to protect their customers properly.

Steven

To subscribe call  +44 (0) 333 003 0499

Front cover provided 
by Gourmet Burger 
Kitchen - Page 30

Download the latest issue of 
QuickBite magazine for free 
from Pocketmags, The App 
Store, Android, Amazon, Online, 

/QuickBiteMagazine

This edition also sees the introduction of our brand new Talking Technology 
section, where we turn the spotlight on the technological advances helping to 
drive the world of food-to-go and quick service restaurants forward.

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

We also speak to Alasdair Murdoch, CEO of Gourmet Burger Kitchen, as well as 
James and Bonny Ritchie, Co-owners of Simpsons Fish & Chips, and look at the 
latest business properties on the market in our property section. 

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

From myself and the team here at QuickBite, have a Merry Christmas and a 
Happy New Year.

Until next time,
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News Round-up

The new venue, on Sauchiehall Street, aims 
to emulate the success of the first outlet in 
Edinburgh.
An all-day dining experience, the restaurant 
serves authentic lunchtime Tiffin set lunch 
boxes for those on the go, before sociable 
sharing dishes become the order of the day 
in the evening.
Inspired by the fresh, rustic food served at 
the roadside and railway stations across 
India, Tuk Tuk’s menu includes new additions 
of Puri yoghurt bombs and a range of 
popular Indian drinks such as Mint mambo 
and Lassis in flavours such as mango, 
coconut, lychee, sweet or salted. 
The restaurant still serves its much loved 
street food classics; Bhel puri, Biryani and 

Daal makhni. 
Tuk Tuk is also BYOB and offers takeaway 
and a delivery service.
The restaurant was designed with the 
help of Edinburgh-based interior design 
agency Four-By-Two who have created a 
bright, modern and clean space with timber 
accents. 
Throughout are hints of the distinctive ‘Tuk 
Tuk orange’ enhanced by an array of Indian 
matka cup lighting. 
To complement the modern furnishings, 
artists Conzo Throb and Ciaran Glöbel have 
designed eye catching Indian inspired murals 
to adorn the walls of the Sauchiehell Street 
restaurant.

Indian street food restaurant Tuk Tuk opens 
second site
Indian street food restaurant Tuk Tuk has opened a second site in 
Glasgow.

Greggs launches new 
delivery service

The company, which has 1,730 stores, 
is trialling the Greggs Delivered service in 
Newcastle Colbolt Business Park.

Plans are in place to offer the service 
in Newcastle city centre, London and 
Manchester.

Customers can choose what they want to 
order from a selection of platters to single 
sandwiches and sweet treats, select their 
delivery date and pay securely.

There is a minimum order cost of £25.
Raymond Reynolds, Retail Director at 

Greggs, said: “Convenience is key in the 
food-on-the-go market and we are extremely 
excited to offer delivery of a selection of our 
great tasting, freshly prepared food directly 
to our customers by trialling a free delivery 
service in one of our Newcastle shops. 

“We will be increasing the number of trial 
shops in the weeks ahead and will share 
more information on this as it becomes 
available.” 

Bakery chain Greggs has launched 
a new delivery service.

6    |    Issue 39 December 2016



News Round-up

Popularity of portable snacks expected to grow in 2017 

According to research commissioned by 
packaging specialist Huhtamaki, work is 
an important factor influencing food-to-go 
consumption in the UK.

The study found that over half of 
consumers (59 per cent) buy food-to-go 
during the working week, and over half 
(56%) eat food-to-go on the move or 
during their commute – of which nearly 
half (43%) of consumers who eat food 
during their commute eat breakfast and 
65% buy their lunch during their daily 
commute.

Huhtamaki also predicts that healthy 
eating will remain a priority for consumers 
and as such, operators will see a demand 
for food choices with increased nutrition.  

The company believes the use of 
ingredients in recipes which result in 
healthier dishes will take precedence over 
food choices that are low in fat or sugar, 

The demand for portable snacks will grow in 2017 as consumers spend more time commuting, it has been 
predicted.

with fresh and superfoods becoming even 
more popular.  

With this in mind, Huhtamaki predicts 
energy pots are likely to be the order of the 
day, as well as the provision of ‘build you 
own’ meal concepts.   

Operators will be able to offer customers 
a choice of takeaway food containers, 
which they can use to create their own 
meal – picking their preferred portion size 
and selecting the protein, carbohydrate 
and vegetables which go into it.  Whether 
hot or cold, this self-service style feeding is 
expected by Huhtamaki to be popular with 
those who are aware of what they eat.

The research also found that almost three 
quarters of consumers (73%) buy food to 
go at least once a week – the equivalent to 
over 24 million consumers.  Ten per cent of 
consumers buy food to go at least once a 
day.  

According to Huhtamaki, this presents the 
foodservice industry with a huge opportunity, 
one which will be heavily influenced by the 
trends which can be replicated in the grab and 
go food concepts being made available.

Trio in the running to claim National Federation of Fish Friers 
Quality Award ‘Champion’ title

Black’s Finest Fish & Chips, in 
Lancaster; Fochabers Fish Bar, in 
Fochabers, Morayshire and Shillingfords, 
in Neath, West Glamorgan will compete 
for the accolade, as part of the National 
Fish & Chip Awards 2017. 

Now in its fifth year, the NFFF Quality 
Award ‘Champion’ Award was created as 
an extension to the National Federation 
of Fish Friers (NFFF) quality accreditation 
scheme – a rigorous industry benchmark 
launched in January 2011. It is only open 
to businesses holding an existing NFFF 
Quality Award.

Designed to acknowledge fish and 
chip businesses that continue to raise 
the standards of the nation’s fish and 
chips, it rewards shops and restaurants 
that achieve the perfect balance between 
quality products, clean hygienic premises, 
outstanding shop appearance and highly 
trained staff. 

To secure a place as a finalist, 
shortlisted businesses have been 
appraised by industry experts across a 
variety of judging criteria.

The National Fish & Chip Awards 2017, 

Three of the UK’s leading fish and chip businesses are to battle it out for the prestigious National Federation 
of Fish Friers Quality Award ‘Champion’ title.

which are sponsored by Seafish, will dished 
out at a ceremony in London, on January 26. 

Craig Buckley, Regional Director at The 
National Federation of Fish Friers (NFFF), 
said: “Launched in 2011, The NFFF Fish & 
Chip Quality Award is offered to the industry 
by the NFFF to improve operating standards 
and showcase best practice to UK wide 
consumers.

 “Incorporating our award into The 
National Fish & Chip Awards provides NFFF 
Quality Award-accredited shops the chance 
to compete to become the top champion 

within the NFFF Quality Award ‘Champion’ 
Award category.”

Marcus Coleman, Chief Executive at 
Seafish, said: “The NFFF’s Fish & Chip 
Quality Award has been an important 
influence on today’s fish and chip 
businesses.  
   “It is therefore vital for us to 
acknowledge and celebrate those with 
NFFF accreditation, while promoting its 
significance to customers and resultant 
business benefits to other fish and chip 
operators.”
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The transformation, which has led to the 
creation of two new jobs, is part of a £60 
million pound nationwide redesign programme 
by the company. 

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

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

 A contemporary new cocktail bar has been 
introduced. 

Carl Payne, Restaurant Manager, said: 
“We are really excited to show off our new 
makeover. 

“Visually it’s unreal – the restaurant looks 
really modern and cool with new wall art and 
quirky seating booths. The bar is the best 
feature though. It’s really prominent and the 
bright lights give it the wow factor. 

“Guests can look forward to a new menu 
too. There’s something for everyone, from 
pizzas to chicken dishes, BBQ ribs, and even 
fried pickles.”

Pizza chain Pizza Hut 
Restaurants has re-opened the 
doors of its Milton Keynes Hut 
following a £346,960 makeover. 

Pizza Hut unveils Milton 
Keynes restaurant 
transformation

Spice stars honoured at Asian Curry Awards

The event, which was held at the 
Grosvenor House Hotel, in London, 
recognises the best in the industry.

La Porte Des Indes was named London 
Fine Dining Restaurant of the Year and 
Redfort revealed as London Asian Restaurant 
of the Year. 

Harajuka Kitchen, in Edinburgh, was 
named best Japanese; Bali Brasserie, in 
Hove the best Indonesian restaurant; 
Lemon Grass, in Crawley, the best Thai; Efes 
Whitechapel, London, the best Turkish, and 
Everest Inn, in Ashford, the best Nepalese.

Mohammed Sultan of Charcoals, in 
Glasgow, was named Maitre d’ of the Year.

Other awards went to Urban Tandoor, 
in Bristol (Casual Dining); Royal Nawaab, 
in Perivale, (Buffet); Tandoori Nights, in 
Hoddesdon (Takeaway); Greenleaf, in 
Southall, (Event Caterer of the Year - 
London); and Royal Naawab, in Manchester 
(Event Caterer of the Year – North of 
England).

Newcomer awards were presented to 
Darunchini Brasserie, Bracknell; Tarana 
Rainham; and Rajoot, Inveruie.

Other regional Asian Restaurant of the Year 
awards went to: Barbur, Brockley (London 
Suburbs); Taj Cuisine, Chatham (South East); 

Spice Village, Portsmouth (South Coast); 
Spice Club, Bridgewater (South West); 
Village Indiya, Grays (East); Millennium 
Balti, Leamington Spa, (Midlands); Days 
of the Raj, Newcastle (North of England); 
Akbar’s (Yorkshire& Humber); Bengal 
Brasserie (Belfast) and Bangla (joint 
winners - Northern Ireland); Moksh,  
Cardiff (South Wales); Sopna, Caernarvon 
(North Wales), Lochnagar, Ballater 
(Scotland).

Lifetime Achievement awards were 
presented to Mahboob Hussain of 
Royal Nawaab; Mohammed Sultan, of 
Charcoals; Muhud Zaman, of Zaman 
Restaurant; Lalu Ali, of Equipment 
Bazaar, and the internationally renowned 
Bangladeshi singer Runa Laila, whose 
career spans 50 years.

Addressing guests at the awards 
ceremony, Yawar Khan, Chairman of 
the Asian Catering Federation, said: 
“Although the hospitality sector continues 
to thrive, competition has never been 
tougher.  Rising costs and skills shortages 
and intense competition has never been 
tougher, this is a celebration of those who 
have risen to the challenge.”  

Over 1,000 guests, including the county’s leading restaurateurs, food 
writers, politicians, and celebrities gathered to celebrate the UK’s 
spice stars at the Asian Curry Awards 2016.
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Brioche Pasquier bolsters UK foodservice team
French patisserie producer Brioche Pasquier has revealed Jon Turonnet 
as its new Foodservice Sales Manager. 

Focusing on wholesale and distribution 
clients, Jon will continue to drive the 
success of Brioche Pasquier in the 
foodservice market.

Jon joined Brioche Pasquier in April 
2015, bringing with him a wealth of 
experience in the industry having forged 
his early career with Milsom Hotels, Hilton 
Hotels and more recently Lantmannen 
Unibake.

Jon said: “I am excited to start a new 
challenge as Foodservice Sales Manager 

within Brioche Pasquier.
“I will be focusing on the wholesale and 

distribution side of the business to support 
and grow current client relationships and 
find new opportunities that will further 
increase the presence of Brioche Pasquier 
within the foodservice market.”

With over 15 years in the industry, Jon 
brings comprehensive knowledge and 
experience of foodservice to his role with 
Brioche Pasquier.

Hungryhouse launches 
new reality TV-style 
advertising campaign
Online food ordering platform 
Hungryhouse has unveiled its 
new ‘reality TV-style’ advertising 
campaign.

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

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

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

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

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

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

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

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

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

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

News Round-up
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Deli and pizza venue 
BungaTINI opens its 
doors 

BungaTINI, on Drury Lane, will serve 
coffee, pastries, paninis, salads and 
pizzas cooked in a wood-fired Valoriani 
oven. 

The latest project from Charlie Gilkes 
and Duncan Stirling’s Inception Group, 
BungaTINI, is a spin off and sister 
restaurant to the legendary Battersea 
venue, Bunga Bunga. 

The deli’s eye-catching display counter 
has an excellent selection of cured meats, 
antipasti and homemade pasta available 
to take away or enjoy in the lively space 
decorated in warm wooden panelling, 
terracotta and original mosaic tiles. 

There is also a bar serving negronis, 
bellinis, spritzes, vermouths and a range 
of proseccos. 

Guests can sit on comfortable stools 
at the bar and enjoy a complimentary 
cicchetti with their cocktail, in true Italian 
tradition, or head up the spiral staircase 
to the upstairs restaurant area with full 
waiter service. 

This attractive space, with original 
beams and decked out in fresh green 
foliage, will serve pizzas homemade in the 
clay oven alongside antipasti, pasta and 
other delicious wood-fired dishes.

Founder Charlie Gilkes said: “We are 
delighted to introduce Bunga Bunga’s 
little sister, BungaTINI, a pizzeria and bar 
which will offer our guests an authentic 
Italian experience inspired by the 
backstreets of Florence and Venice.”

A new all-day deli, pizzeria and 
bar has opened its doors in the 
capital.

The UK’s top three fledging fish and chip shops have been revealed.

UK’s top three best new fish and chip shops revealed

The UK’s top three fledging fish and chip 
shops have been revealed.

Shortlisted as part of the 2017 National 
Fish & Chip Awards, organised by Seafish, 
the three finalists are Stargazy Fish Bar, in 
Tetbury, Gloucestershire; Longsands Fish 
Kitchen, in Tynemouth, Tyne and Wear; and 
North Beach Fish and Chips, in Bridlington, 
East Yorkshire.

They will now ‘fry’ for glory in the race to 
bag the prestigious Best Newcomer Award 
in the ‘Oscars’ of the fish frying industry.

To get to this stage, businesses have 
been appraised across a variety of judging 
criteria including innovative approaches 
to running a new fish and chip shop, 
promotional activities, and approaches to 
sustainable and responsible sourcing. 

They also received mystery shopping 
assessments by industry experts, evaluating 
both product quality and customer service 
levels. 

Over the coming weeks the finalist shops 
will face further in-depth judging visits from 
an awards auditor, assessing both front and 
back-of-house operational aspects of the 

respective businesses. 
This final stage of competition judging 

will determine the overall winner, which will 
be announced at the National Fish & Chip 
Awards ceremony held in London in January 
26, 2017.

Marcus Coleman, Chief Executive at 
Seafish, said: “Being shortlisted as a 
finalist at this stage in the competition is a 
fantastic achievement for any newly opened 
fish and chip business. It demonstrates 
their incredible talent, dedication and 
commitment; traits that have to be 
applauded. 

“Juggling the demands of a new business 
is a challenging process, however, they have 
taken everything in their stride and are going 
from strength to strength to become great 
ambassadors for the wider fish and chip 
industry.”

The Best Newcomer Award is open to 
independent fish and chip businesses that 
have been operating since no earlier than 
October 1, 2014 and recognises those that 
are excelling in upholding the high standards 
of the fish and chip trade.
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Miller’s Fish and Chips, in Haxby, North 
Yorkshire, has been awarded Marine 
Stewardship Council (MSC) certification.

The news means the restaurant can now 
use the MSC ‘blue tick’ label on its haddock, 
cod, and plaice as well as the prawns, 
mussels and salmon on its Millers by Night 
menu, assuring customers that the fish has 
been responsibly caught using sustainable 
methods. 

The certification comes at an exciting time 
for Miller’s, with the business having been 
announced as a Fish and Chip Shop of the 
Year Award 2017 finalist and regional winner.

Fish and chips has been in the Miller family 
for over 75 years. Current shop manager 
Nick Miller’s great grandfather, Joe, opened 
the first family fish and chip shop during the 
Second World War. Nick’s grandfather, Jim, 
went on to open Miller’s in Haxby, which 
was later run by Nick’s dad, David, after he 
worked all over the world as a chef, training 

in Michelin starred restaurants. 
The business is now owned and personally 

managed by Nick and David. 
Miller’s has been the only fish and chip 

shop in Haxby for the past 51 years but 
with a home-cooked, gluten-free and Halal 
menu, as well as its popular Bistro Nights on 
Thursdays, the business has certainly moved 
with the times.  

Nick said: “We’ve been responsibly 
sourcing our fish for years now, but we 
wanted to make it official with the MSC 
accreditation. We feel the time is right to 
make our customers more aware of the 
dangers of overfishing and the importance of 
sustainability.”

George Clark, UK Commercial Manager at 
the MSC, added: “Congratulations to Miller’s 
who are doing their bit to protect the future of 
the oceans by selling MSC certified fish.”

A fish and chip shop has been rewarded for its efforts to support 
sustainable fishing practices.

Fish and chip shop awarded Marine 
Stewardship Council certification

Crisp and dip bar 
HIPCHIPS welcomes 
customers

HIPCHIPS, in Old Compton Street, 
serves freshly cooked hand-made potato 
chips straight to diners alongside a range 
of savoury or sweet dips.

The crisps, which are made using five 
heritage and vintage potato varieties, are 
cooked in front of guests, while the dips, 
which include Katsu curry, Baba Ganoush, 
Moroccan Yoghurt and pickled onion 
cheese fondue, are made from the finest 
seasonal ingredients, and designed to mix, 
match and share.

The sweet option sees crisps dusted 
with cinnamon sugar instead of salt and 
matched with classic ‘pudding dips’ such 
as rhubarb & custard, S’mores & chocolate 
and salted caramel.

Scott Davis, Head Chef and HIPCHIPS 
co-founder, said: “I’ve taken my inspiration 
for the sweet crisps from doughnuts by 
sprinkling them with cinnamon sugar as 
soon as they come out of the fryer. With 
the dips, they really form a classic pairing, 
which will change weekly and seasonally.” 

A new crisp and dip bar has 
opened its doors in London.
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The new site will be open seven days a 
week, allowing guests to eat in or take away 
from early morning until late at night.

Carioca’s menu includes all-day breakfast 
maize muffins featuring an array of toppings 
ranging from the hearty Copacabana (poached 
egg, pulled braised beef, fried plantain, black 
bean stew and sour cream); to the spicy 
Ipanema (pan-fried chorizo slices, capers, sun-
dried tomato, ripe avocado, poached egg and 
salsa verde); and the new vegetarian Samba 
(marinated grilled vegetables, black beans, 
avocado, poached egg, crispy sweet potato 
and roast aubergine purée).

The evening offering at Carioca’s Rio street 
food unit at Boxpark Croydon includes Favela 
Cantalago (pulled braised beef slow-cooked 
with bell peppers, onions and spices, topped 
with banana and bacon farofa plus white 
cabbage slaw on a fried cassava rosti) and 
Brazilian-style burger alternative The Pele 

Independent Brazilian restaurant Carioca has launched a new Rio street food unit at Boxpark Croydon.

Carioca’s new street food unit opens at Boxpark Croydon

(melt-in-your-mouth cuts of Jacob’s Ladder 
beef ribs, churrasco sauce, plus chicken, 
pineapple and red cabbage slaw, all topped 
with Gloucester cheese, bacon, crispy onion 
and a fried egg in a brioche bun).

Carioca was launched in Brixton’s Market 
Row in 2012.

Carioca’s owner Maurilio Goncalves said: 
“We are very excited to be part of the lineup 
opening at Boxpark Croydon alongside so 
many other fantastic traders. We can’t wait to 
give everyone a taste of true Brazil’s amazing 
flavours, bright colours, lively atmosphere and 
warm hospitality.”

The new location, which is due to open this month, will take the 
total number of UK shops to 36.

 The 1,405 sq ft café will be located just opposite Earls Court 
tube station and will cater for people wanting a grab-and-go 
coffee or snack, a fresh loaf of bread, as well as customers looking 
for a place to relax over breakfast or lunch.

 The 48-cover bakery and café will offer PAUL’s signature range 
of breads and a selection of pâtisserie, viennoiserie, special 
occasion cakes, gourmet salads and sandwiches will be available 
to buy in the shop or take-away, alongside freshly- brewed coffee 
and hot seasonal products including soups and croques. 

 Jean-Michel Orieux, Chief Executive of PAUL UK, said: “We are 
very excited to bring PAUL to Earls Court. 

“We have a fantastic site located outside one of the best-
connected tube stations in terms of tourist attractions, and believe 
we will be well received in this part of town. 

“We look forward to welcoming locals and tourists alike to enjoy 
our exclusive range of traditional French hand-crafted bakery and 
fine pâtisserie products.” 

French artisan bakery and pâtisserie, PAUL is 
to open a new site in Earls Court, South West 
London.

Artisan bakery PAUL to 
open Earls Court café 
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The agreement will see Mom’s Fabulous 
Frankfurter served to rugby fans from all hot 
food counters at the Principality Stadium, in 
Cardiff.

Mom’s specialises in high quality hot dogs 
made to their own recipes, using only prime 
meat and traditional smoking techniques. 

Their premium products are supplied to 
stadiums, travel hubs, pub groups, and leisure 
outlets across the country. 

To accompany their fabulous hot dogs, 
Mom’s offers three sauces - Tasty Tommy, 
Mellow Mustard and Bad Boy Chilli Sauce - all 
served in a hot dog roll finished with a semolina 
crust.

Nick Pagett, Managing Director of Mom’s 
Fabulous Foods, said: “We are thrilled to have 
been chosen as the official hot dog supplier for 
the Principality Stadium by the WRU. 

“This reflects the importance the operator 
places on serving high quality products to 
its customers and this is something which is 

Gourmet hot dog producer Mom’s Fabulous Hot Dogs has agreed a four-year deal with the Welsh Rugby 
Union.

Mom’s Fabulous Hot Dogs agrees Welsh Rugby Union stadium deal

The family-owned business 
is now welcoming customers 
to its latest falafel bar in 
Aldgate.

The new Pilpel can 
accommodate 50 covers. 
If features a marble serving 
counter which sits alongside 
wall panels made from 
distressed copper, overhung 
with exposed filament bulb 
lighting. The floor has a Middle Eastern geometric pattern.

The menu focuses on Pilpel’s three key signature dishes – 
falafel, houmous and saabich (houmous, aubergine and boiled 
egg) served to eat-in or take-away, in pita or salad box, with a 
choice of salads and accompaniments such as hard boiled eggs, 
aubergine and guacamole and chilli or tahini sauce. 

The falafel is made to a secret recipe handed down to Pilpel 
founder and owner Uri Dinay by his grandfather, who ran a falafel 
and houmous kiosk in Tel Aviv for over 60 years.

Mr Dinay said: “We are delighted to announce the opening of 
our fifth site in London as part of the new Aldgate development. 

“We have quite a following in the city already serving fresh, 
healthy food with exceptional service and lots of love. 

“We’re confident this will be a great new location for us.”
Pilpel plans to open two more sites by the end of 2017.

Middle Eastern street 
food outlet Pilpel 
has opened its fifth 
London store.

Pilpel opens the doors of 
its fifth London outlet 

highly regarded by Mom’s in our day-to-day 
business too. We are looking forward to a very 
successful partnership.”

As part of the deal, the company will have 
a strong brand presence with pitch-side 
perimeter branding, middle tier digital display 
boards and other media throughout the site. 

Craig Walsh, Principality Stadium General 
Hospitality and Retail Manager, said: “Mom’s 
Fabulous Frankfurters are a welcome addition 
to the vibrant menu available at each of the 
27 food counters around the Principality 
Stadium’s three tiers and 74,500 seats.”

“Over 9,000 hot dogs can be sold on a given 
international match-day in Cardiff, alongside 
over 4,000 Peter’s pies and pasties.

“We are confident these high quality 
gourmet hot dogs will be a huge hit with 
supporters.”

The deal was collaborated with Mom’s 
and Peter’s Foods, the largest Welsh pie 
manufacturer based in Caerphilly, who 

acquired Mom’s Fabulous Foods earlier this 
year.

John McAughtrie, Sales Director of Peter’s 
Food Services, said: “We are excited and 
proud about the deal as it marks the strong 
working relationship with an existing customer 
of ours whom we are proud to be affiliated 
with.” 
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The chain is now welcoming visitors to its latest outlet at the 
intu Metrocentre, in Gateshead.

The store joins MOD’s existing sites in Brighton and Leeds as 
the brand continues its UK rollout.

MOD customers can create their own pizza and salads, 
choosing any combination of over 30 featured toppings, or they 
can chose from the menu of MOD classics. 

Pizzas are hand-fired in a 300°c oven in just minutes and salads 
are hand-tossed for each customer. 

The price always remains the same - £7.47 - regardless of the 
number of toppings. The menu is rounded out with soft drinks and 
handspun milkshakes.

John Nelson, CEO of MOD UK, said: “We are thrilled to bring 
MOD to Gateshead and to introduce the community to our 
incredible pizza and the special people-first culture.

“MOD is a company focused on taking care of its people and 
community.  We hope people will come down to see what all the 
buzz is about.” 

MOD Pizza has opened the doors of its newest 
location.

MOD Pizza welcomes diners 
to new Gateshead outlet



GRH Food Company Ltd  |  01766 810062
sales@grhltd.co.uk  |  www.grhfood.co.uk

Goats Cheese
Pearls

in Sunfl ower Oil Infused with 
Herbs de Provence

The perfect menu solution 
for salads, toasties, pizza and 

and many more food-to-go options

W

o



News Round-up

U-Select marks 
first anniversary 
by offering to help 
spread the word 
about clients’ 
businesses  
Catering equipment supplier 
U-Select is celebrating its first 
anniversary by offering to help 
spread the word about its clients’ 
businesses. 

The Printed Cup Company CEO named one of 
the top 100 role models in UK manufacturing

 The company is offering all new 
customers in December a special 
consultation with its PR and marketing team. 

The team will produce a press release or 
blog for each customer and take pictures 
of their business to use in their marketing 
efforts.  

U-Select was designed to support new 
and expanding businesses in the catering 
sector. 

It gives them the opportunity to get 
their hands on new catering equipment, 
offering just one-year hire contracts with no 
requirement to buy the equipment when the 
contract ends.  

This customer-focussed approach inspired 
the end of year offer from the brand, said 
Sales Manager Jon Steward. 

 He added: “Many small business owners, 
such as the ones we help, are working long 
hours every day to become a success.

“Many of them are looking for ways to 
promote themselves and build a reputation, 
but don’t feel that they have the time. 

 “We thought it would be a nice birthday 
present from us to our customers to offer 
this free consultation with our marketing 
team. 

“The aim is to help boost new and 
expanding businesses by supporting them 
to tell their amazing stories, bringing in more 
customers.” 

U-Select is owned by PKL, one of 
the industry’s most experienced kitchen 
infrastructure specialists. U-Select has 
exceeded its first year targets, turning over 
more than £1 million in its first 12 months. 

Managing Director Lee Vines said: 
“U-Select has been a great success for us in 
its first year. That success has been built on 
supporting business people, helping them 
to achieve their dreams with more flexible 
payments and less commitment. 

“Offering them some extra support in the 
form of our PR and marketing team seemed 
like a great way to give our customers real, 
practical help to build their business.”

The Printed Cup Company’s CEO Mark Woodward has been 
recognised as one of the Top 100 role models for manufacturing in the 
UK. 

Since founding the business in 2005, Mr 
Woodward has developed The Printed Cup 
Company into the fastest manufacturer of 
bespoke printed cups in the country. 

Under Mr Woodward’s direction the 
company has enjoyed exponential growth, 
quadrupling in size since 2005 and 
culminating in a 2015 turnover of £2.5m. 

With a reputation for his dynamic 
business approach and dedication 
to corporate social responsibility, Mr 
Woodward is known for his visionary 
commitment and passion in investing 
in people whilst fostering a sense of 
community in the workplace.

Mark Woodward said: “It was a 
great honour to receive this award, 
especially considering we have only been 
manufacturing in Lancashire for five years. 
We strive to think outside the box and aim 
to be different and we believe winning this 
award has added value to the extraordinary 
journey we are on.”

The Manufacturer Top 100 provides a 

platform for the recognition of exceptional 
individuals in UK manufacturing. 

Individuals were nominated for their 
contributions in changing the face of 
industry; finding new markets; making 
marked investment in people, processes 
and customers; those who shy away from 
the limelight, but make it their professional 
responsibility to enable the progress of 
others up and down the business hierarchy; 
as well as those young, bright sparks that 
are making an impact disproportionate to 
their years.

Max Roberts, Vice President and UK 
Leader of Manufacturing & Automotive 
Salesforce, and The Manufacturer Top 100 
judge, said: “The individuals showcased in 
The Manufacturer Top 100 are changing the 
face of British manufacturing and redefining 
the industrial landscape as we know it. 

“Their innovation is pioneering new 
ways of engagement, and together with 
these visionaries, we can provide the tools 
required to write our future.”
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Paramount 21 vegetarian products licensed to 
carry Vegetarian Society Approved trademark

The Vegetarian Society Approved 
trademark is the UK’s most widely recognised 
vegetarian symbol.

If a product has the trademark on the 
packaging it means the food has undergone 
stringent checks to meet the Vegetarian 
Society’s strict vegetarian criteria.

The Vegetarian Society Approved 
trademark is displayed on more than 5,000 
products, available in the UK and abroad. It is 
also used by the National Health Service as 
part of its hospital food initiative.

Amy Shellis, Marketing Executive, at 

Paramount 21, said:  “We’ve seen huge 
growth in the UK restaurant market for 
vegetarian food.  
   “Consumers’ desire for spice and 
adventurous food from all corners of the 
globe are helping to turn up the heat within 
the vegetarian market, a trend supported by 
the popularity of street food as well as the 
growing number of flexitarians. 

“Here at Paramount 21, we are constantly 
innovating and researching trends to ensure 
we’re able to offer our customers exciting 
dishes that deliver on taste and flavour.” 

Frozen seafood and vegetarian foodservice supplier Paramount 21 is 
now licensed to carry the Vegetarian Society Approved trademark on its 
vegetarian and vegan range. Mexican restaurant chain Wahaca 

has reopened all nine of its 
restaurants forced to shut after 
more than 300 people reportedly 
fell ill following a suspected 
norovirus outbreak.

Wahaca back ‘trading as 
normal’ following suspected 
norovirus outbreak at nine 
outlets 

Both staff and customers were struck 
down by the winter vomiting bug, leading to 
the business closing the outlets.

Public Health England and Environmental 
Health Offices were called and Wahaca 
bosses carried out anti-viral deep cleaning 
at all of its restaurants, whether affected or 
not. Any staff member who had reported 
illness were also required to remain off site 
until their symptoms had ceased for at least 
48 hours.

In a joint statement, Wahaca Co-founders 
Mark Selby and Thomasina Miers, said: “All 
our sites are open and trading as normal. 

“We will of course continue to monitor the 
situation very carefully and, as ever, will take 
any precautionary measure that we deem 
necessary in order to keep our customers 
and team members safe and well.

“We have been able to deal with this 
unfortunate situation in no small part due to 
the outstanding support of our customers 
and our team members. We have also had 
the full cooperation of our suppliers, who 
continue to work with us and local and 
government authorities, to establish the 
source of the suspected outbreak.

“It appears that this has been an isolated 
incident and we are in touch with those who 
have reported that they’ve been affected. 
We very much hope that those who were 
affected are making a speedy recovery.”

Deborah Turbitt, London Deputy Director 
for Health Protection for Public Health 
England, said: “Public Health England has 
been notified of a suspected norovirus 
outbreak at a restaurant chain. 

“We are working closely with 
environmental health officers and the 
restaurant chain to investigate. 

“We have so far been made aware of 
205 staff and 160 members of the public 
reporting illness, however these are 
unconfirmed cases. 

“Currently, the source of the outbreak 
is not confirmed and this remains under 
investigation. Norovirus can be very 
unpleasant but is rarely serious. Most 
people make a full recovery within one or 
two days, without treatment. It is important 
that people with diarrhoea and vomiting 
drink plenty of fluids to avoid dehydration.”
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News in brief

Farm Frites mark milestone with 
its Ultimate Chip

Potato grower and manufacturer 
Farm Frites has celebrated 25 years in 
the UK with the launch of its Ultimate 
Chip.

   Manufactured from two of Farm Frites’ 
best potato varieties, the Ultimate Chip 
is described as contrasting a perfect 
fl uff y inner for a melt in the mouth 
feel and a crispy outer for the perfect 
crunch. 
   Nic Townsend, Marketing Manager 
UK and Ireland, Farm Frites, said: “The 
development of this product has been 
years in the making and we are so proud 
of our Ultimate Chip. 
   “We have created a full chip that is 
eff ectively a roast potato in terms of its 
inner fl uffi  ness and external crisp. The 
imperfect lengths in each serving will 
off er an authentic product with more 
of a focus on texture, crispiness and 
taste.” 
   The Ultimate Chip is stored frozen and 
can be deep fried in small quantities 
for just 4-5 minutes. It is fully allergen 
free and reaches the governments Salt 
Pledge target. 

Hygiene the most important factor 
when choosing where to eat

Forget quality food, good service and 
a great atmosphere, when it comes 
to choosing where to eat, consumers 
think hygiene is the most important 
factor. 

   New research has revealed more 
than two-thirds of people put hygiene 
fi rst when choosing where they dine, 
and a further 84 per cent wouldn’t eat 
somewhere if they heard it had bad 
hygiene ratings. 
   As awareness of the Food Standards 
Agency’s Food Hygiene Rating 

three-year time frame to bring England 
into line – making food hygiene ratings 
more important than ever.”
   Birmingham, and the winners are 
voted for by the public.

Healthy fast food chain Pod 
serves up new Bao buns
Pod has become the fi rst fast food chain to launch Bao 
buns.

   Bao buns are an Asian street food, traditionally steamed and fi lled 
with protein and sticky sauce. 

They are known in Taiwan, their country of origin, as ‘wrapped 
treasure’. 

Pod has added their healthy twist to their three recipes. The 
buff alo chicken is paired with colourful slaw and crispy onions, an 
innovative smoked miso tofu is served with slaw and spicy seeds, 
while the third option sees barbecue pulled pork served with 
edamame beans, peas, kale, chilli and crispy onions. 

The buns are high in protein, low in fat and range from only 220 – 
280 calories. 

John Postlethwaite, Pod Executive Chairman, said: “These buns 
are incredibly delicate to get right and training the entire company 
in how to make them to Pod’s meticulous standards has been a 
rewarding challenge. 

“Our thorough training programme and heavy investment into 
state of-the-art equipment in each of our restaurants means we can 
now off er this latest food frenzy to our customers in just a matter of 
minutes. Once again, Pod are bringing the latest international latest 
food trends to the capital.”

The full range is available throughout their 24 stores. It is the fi rst 
of many planned new and innovative product launches by Pod as 
they begin their ‘food revolution’. 

Bread Ahead Bakery opens second 
London site

Bread Ahead Bakery has opened its 
second site at Seven Dials, in London. 
giraff e Concepts Ltd. 

   The business began as a supplier to 
Borough Market in 2013 and the new 
outlet, in Monmouth Street, aims to 
emulate the success the business has 
had in South London.  
   The Seven Dials location will off er 
freshly made, fi lled brioche buns and the 
brand’s popular doughnuts. 
Bread Ahead was recently awarded 

scheme grows – 86% of people now 
recognise the rating – operators are 
being encouraged to think not only how 
critical kitchen cleanliness is for their 
establishment, but also how important 
food hygiene ratings are to customers.
   The survey of 1,000 consumers 
completed by Wrap Film Systems 
revealed a staggering nine out of ten 
people consider the cleanliness of an 
establishment when choosing where to 
eat and a further 87% would choose 
not to eat somewhere that has a poor 
hygiene rating. 
   Paul Feery, Commercial Director, of 
Wrap Film Systems Ltd, said: “Ninety-
seven per cent of people think that the 
Food Standard Agency Food Hygiene 
Rating should be publicly displayed. 
   “Wales, as well as Northern Ireland, 
have already made it mandatory for 
restaurants to display their sticker and 
the FSA has recently announced a 
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Fish and chip shop nets 
sustainability certification  

A fish and chip is celebrating after 
gaining Marine Stewardship Council 
(MSC) certification.

   Fish & Chips at 149, in Bridlington can 
now use the MSC ‘blue tick’ label on its 
haddock and cod, assuring customers 
that the fish has been responsibly 
caught using sustainable methods. 
   First opened in 2009, Fish & Chips at 
149 is managed by Cori Jackson and 
owned by John Hutchinson and Sue 
Gilbertson, who also own a second 
MSC certified branch in Barnard Castle. 
The team pride themselves on using the 
best possible ingredients and also offer 
a gluten free menu.
   Cori said: “We are very proud to be 
able to offer our Bridlington customers 
an MSC certified sustainable choice.”

News in brief
   George Clark, UK Commercial 
Manager at the MSC, said: 
“Congratulations to Fish & Chips at 149 
who are doing their bit to protect the 
future of the oceans by selling MSC 
certified fish. We hope that their success 
will encourage other chippies in the 
area to follow their lead and offer their 
customers a sustainable choice.”

Clarification 
 
In the November issue of QuickBite 
Magazine (p15), an article was 
published about the Synergy 
Grill which stated: “it is the only 
grill accredited by the Vegetarian 
Society, who recognise its no 
cross-flavouring benefit, clean white 
mist and elimination of the need for 
aggressive cleaning chemicals”. 
   The Vegetarian Society would like 
to clarify that it does not verify or 
formally recognise any claims made 
by the makers of Synergy Grill – 
particularly around cross-flavouring. 
The Vegetarian Society would also 
like to point out that it currently 
accredits other similar items. 

‘Best Baker’ in the London Slow Food 
Awards.  
   The bakery will join more than 
150 shops in Seven Dials, including 
international flagship and concept 
stores, as well as over 50 vibrant cafes, 
restaurants, bars and pubs.

Issue 39 December 2016     |     19



FREE-FROM
FOODS

20    |    Issue 39 December 2016



The UK free-from market is booming.

Indeed, according to research by 
Mintell, it is estimated that the free-from 
sector is worth £531 million and will rise 
to £673m by 2020.

The increase in demand for free-from 
food could be due to the number 
of people with a food allergy, or 
intolerance.

However, consumers with more 
knowledge about where food comes 
from and how it is produced are 
increasingly looking for healthier options 

and this has helped to drive the demand 
for free-from products.  

We decided to take a closer look at 
this important sector of the foodservice 
market and find out how food-to-go 
and QSR operators can ensure they are 
catering for everyone’s dietary needs. 
We also look ahead to Veganuary. 

Industry voices: Nikolai Lazarev, 
CEO, London Falafel; Adrian Ling, 
Managing Director, Plamil Foods;  Tarryn 
Gorre, Co-founder of Kafoodle; Emily 
Sudell, Marketing Manager, Bells of 
Lazonby; Louise Collins, Marketing 

Co-ordinator, Booja-Booja; Tony 
Goodman, CEO, Yumsh Snacks Ltd; 
Andrew Scott, Managing Director, Victus 
Hospitality Consultancy; David Colwell, 
Foodservice Manager, The Real Soup 
Co; Paul Eason, Chef and Business 
Development Manager, Pidy UK; David 
Street, Marketing Manager for The 
Premium Snack Company, and Aine 
Melichar, Brand Development Manager, 
Kerrymaid.

How important are free-from 
and vegan products to the 
food-to-go/QSR market?

Free-From Foods

With consumers becoming increasingly aware about what goes into their 
food, the demand for healthier alternatives has grown. This has led to the 
mainstreaming of free-from and vegan products, as diners seek out such 
options for reasons other than being intolerant or allergic to ingredients 
in other foods. 
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Nikolai Lazarev, from London Falafel, 
which creates all-natural, vegan 
and gluten-free falafel, said: “Mintel 
estimates that the UK market alone will 
be worth £531 million in 2016 (up 13 
per cent from 2015), while in a recent 
YouGov survey, it was found that one in 
six of the UK population believe they 
have a food allergy or intolerance and 
25 per cent of UK households include 
at least one food allergy or intolerance 
sufferer. This is why the availability of 
high quality, great tasting free-from food 
is so crucially important. 

“Great tasting free-from and vegan food 
is very important in the food-to-go/QSR 
market as health conscious consumers 
are becoming more aware about what 
they eat and are looking to find healthier 
alternatives without compromising on 
taste.

“Due to this trend premium food outlets, 
such as Pret A Manger, are paying 
closer attention to the demands of 
customers who want free-from options, 
and are adding free-from products to 
their menus to ensure they are catering 
for everyone.

“The market for falafel has grown 
an impressive 20% since last year. 
Falafel is now the number one choice 
for a growing number of vegans and 
vegetarians and more people are 
shifting to a plant-based diet, a trend 
that will only increase. London Falafel is 
proud to be at the helm of this exciting 
food trend.” 

David Colwell, from The Real Soup 
Co, which produces handmade soups 
(including vegetarian, vegan and 
gluten-free options) for the foodservice 
industry, said: “Market analysts, MCA 
Allegra, reported recently that the 
UK food-to-go market is growing at 
an impressive 5.4% year-on-year, 
and it’s no surprise that with lunch 
hours shrinking to around 27 minutes 
(dropping from 36 minutes in 2000), the 
pressure is on for operators to deliver 
great food, fast. 

“The free-from consumer is now an 
integral part of the mix, their purchasing 
power representing a considerable slice 
of the foodservice market. 

“This is both a challenge and an 
opportunity for caterers. It’s incredibly 
important that their range spans 
vegetarian, vegan and gluten-free 
flavours, ensuring these burgeoning diet 
trends are well catered for. Conversely 
they also need help and information 
from food producers to know which of 
their products contain allergens and 
what those allergens are.”

Andrew Scott, of Victus Hospitality 
Consultancy, said: “According to 
Allergy UK, around 45% per of the 

population of the UK has a food allergy 
or intolerance. 

“For the people affected, this is 
an inconvenience at best and life 
threatening at worse. Additionally, there 
are now over 500,000 vegans in the 
country, an enormous 360% increase in 
the past ten years.

“The food service industry has to keep 
ahead of such trends to be able to offer 
customers the best service safety as 
possible. 

Free-From Foods

22    |    Issue 39 December 2016



Look what you’ve 
been missing

For more information 
visit www.falafel.london

At London Falafel we create all-natural, vegan, gluten-free, 
delicious, full-fl avoured falafel of unmatched quality, adhering to time-

honoured traditional recipes while using innovative production methods.

Unique, nutritious, secret recipe

@londonfalafel - info@falafel.london



“This isn’t simply a box ticking exercise of adding token free-
from and vegan dishes to menus. Eating out is an experience 
to be enjoyed, and as such all customers should be offered a 
choice of delicious, imaginative and creative dishes.”

Adrian Ling, from Plamil Foods, which produces free-from, 
vegan and vegetarian food, said: “The important question is 
not should I be catering for this market,  but how much will I be 
losing out on if I do not cater for this market?

“Foodservice operators need to category manage. They should 
have offerings for each category. Don’t have 10 offerings for 
the standard meat eater, as you will sell the same amount with 
eight offerings. By replacing meat options with free-from/vegan 
items you will open up to a large potential customer base.  

“You only have to look at the new Veggie Pret store that is now 
here to stay, to recognise the demand is there.”  

Tony Goodman, CEO of Yumsh Snacks Ltd, which produces 
free-from crisps and popcorn, agreed there was a growing 
demand for free-from products.

He said: “Savvy restaurant operators will have noted an 
increased preference for free-from products. The demand for 
gluten and wheat-free food is driving this growth, partly led 
by the trend for health and wellbeing. Some consumers are 
choosing free-from products for healthier lifestyles while some 
choose free-from products because of an allergy or intolerance.

“Plant-based diets are also growing in popularity, with The 
Vegan Society recently reporting that more than half a million 
people in the UK now follow a vegan lifestyle.”

David Street, from the Premium Snack Company, which 
produces snacks using natural ingredients, added: “As special 
dietary produce continues to be allocated greater shelf space 
and is no longer limited to the specific in-store fixtures it once 
was, it’s clear that free-from is undergoing a transition from 
‘niche to normal’ and that the category presents an important 
opportunity for retailers and the QSR market. 

“While those who choose free from products out of necessity 
rather than preference still account for the majority of market 
share, consumers choosing to cut meat, gluten, wheat, eggs 
or dairy from their diets in a bid to lead altogether healthier 
lifestyles, rather than as a solution for specific ailments or 
intolerances, are helping to move free-from into the mainstream 
food-to-go/QSR markets and significantly drive the growth of 
the sector.

“In the more developed US market, gluten-free snacks alone 
have been responsible for driving recent growth, with sales 
increasing by 132% between 2013 and 2015, highlighting the 
opportunity for UK retailers.”

Why is free-from and vegan food growing in 
popularity?

Veganuary, which aims encourage people to try 
vegan in January, is preparing to launch its 2017 
campaign with 2,000 adverts on the London 
Underground. 

The ads, which were crowdfunded by the vegan community, feature 
Rocky the calf, a chick called Little Eric and a piglet named Ernie.

They urge passengers to read their stories and join thousands of 
others around the world who choose to eat no animal products at all 
in January.

Last year, 23,000 people took part in Veganuary, including fashion 
designer Vivienne Westwood, writer and activist Jack Monroe and 
Downton Abbey actor Peter Egan.

This year, celebrities have once again lent their support by donating 
their favourite vegan recipes to an e-cookbook, which will be sent free 
of charge to everyone who participates In Veganuary. 

Among the recipes are Joanna Lumley’s Random Green Soup; TV 
presenter Jasmine Harman’s Shepherd’s Pie with a Mediterranean 
Twist; Comedian Carl Donnelly’s Turkish Delight Cupcakes and 
footballer Russell Martin’s Black Bean Taquitos with an Enchilada 
Sauce.

The rise in veganism has been extraordinary, with a 360 per cent 
increase in the number of vegans in Britain over the past ten years, 
according to research commissioned by The Vegan Society. 

Now, there are more than half a million vegans, and the high streets are 
reflecting that change. 

Las Iguanas, Zizzi, Pizza Express, The Handmade Burger Company, 
YO! Sushi and many other restaurants have added vegan options to 
their menus, while Pret this year opened its first fully meat and fish-free 
outlet, and is expected to open more. 

Veganism’s popularity is, in part, driven by its high-profile advocates, 
with stars like Liam Hemsworth, Miley Cyrus and Sia being vegan. 

Comedians Sara Pascoe and Romesh Ranganathan are also vegan 
and feature in a film to promote Veganuary. Sportspeople are also 
increasingly turning to veganism, with David Haye, Russell Martin and 
Serena Williams all adopting a vegan diet. 

Clea Grady, Veganuary Marketing Manager, said: “The rise in veganism 
may be influenced by celebrities, but the number one reason that 
people give for taking part in Veganuary is to protect animals. 

“Our London Underground adverts ask people to try vegan for one 
month, and discover a new way to eat that is better for them, better 
for the planet and – of course – better for animals like Rocky, Ernie and 
Little Eric.”

The adverts will run on the London Underground from December 19 to 
January 2. 

Veganuary rallying call



Tarryn Gorre, Co-founder of Kafoodle, 
an app that helps diners find places 
to eat with menus that cater for food 
allergies or intolerances, said: “There 
are over two million people suffering 
from one or more food allergies in the 
UK and this number is growing every 
year.

“Forty-five per cent of people 
need to consider a food allergy or 
intolerance when cooking for their 
families and 5-8% of children have a 
food allergy.  This makes the market 
ripe, with the free-from sector growing 
daily. In addition, the average consumer 
is now much more aware of sugar, fats 
and other nutritional values.

“Pre-2014, it was much easier for 
caterers of all kinds to shut their eyes 
to this trend, but since the introduction 
of 2014 legislation making it obligatory 
for restaurants of all kinds provide 
information on allergens on 
demand, this issue has 
really come to the 
fore. 

“There’s been 
a massive 
growth in 
demand 
for foods 
that are 
not only 
free-
from in 
terms of 
allergens 
but also 
meet 
dietary 
requirements 
in terms of 
being low sugar, 
low carb or high 
in protein. This is the 
kind of food that people 
are eating at home and are 
increasingly demanding when they eat 
out.” 

Tony added: “Overall, one in three 
consumers are now choosing food and 
drink which is ‘free-from. This is for 
several reasons. 

“Health and wellbeing is driving growth, 

and free-from veganism is reaching a 
far wider audience, thanks to a growing 
choice of products on the market and 
even some celebrities endorsing such 
lifestyle choices. Consumers are also 
opting for free-from products as they 
look to add variety to their shopping 
baskets by trying new textures, flavours 
and ingredients.”

Emily Sudell, from family bakery Bells 
of Lazonby, said: “The choice of 
foods available and the taste of these 
products versus mainstream products is 
becoming ever more indistinguishable. 
Therefore the added benefits of 
avoiding gluten and dairy comes at so 
much less of a taste compromise now 
that more consumers are purchasing 
these products at higher frequency 
rates.”

David Street agreed that the added 
benefits of free-from 

food were 
helping to 

drive the 

growth 
in popularity. 

He said: “Time 
and again, our customers 

report that they are keen to buy free-
from products, even when they do not 
suffer from any allergies or intolerances.
 
 “It’s this perception of free-from 
ranges as functional foods – foodstuffs 
whose benefits go far beyond the 
realms of basic nutrition to deliver a 

positive impact on health – that could 
be attributed to price increases across 
the category, with ‘flexible’ free-fromers 
viewing the above-average costs as a 
sign of a quality product.”

Nikolai added: “In recent years, 
consumers have become educated 
about the food they eat and are now 
more health conscious. There has been 
an unprecedented growth in consumers’ 
awareness about the effects food can 
have on our health, such as red meat 
being linked to cancer. As a result, we 
are seeing a clear shift in preference of 
a large number of consumers in favour 
of cleaner, healthier more natural food, 
which often happens to be vegan.

“Therefore, why would we eat products 
that have the possibility of damaging 
our health when free-from products 
provide a healthier option?

“If we, producers, can create great 
tasting food without artificial additives 
and allergens such as egg, gluten, 
lactose, wheat, etc, then we create 
more choice for consumers and this is 
something food service operators need 
to consider.”

Paul Eason, from pastry product 
producer Pidy, agreed. He said: “A 
growing awareness of the health 
and digestive benefits of free-from 
foods, even amongst those without 
dietary requirements has led to the 
significant uptake in popularity of 
free-from ingredients. At the same 
time as foods become more popular, 
manufacturers are developing new 
processes and focusing heavily on using 
quality ingredients, which has not only 
increased the number of free-from foods 
available, but created authentic textures 
and flavours which are extremely similar 
to their original versions.”

Aine Melichar, from dairy ingredients 
producer Kerrymaid, said: “Across the 
category, people are becoming more 
aware of what’s in their food and the 
effect it may have on their health. With 
the allergen legislations that came into 
place in December 2014, caterers now 
have to be 100 per cent confident of 
what ingredients they are using in their 
meals. 

Free From Foods

Issue 39 December 2016     |     25



“Fourteen ingredients are covered by 
the legislation, which applies to both 
food sold with and without packaging, 
and Kerrymaid has been at the forefront 
of helping caterers as it has been 
comprehensively labelling its products 
with detailed nutritional information well 
before the new regulations became part 
of the law. 

“Gluten-free sales have seen an 
astronomical 30 per cent increase over 
the last six years, a trend that shows 
no sign of slowing down. The growth in 
gluten-free sales is relevant not only to 
the increase in coeliac diners, but for 
those looking to adopt overall healthier 
lifestyle.” 

Louise Collins, of Booja-Booja, which 
produces sweet products using 
organic ingredients, which are gluten, 
dairy and soya free, said: “Increasing 
demand has led to more free-from and 
vegan foods being produced 
and brought to market so 
there’s more choice 
than ever before and 
with that increased 
choice has come 
increasingly 
high standards 
– consumers 
now quite 
rightly 
expect free-
from foods 
to compete 
with the 
mainstream 
versions.”
 
What are 
the latest 
trends in the 
free-from and 
vegan market?
Nikolai said: “As consumer 
awareness of health risks associated 
with consumption of certain food 
continues to grow, we are seeing that 
more and more people are shifting 
their preferences in favour of cleaner, 
identifiable, free-from foods. 

“Veganism is continuing to rise and is 
currently taking central Europe by storm. 

It is important to realise that this trend 
is not local to the UK. For instance, 
in Germany there are seven million 
vegetarians and 1.3 million vegans, 
huge numbers, which are highly likely to 
increase in the future.

“In the UK, the market for falafel has 
grown an impressive 20 per cent since 
last year. Falafel is now the number one 
choice for a growing number of vegans 
and vegetarians, and people shifting to 
plant-based diets. This is a trend that 
will only increase in the future, while 
consumption of animal-based protein, 
especially red meat, is expected to 
gradually decline as flexitarianism 
becomes more and more popular as a 
dietary choice and lifestyle.”

David Street agreed that plant-based 
food were proving very appealing to 
consumers looking for free-from food. 

He said: “While 
consumers 

want 

functional 
foods to 

deliver results that 
verge on the supernatural, they also 
want ranges to remain as near to 
their natural state as possible. Plant-
based products, which are simple, 
recognisable and have zero-added 
ingredients, and an abundance of 
naturally-occurring vitamins and 
nutrients, are all key preferences.”

Tarryn highlighted the move towards 
‘clean eating’. She said: “There’s a 
massive trend towards clean eating (low 
sugar, low carbohydrates, raw food etc) 
and this is something that people are 
requesting when they eat out too.  We 
know that customers at, for example 
Temptations coffee shops, like to be 
able to see the calorie content on their 
sandwiches.”

Louise pointed out that there is also 
demand for free-from and vegan 
deserts. She said: “There is a lot of 
attention on vegan and free-from ice 
cream at the moment. Both artisan and 
mainstream brands have launched new 
products in recent months.”

Pointing out the need for choice when it 
comes to vegan and free-from options, 
Adrian said: “Outlets should try to start 
to think past the standard offerings, as 
it is becoming a competitive market. 
No longer should you be asking the 
question ‘do we have a vegan offering?’ 
Instead you should be asking ‘is my 
vegan food better/different than a 
competing business?’”  

What considerations do 
businesses need to take 

when preparing/serving 
free-from products 
alongside non free-from 
products?
Highlighting the risk of cross-
contamination in regards to food 
preparation, Nikolai said: “Avoiding 

cross-contamination is the biggest 
challenge. If products that are free-

from come into contact with items that 
are not free-from, cross-contamination 
may occur and certain harmful allergens 
may be transferred to the ‘free-from’ 
food. 

“Food products, which have been 
subjected to cross-contamination 
may cause violent reactions amongst 
consumers with food sensitivities. Also 
such products cannot be claimed to be 
free-from.

“To avoid cross-contamination strict 
measures of separation must be 
implemented. Suppliers of ingredients 
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must be vetted and checked to ensure 
that they have implemented anti-
contamination practices. 

“For instance, certain legumes are 
often found to contain material levels of 
gluten and this is often due to certain 
farming and harvesting practices 
employed. 

“Areas used for products that contain, 
for example gluten, have to be 
very well cleaned if they are then 
going to be used to produce 
gluten-free products. There 
needs to be strict barriers 
to separate areas. To do 
it properly is harder than 
most people think.

“London Falafel is 
100% free-from any 
cross-contamination as 
we only produce one 
product - falafel, and 
use only natural and 
free-from ingredients. 
We also carefully vet all 
our suppliers and ensure 
they have the necessary anti 
cross-contamination measures 
and certifications in place.”

Adrian agreed that the supply chain 
and how food is prepared were 
important elements to consider. He said: 
“There needs to be clear understanding 
of what the ingredient contains, and in 
particular, be aware that if a supplier 
is changed for any reason, that the 
ingredient being purchased does not 
contain any allergen that the previous 
ingredient did not. This is a critical 
point, which if it is underestimated could 
have severe consequences. 

“Secondly, an understanding of 
segregation, preparation and serving of 
foods is needed. This should be pre-
planned. A good guide for segregation 
is that, in cleaning terms, if it looks 
clean and dry then allergens may not be 
transferred, but thoughts about airborne 
allergen transfer should be considered.”  

Andrew pointed out that foodservice 
businesses are now required by law to 
provide clear information on allergens 
in food sold unpackaged. He said: 

“Since December 2014, the EU Food 
Information for Consumers Regulation 
requires food businesses to provide 
clear information about the 14 key 
allergens on food sold unpackaged. 
Legislation can often be a mind-
boggling minefield and it’s worth 

considering bringing in a knowledgeable 
outside consultant.”

He advised that operators need to 
consider:

• Training front of house and kitchen  
  staff about food allergens and  
  intolerances

• Effective ingredient labelling and  
  storage

• Writing clear and concise information  
  on menus

• Preparing an order for a customer with  
  a food allergy or intolerance, especially  
  when their allergy is severe 

• Use and storage of separate utensils  
  and equipment

• Sourcing food and dealing with any  
  changes in either supplier or goods

• Stablishing good practice throughout  
  your business

• Applying for accreditations and  
  awards.

What does the future 
hold for free-from and 

vegan products?
“The future is very 

bright for free-from 
and vegan products 
that genuinely 
compete 
alongside their 
conventional 
counterparts,” 
says Louise. 
“It’s no longer 
enough to be 
‘good enough 

for free-from’ - 
consumers expect 

and deserve free-
from products that 

are delicious full stop.”

Nikolai agreed. He said:  
“Consumers have now 

clearly shown that we want 
to eat fresh, natural food made of 

clean, identifiable ingredients. 

“In future, I expect that great tasting 
free-from food will remain highly sought 
after, yet the focus will be on plant-
based, vegan food made, for instance, 
of high-in-protein chickpeas and beans, 
fresh herbs, clean vegetables and so on.
“As awareness continues to grow, the 
ingredient label at the back of pack 
will become ever more important. 
Consumers will be reluctant to buy 
foods containing ingredients known 
to carry health risks, for example 
Xanthan gum, Guar gum etc, or simply 
ingredients which consumers do not 
understand, for example dextrose 
monohydrate and other commonly 
found, but not immediately understood, 
ingredients. 

“I believe that great tasting, clean, 
free-from food based on plant protein 
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will be the future of food in the UK and 
Europe.”

In terms of growth in the sector, Tarryn 
said: “The size of the free-from market is 
growing every year so this is something 
that businesses will be looking at in 
terms of new product development and 
marketing to back it up.  

“We’ve developed an app for consumers 
to allow them to find places serving food 
that meets their dietary requirements 
in terms of allergens and nutritional 
requirements.  This provides consumers 
with more freedom to find what they’re 
looking for and eat safely, but it also 
allows caterers who are doing a good 
job in this area with a marketable 
opportunity. 

“I think in general we’ll see a rise in 
the number of businesses embracing 
technology solutions to meet customer 
demand (and legal compliance) in 
this area. Millennials make up a 
high proportion of the food-to-go 
and QSR sector and this generation 
in particular is confident using 
technology. Basically, technology can 
help everyone from chefs and front 
of house staff to customers and, with 
increased consumer demand for food 
transparency, this is a trend to watch.”

Adrian added: “All indicators show that 
both free-from and vegan diets are on 
the increase. 

“As the millennial generation matures, 
it is clear that those food outlets that 
do not, or choose not, to offer a vegan 
alternative will do so at a cost to 
themselves from lost business. 

“It is estimated that the free-from sector 
will be worth £670m by 2020. Vegan 
foods are starting to penetrate into the 
premium restaurant market, but this 
sector seems to be lagging behind. 
There still appears to be many of these 
that are ignoring the clear trend, but 
once the Millennial generation mature, 
I am sure those setting the menus 
will finally wake up to the potential or 
potential loss in business.”

David Street said: “2017 will see 
consumers being presented with more 
choice than ever before, as the industry 
seeks to innovate and ride the wave of 
this growth in the category. Consumers 
are now demanding healthy, ‘clean’ 
on-the-go options that are also exciting, 
different and delicious.” 

David Colwell agreed, adding: “Just 
because you have an intolerance, this 
shouldn’t mean you have to suffer bland 
food.  With regards to the chilled soup 

category we can see this becoming 
ever more adventurous – in line with the 
consumer palate – with world flavours 
such as Mexican, Sri Lankan and 
Indonesian, that add ‘heat’ and serious 
flavour, finding favour with consumers.” 
It is clear to see that it is not only 
people who suffer from allergies and 
intolerances who are seeking out free-
from food foods. 

As consumers become more aware 
about how food is produced, the 
ingredients used and the impact they 
can have on our health, it is only to 
be expected that the free-from sector 
will continue to grow.

Adding to the attraction, is the fact 
that free-from and vegan products 
are being produced without 
compromising on taste.

However, food-to-go and QSR 
operators looking to tap into this 
growing sector have do more to 
attract customers seeking out free-
from and vegan food.

Be it provide a more imaginative 
offering, or market their free-from/
vegan credentials, operators need 
to take action if they want to claim a 
share of this lucrative market. 
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FREE FROM FOODS

£673 million

1 in 6 
people

OF HOUSEHOLDS INCLUDE AT 
LEAST ONE FOOD ALLERGY OR 

INTOLERANCE SUFFERER

£673 million

THE INCREASE IN GLUTEN-FREE 
SALES OVER THE PAST SIX YEARS

500,000

VEGANS LIVING IN THE UK

IN THE UK HAVE A FOOD 
ALLERGY OR INTOLERANCE

THE PREDICTED WORTH OF THE 
FREE-FROM FOOD SECTOR IN 2020

THE INCREASE IN GLUTEN-FREE 

30 per cent

THE GROWTH IN THE FALAFEL 
MARKET IN THE PAST YEAR

THE GROWTH IN THE FALAFEL 

20 per cent

INTOLERANCE SUFFERER

20 per cent



Since the fi rst restaurant opened 
in Battersea, South London, GBK’s 
philosophy has been simple – to create 
fresh, quality burgers. GBK now has 
over 80 restaurants in the UK and 
Ireland, from Brighton to Edinburgh to 
Dublin.

Alasdair Murdoch heads up GBK as 
CEO. Prior to coming to GBK he’s 
had a wealth of experience within the 
restaurant industry. 

In 2010 he was part of the team that 
took The Clapham House Group private 
and over the last fi ve and half years 
has led the team that’s overseen the 
turnaround and growth of GBK. 

He has done this, alongside his team, 
by investing signifi cantly in the quality of 
the food, re-investing in the restaurants 
and developing the GBK teams in each 
restaurant. 

During this time turnover has 

doubled, earnings before interest, tax, 
depreciation and amortisation has 
quadrupled, GBK employs twice as 
many people, and every restaurant has 
been individually re-modelled.

With this in mind, we decided fi nd 
out more about GBK’s success from 
Alasdair himself.

What is the ethos of GBK?

“To off er a real variety of burgers, from 
vegetarian to chicken and not forgetting 
our grass-fed beef. We source all our 
meat fresh, and wherever possible 
support British farmers, as provenance, 
as well as freshness, is of paramount 
importance. 

“A huge amount of love has gone into 
everything – from picking the best buns 
to keeping our menu innovative and 
exciting. Simply put we are obsessive 
about burgers.”

How strong do you feel 
the burger market is at the 
moment?

“After a decade of burger revolution in 
the UK, the market is stronger than ever. 
“Consumers have gone from thinking 
of burgers as fast food to expecting a 
quality dining experience when they go 
for one. Before 2001, the choice was 
mostly limited to the fast-food giants 
and was very much an ‘on the go’ 
option. 

“The sector has since exploded – fi rst 
with several UK based options and now 
– in the past few years – we’ve seen 
more arriving from overseas. Essentially 
now it’s much easier to eat a better 
burger in the UK, and that’s a good 
thing. 

“Consumers demand higher quality, 
fresh food, traceability of all ingredients, 
and want innovation in food while never 

Gourmet Burger Kitchen
Serving burger lovers since 2001, GBK was the fi rst gourmet burger 
restaurant in the UK and has been revolutionising the burger ever 
since. 
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compromising on taste or quality. That’s 
where we win as we believe we offer the 
freshest, best quality burger out there.”

What are the latest trends in 
the burger market?

“Brands are increasingly becoming more 
innovative with their offering and burger 
restaurants are no exception. 

“From seasonings like Sriracha sauce 
and wasabi to offering a more unusual 
variety of meats, cuts and vegan and 
vegetarian options, the choice of 
burgers available is huge – there is now 
no such thing as a ‘standard’ burger. 
Variety is one of the attributes that sets 
GBK apart and has enabled us to grow 
fast and profitably.” 

How would you describe 
your menu?

“We serve up a variety of crafted and 
innovative burgers from the favourite 

Cheese and Bacon to the more 
adventurous Persian Lamb, Stack and 
Buffalo. 

“Tim, GBK’s Head of Food, spends 
a lot of time in the GBK test kitchen 
underneath the Baker Street restaurant, 
in London. The test kitchen is a hive 
of burger innovation, and the source 
of everything on the menu.  We trial 
new burgers regularly and if they prove 
successful then they will feature on the 
menu.”

What is the most popular 
item on the menu?

“GBK’s best-selling burger is the 
Cheese and Bacon. 

“People love this classic, but more 
adventurous burgers, like the 
Kiwiburger, on the menu since day one, 
are also big sellers.”

What sets you aside from 
other similar businesses?

“The range of burgers and our 
innovation in both menu and brand. 
Our sense of fun, the design of our 
restaurants and our lovely teams in 
every restaurant.”

What are Gourmet Burger 
Kitchen’s plans moving 
forward, following the 
business being bought by 
Famous Brands?

“GBK currently has 83 restaurants 
and plans to continue opening 12-15 
restaurants a year for the next five 
years.  

“This will see 2,500 more staff taken on 
and the store tally double to 150. GBK 
also aims to double turnover, which hit 
£65 million last year, by 2021.”
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Sweet Treats

Sweet treats and desserts are a vital 
part of any food-to-go/quick service 
restaurant menu.

Offering an excellent and varied choice 
can attract add-on sales and help to 
boost profits.

However, operators have a lot to 

consider when deciding which sweet 
options will best tempt customers to 
part with their cash.

From baking your own products, to 
providing healthy, free-from and vegan 
options, there are many things to think 
about when deciding what’s best for 
your business.   

For these reasons we decided to speak 
to some of the experts in this area to 
find out what you should be offering and 
how you can attract add-on sale and 
improve your profits.

Industry voices: Jacqui Passmore, Dawn 
Foods Marketing Manager UK and 
Ireland; Candice Fonseca, Proprietor, 

The latest series of the Great British Bake Off may have ended, but the 
nation’s love of sweet treats and desserts shows no sign of waning. With 
this in mind, we decided to find out how businesses in the food-to-go 
and quick service restaurant industry can tempt customers to feed their 
sweet craving.



Sweet Treats

Delifonseca, Paul Eason, Chef and 
Business Manager, Pidy, and Andrew 
Ely, Managing Director, Almondy.

How important are sweet treats 
and desserts to the food-to-go/
QSR market?

Paul Eason, from pastry product 
producer Pidy, said: “Sweet treats and 
desserts offer that guilty pleasure that 
people are always tempted by when 
they’re on-the-go.  

“More often than not customers are 
in need of some form of quick and 
convenient pick-me-up of the sweet 
variety.  

“It’s wise to have plenty of sweet treats 
for those in desperate need of a sugar 
fix while on their travels. It’s also the last 
thing people remember when they have 

a meal, whether it is a bite-sized treat or 
a full-size dessert it’s bound to make a 
lasting impression. 

“Therefore, it is important to amaze your 
customers by using high-quality fresh 
ingredients and delicious innovative 
ideas.”  

Highlighting the need for treats on 
the go, Jacqui Passmore, from sweet 
bakery product supplier Dawn, said: 
“Time-pressed consumers continue 
to turn away from sit down meals, 
with eating on the go on the increase 
throughout the day. 

“This means consumers are increasingly 
frequenting quick service restaurants 
with sweet products to go, such as 
muffins, donuts and cookies adding 
value to the menu and additional sales. 
“There are a number of ways operators 

can enhance their connection with 
customers through their bakery offering 
with seasonal variants, new flavours 
and ways of presentation. All this helps 
to avoid the potential for ‘menu fatigue’ 
by keeping customers interested and 
driving repeat sales.”

Candice Fonseca, of Liverpool-based 
eatery and deli, Delifonseca, pointed out 
the opportunity sweet treats and dessert 
provided to increase add-on sales. 

She said: “Sweet treats and desserts 
are extremely important menu additions 
as they provide an opportunity to 
increase that crucial spend per head 
and are less price sensitive than the 
savoury lunch items. 

“I think that consumers purchase the 
sweet treats and desserts on impulse, 
which might be a flight of fancy or as a 
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pick-me-up reward for a hard morning’s 
work. Whatever the motivation, if you 
have a good range of options available 
it means that you can increase your 
revenue considerably.”  

What are the most popular 
products in the sweet treat and 
dessert market at present?

“In terms of ‘naughty treats’ we’ve seen 
strong sales on individual honeycomb 
bars and anything that involves salted 
caramel,” says Candice. “American 
favourites such as Reese’s and 
Hershey’s are also still selling strongly. 

“Size really does count with this 
purchase as people seem to prefer to 
pay a little more for a little less, going 
for 35g bars over the better value option 
of 100g. 

“Clearly most people don’t trust 
themselves to stop munching and save 
it for the day after. The one exception to 
this rule is biscuits. We find that full-
sized packets of biscuits sell really well 
when placed by the sandwich fridge. 

“Whether it’s a social thing, as they are 
easy to share around an office, or simply 
people can make them last over a few 
days to accompany multiple cups of tea. 
Our chocolate coated ginger biscuits 
have remained the biggest seller for 
years.”

Paul suggested that traditional desserts 
with modern twists were proving 
popular with consumers. He said: 
“When you look around at today’s 
offerings chocolate-based treats and 
desserts of all kinds of varieties are 
always a popular choice. Likewise, 
‘traditional’ style desserts, such as 
sticky toffee pudding, will forever remain 
close to people’s hearts.  The concept 
of taking a traditional dessert and giving 
it an original revamp creates maximum 
appeal for customers. 

“Creating a classic favourite but adding 
an exciting new twist really ensures the 
best of both worlds.”

However, when deciding what products 
to offer, Jacqui pointed out that food-
to-go/quick service restaurant operators 



had some important factors to consider.
She said: “There are several options 
available for QSR operators, but it 
is important to consider some of the 
basics, from how much space you have 
for frozen storage, through to the skill 
sets in your team and, of course, which 
products will give you a good return on 
investment. 

“Ready to serve products mean you 
simply thaw and serve exactly what 
is required according to demand, 
and waste is kept to a minimum. 
This is often the best option for QSR 
operators.”

How can outlets add value to 
their menu with desserts and 
sweet treats?

One popular way to add value offered by 
our industry voices, was to create sweet 
treats and desserts in-house.

Jacqui said: “If you want to add your 
own touch to your offering and have 
the space and skills in-house to do this, 
bake-off is ideal. And of course nothing 
beats the aroma and freshness of a 
newly baked sweet product.”

Jacqui suggested that any foodservice 
operators considering baking in-house 
should consider these points:

 •Choose products that can be easily 
created without taking up too much 
time or with no complex skill required.  
This is especially important if you have 
a team with varying skills. This way you 
can ensure product consistency 

 •Choose a product where you can 
control portion size, price point and 
profitability. 

 •If adding value is important, choose a 
product where you can add your own 
signature, whether using a base product 
or adding an interesting topping after 
the product is baked and decorated 

 •To decide which products to stock, run 
product trials over a few days/weeks 
and measure the success via sales: For 
example, run two brownies side by side 
for a period with the aim of listing one 
ongoing. Sample to your customers, ask 

The 47th ISM trade fair will open 
its doors at the end of January with 
around 1,600 exhibitors from 65 
countries showcasing their sweets and 
snacks.

The largest trade fair of its kind in 
the world, the event is expecting to 
welcome more than 38,500 trade 
visitors from 146 countries. 

Held at the Koelnmesse, in Cologne, 
Germany, highlights will include the 
New Product Showcase, the Experts 
Stage and the Cologne Coffee Forum. 

Industry newcomers will also be 

presenting their products and services 
in the New Product Area.

Once again, ProSweets Cologne - the 
international supplier fair for the sweets 
and snacks industry - will be staged 
parallel to ISM.

The event will also feature the ISM 
Expert Stage, where the market 
researchers from Innova Market Insight 
will once again be holding their trend 
lectures.

The event will take place from Sunday, 
January 29 to Wednesday, February 1. 
For more details visit ism-cologne.com.

Trade fair to put sweet treats in the 
spotlight 
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them for feedback and then serve what they want

 •Consider the competition you have in your area, either from 
other high street bakers or look at what is being offered in 
the supermarkets – how can you produce a different offering 
to drive sales? 

 •Baking little and often will ensure that consumers are 
served freshly baked products whether at 7am or 7pm. By 
working in batches, you can also ensure that you are only 
baking off what you need and so minimising wastage and 
ensuring effective stock rotation. 

Candice added: “We’re lucky enough to have Claire Lara 
(first female winner of Masterchef: The Professionals 2010) 
as our pastry chef at Delifonseca Dockside, as she bakes up 
a storm with all-sorts of cakes and bakes.

“She has also developed individual dessert pots with a 
spoon attached that we can put in the sandwich fridge. 

“By constantly changing these up each week, the customer 
finds it hard not to resist the pull of a luxury dessert for a 
lunchtime pick-me-up. 

“We did, however, have to experiment with size, making 
them smaller than those we serve on the patisserie counter, 
as the last thing the customer wants is to feel the need for 
an afternoon nap after over-indulging and it also keeps the 
price more affordable. 

“If a business has regular customers, then a changing 
counter inspires them to try and buy, meaning that variety 
really is key.” 

Paul suggested tempting customers with miniature desserts 
and sweet treats. He said: “In terms of adding value to 
a menu, miniature desserts and sharing platters are a 
popular concept at the moment. These allow chefs to be 
extra creative and show off their abilities. They can add an 
element of class and sophistication to any menu with their 
delicate appearance.”

What dessert options are available to tempt 
health conscious consumers?

With a growing number of consumers looking for healthy 
options, it’s wise for operators to consider what sweet or 
dessert products are available to cater for this demand. 

Paul said: “We understand that healthier dessert options 
are high on most people’s wish lists. Creating a guilt-free 
dessert without sacrificing the great taste of our recipe 
is something our new product development team is 
continuously pursuing.

“However, one of our most recent innovations is our 
gluten-free range which was introduced to cater for the 
increasing demand for such products. Gluten-free is not 



Sweet Treats

just a necessity for those who request 
it for health reasons, but also the health 
conscious consumers that demand it as 
a lifestyle choice. 

“We are always trying to keep up with 
gluten-free demands and other dietary 
needs - expanding into the lactose-free 
market is one of our future goals.”  

Highlighting some examples of popular 
healthy sweet options, Candice said: 
“We have seen very strong sales of the 
Pana raw chocolate brand, which was 
in contrast to other similar products 
we’ve stocked in the past. The product 
is pricey, but the quality is great and the 
packaging is sophisticated.  

“Fresh cut fruit in pots is always popular 
when the weather is better. We find a 
good mix of whole strawberries, grapes 
and pineapple are always popular and 
strawberries with a small spoonful of 
mascarpone are very popular too. 

“Individual organic yoghurt pots have 
always remained a steady seller. We also 

stock apple crisps but these tend to sell 
slowly but steadily.” 

What new trends are we going to 
see in 2017?

As revealed in the earlier pages of this 
magazine (Free-from Foods – pages 20-
27), there is huge demand for free-from 
and vegan foods.

This is also the case in the sweet treats 
and desserts sector and it is predicted 
that this will continue to grow.

Andrew Ely, Managing Director of 
frozen cake producer Almondy, said:  
“Desserts that cater for special diets is 
one area caterers need to consider, with 
research revealing that 72 per cent of 
people would like to see more lactose-
free options on menus when eating out, 
indicating operators who look to cater 
for these dairy avoiders could boost 
profits.

“We’ve only scratched the surface when 
it comes to lactose-free; commercially 

it offers a huge untapped opportunity 
for operators, not only in catering for 
the estimated one in five people who 
may have the intolerance, but appealing 
to the growing number of consumers 
buying free-from. In fact, independent 
research has revealed that over a third 
of people have bought a lactose-free 
product, rising to 40% of men. 

“It’s clear from the research that the 
demand for lactose-free is there, seven 
out of ten want more options, but with 
dessert menus often limited, providing a 
free-from option that ticks all the boxes 
can be a challenge.”

Candice added: “I think the raw 
chocolate, free-from and vegan market 
has still got room to grow. I have tasted 
a number of fabulous frozen vegan ice 
cream products, using avocado as their 
base, and I think individual pots of this 
type of product might work well over the 
summer months. 

“Overall though, I think the consumer is 
looking for variety and inspiration. They 
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get tired of seeing the same ‘treats’ so it 
is important to keep at least a proportion 
of lines changing and alternating.”

However, Paul suggested we will also 
see a growing influence from further 
afield. He said: “Ethnic food continues 
to be popular and the market is already 
starting to adapt to cater for this key 
trend. 

“Savoury ethnic dishes are most 
prominently enjoyed by customers 
and have become integrated within 
the British food industry. A key trend 
to follow this is ethnic desserts – the 
combination of vibrant colours with 
diverse spices and wonderful smells 
create dishes suitable for everyone’s 
taste. 

“Ethnic desserts also give consumers 
the opportunity to expand their taste 
pallets by trying new and exotic 
flavours.”

On the whole, the dessert and sweet 
treats market is in good health. 

With the growing demand for 
healthier options, food-to-go and 
quick service operators have adapted 
and changed their offerings to ensure 
they are catering for everyone.

This has also seen an increase in 
the number of free-from and vegan 
products on menus, something that 
will become even more important as 
this sector continues to grow.

Businesses who want to stand out 
from the crowd, as well as add 
value to their menu, should consider 
creating their own sweet treat 
products. However, they would need 
to ensure this is viable first.

Outlets should also look to refresh 
their offering on a regular basis and 
look to ethnic desserts and sweet 
treats to provide an alternative to 
other similar businesses.  

If operators can get their offering 
right, sweet treats and desserts can 
be highly profitable. 
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The dish is a British staple with a long 
and proud history and consistently 
remains the nation’s favourite takeaway, 
for good reason. 

However, tomorrow’s fi sh and chip 
shops are all about innovation and 
diversifi cation. From those boasting 
up to 12 diff erent fi sh/shellfi sh species 
on their menu and alternative cooking 
methods, to the development of on-
trend dining experiences, fi sh and chip 
businesses are making sure they stay on 
top of the takeaway market by off ering 
up something diff erent for hungry 
consumers. 

A prime example is Gloucestershire’s 
Simpsons Fish & Chips, reigning 
champions of The National Fish & Chip 
Awards at which the business was 
named the ‘best fi sh and chip takeaway 
in the UK’ after winning plaudits from 
the judges for ‘pushing the boundaries’.

James and Bonny Ritchie, co-owners 
of Simpsons Fish & Chips, explain: “We 
opened our Cheltenham shop in 2009, 
but fi sh and chips have been in our 
family for nearly 40 years. 

Ingredients

“We fi rmly believe that the best fi sh 
and chips should consist of top quality 
natural ingredients... fi sh, potato and 
batter – and in essence that’s it. 

“However, it’s a competitive industry 
and there are so many shops all vying 
for the same customers, and all using 
similar products. In order to be the best 
we knew that we needed a splash of 
creativity to make us stand out from the 
crowd.

“From entering The National Fish & Chip 
Awards on an annual basis over recent 
years  we saw fi rst-hand the amazing 
lengths that other fi sh and chip shops 
were going to, and it really opened our 
eyes and made us realise what we can 
do with our standard food menu - we’ve 
been a thriving entrepreneurial business 
ever since.

“We also signed up to Deliveroo. We 
used it to branch-out and geographically 
target potential new customers who 
might not be able to visit our takeaway 

or restaurant, off ering a ‘sample’ menu 
to give customers a taste of what we’re 
all about, but also encouraging actual 
footfall to the shop.

“We always keep our menu fresh with 
seasonal twists and surprises. Our 
battered Christmas pudding served with 
brandy butter is the ultimate indulgence 
in December! But day-by-day we off er 
a wide selection of options, ranging 
from whole langoustine tails to the time 
honoured favourite, freshly battered fi llet 
of cod. 

Sustainability

“Everything is homemade and unique 
to our brand, adding that special touch. 
We’ve even gone as far as to create our 
Simpsons-branded natural batter mix 
and took this a step further to develop 
the ‘Simpsons beer-batter kit’ – a take-
home hamper that allows our customers 
to make our recipe at home in their 
kitchen. They went down a storm over 
the festive season and so many people 
were buying them as gifts.

“We’ve also taken a step away from the 

Simpsons Fish and Chips
When most people think of a British fi sh and chip shop, the image 
conjured in their head is often that of a stereotypical local ‘chippy’ 
on the street corner whose menu is dominated with old favourites – 
cod and haddock. 
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frying range and created a children’s 
book – Where Do Fish And Chips Come 
From? - for our younger customers. We 
believe it’s important to teach children 
about the importance of sustainability 
and explore the truth behind where their 
fish and chips dinner actually comes 
from. Children often see food when it’s 
packaged, cooked or ready-prepared, 
so we wanted to educate them on the 
provenance of what they eat. 

“All of this has allowed us to invest 
in our business and we recently 
completed a significant renovation of 

our restaurant, doubling the number of 
covers, and diversified our offering to 
include an outside catering service.

“My advice to other fish and chip shops 
out there would be; think about how 
you can expand the reach of your brand 
and attract new audiences. You need to 
constantly challenge yourself and your 
business, learn more every day and 
develop at the same time. 

“When researching, don’t just look at 
other places serving similar food to you; 
look at innovative restaurants in general. 
If we continued competing with our 
local fish and chip shops, we wouldn’t 
be where we are today. Big chains have 
huge marketing teams and budgets, so 
keep a close eye on how they attract 
new customers so you can get your 
creative juices flowing.

Vision

“If you can enter awards – do it. Even 
if you don’t get shortlisted the first few 
times, it will keep your business in tip-
top shape. There are lots of free awards 
programs that you can enter, such as 

The National Fish & Chip Awards, so 
you really have nothing to lose.

“Once you open your shop, we 
recommend hiring a mystery dining 
company to objectively appraise your 
business. It can be a bit pricey, but 
it’s a fantastic way to get an outsider’s 
point of view - great customer service 
can make up for average food, but no 
amount of great food can make up for 
bad customer service. 

“One thing that is so important is doing 
work you care about. There’s no doubt 
that running a business takes a lot of 
time so if you’re looking to innovate 
make sure it’s something you truly 
believe in and are passionate about. 

“Overall, have a vision, believe in 
yourself, face your fears and take action.   

“It’s great to be creative and try 
something a bit different, but we 
genuinely find that sticking to the basics 
of offering excellent customer service 
coupled with fantastic tasting, freshly 
prepared food wins every time.”
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COMBATING THE 
SPREAD OF INFECTION
Ensuring effective food hygiene and taking precautions to combat 
the spread of infection are not just necessities for food-to-go and 
quick service restaurants, but also legal requirements. We find out 
what operators should be doing to protect their customers, their 
staff, themselves and their business.
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The outbreak of infections can have 
a huge impact on foodservices 
businesses.

Even if foodservice operator takes every 
precaution, outbreak still occur.

Only last month, nine Wahaca 
restaurants were closed following a 
suspected outbreak of norovirus, which 
led to more than 300 people reportedly 
falling ill.

According to food safety specialists 
STS, norovirus is a notoriously difficult 
organism to control and can spread 
incredibly easily from person to person.
A business can take every measure 
possible, but an outbreak can still occur.
However, it is essential that procedures 
and precautions are in place to limit the 
risk of infection. 

With this in mind, our industry experts 
tell us what food-to-go and QSR 

operators should be doing to fight 
infection and what could happen to 
businesses if they fail to protect their 
customers properly.

Industry voices: Tim Strutt, Sales 
Manager, Electronic Temperature 
Instruments Ltd; Andy Tyson, Co-
founder and Director, Trade Interchange; 
Rag Hulait, Senior Sales Consultant, 
Monika, and Fiona Kibby, Director of 
The Society of Food Hygiene.

What measures should 
businesses in the food-to-go/
QSR sector take to combat the 
spread of infection?
Fiona Kibby, from The Society of Food 
Hygiene, an independent consortium of 
food industry specialists set up to keep 
members advised of the current hygiene 
and technology issues, advised: “There 
are basic food safety rules that all 
businesses serving food should stick to 

in order to keep their business safe and 
to help combat the spread of infection, 
but many others that you may not have 
thought of.

“Ensuring that anyone handling food 
is trained in the safe ways of handling 
food or is supervised by someone 
appropriately trained is an essential 
foundation to your business.  

“It’s good practice to ensure any new 
starters have an induction to understand 
the basic principles of food safety 
relevant to their role before they start 
work.  

“It is also ideal to record any training 
so you can show enforcement officers 
during their visits that you have 
implemented a training programme.”

With regards to sourcing your food, 
Fiona added: “It is important that you 
have some understanding of your supply 
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chain and check goods on intake.
“On arrival check the temperature of 
chilled and frozen goods, check the 
packaging is intact and check it’s what 
you ordered. 

“Use reputable suppliers who can show 
that the products you’re buying have 
come from a safe and hygienic source, 
for example sites with food safety 
accreditation for example BRC Food, 
ISO22000 or a bespoke Due Diligence 
audit.”

She added: “You must keep records 

of everything a supplier provides, for 
example supplier name and address, 
delivery dates, batch numbers and best 
before or use by dates.  

“This information is sometimes on the 
invoice but you must make sure that 
you have it recorded as if there is a 
safety problem with the food you’ve 
sold, you will need to make sure that 
you can carry out a withdrawal (if you’ve 
sold food on to another food business) 
or recall (from consumers) if you identify 
a food safety issue.  You must inform 
your enforcement agency of this too.”

Offering advice on cleaning, she said: 
“Ensure that hand washing facilities that 
have hot and cold water, suitable soap 
and drying facilities are available for 
staff and are separate from any other 
sinks. 

“Make sure that staff wash their hands 
after certain tasks identified by you for 
example, before starting work, after 
handling raw product, after emptying 
bins, after sneezing or coughing, 
after touching their face or hair, after 
smoking, after using the toilet etc.
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“Use food safe chemicals for washing utensils, equipment 
and surfaces Labelled BS EN 1276 or BS EN 13697 and 
that health and safety instructions are followed. 

“Have separate sinks for cleaning utensils/equipment 
and washing food and use different cleaning equipment 
for food contact surfaces, floors, walls and staff facilities 
(toilets).”

Andy Tyson, from supplier information management 
software provider, Trade Interchange, said: “Whilst QSR 
operators can have tight controls of their own internal 
procedures to ensure health and safety practices, it is 
also vital to consider the spread of infection that could 
be caused by health and safety malpractice in the supply 
chain. Hygiene levels could be first-rate in a restaurant but 
that can be seriously undermined if the supply chain falls 
short at any point in the production process.

“Trade Interchange’s latest research has found that 90% of 
operators we surveyed know it’s vital to monitor supplier 
health and safety practice information - but this leads 
us to question why so many (60%) are using outdated 
supplier information management methods, such as 
paper or spreadsheet-based, which can be extremely time 
consuming and difficult to manage.

“Over a third of operators (37%) feel that poor health and 
safety practices within the supply chain pose a risk to their 
businesses.  This is not surprising given the reputational 
and financial damage a food safety issue could cause - 
especially as the operator would be deemed responsible, 
even if the issue was not directly attributable to them but 
was within the supply chain. While health and safety law 
is well established in the UK, it is crucial to ensure that 
supplier documentation, certification and accreditation is 
stringently monitored and kept up-to-date. 

“Recent outbreaks of norovirus at a well-known restaurant 
chain have reiterated the importance of vigorously and 
accurately monitoring food suppliers – as it is possible that 
produce responsible for the epidemic could have been 
contaminated prior to delivery.”

What are the possible legal implications if 
outlets fail to take effective precautions to 
combat infection? 
Foodservice operators who fail to take the necessary 
precautions to stop infections are putting themselves 
and their businesses at risk of losing more than just their 
reputation.

Warning of the legal implications such inaction could 
result in, Rag Hulait, from wireless temperature monitoring 
system business, Monika, said:  “With countless 
regulations in place regarding the process operators 
use to monitor and control temperature checks on food 
and ingredients upon delivery, during storage and when 
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handling, preparing, cooking and 
serving meals in order to prevent food-
borne infection and the subsequent 
illness that can occur, caterers must 
stay on top of the legislative processes 
at all times. 

“The outbreak of a food borne infection 
caused by poorly cooked or incorrectly 
stored food can be significantly 
more damaging than to a business’s 
reputation alone. 

“With costs often running into tens of 
thousands of pounds, legal proceedings 
being a length process and the food 
standards authorities subsequently 
maintaining an eagle eye on future 
operation, the impact on a catering 
establishment can be enormous.”

What equipment and 
products are available to 
help businesses combat the 
spread of infections?

When it comes to combating infections 
it is vital to take action to prevent 
outbreaks and there are a number of 
products that can help in this area.

Rag said: “In order to prefect the 
formation and spread of infections, 
regular, accurate temperature monitoring 
and clear protocols throughout a QSR 
catering provision is essential. 

“By precisely recording data and 
maintaining correct records, operators 
can demonstrate compliance and 
integrity at every stage. Detailed HACCP 
reporting and full accountability can be 
quickly and efficiently downloaded when 
needed, covering a business from a 
legal perspective.

“Traditionally temperature monitoring 
would be a very time-consuming task 
and the results would often depend on 
the competency of the member of staff 
undertaking their duty accurately. 

“Modern advances in temperature 
monitoring has seen the introduction 
of remote, automated systems that are 
able to monitor and record temperatures 
24/7, significantly cutting down on 
labour requirements while also capable 
of alerting the operator through audible, 
visual and even text message or email 
alerts should conditions move outside of 
pre-set parameters. 

“Highly accurate, these systems also 
allow the kitchen to demonstrate 
complete due diligence and compliance 
to the most up to date legislation and 
regulation surrounding the industry.”

With regards to managing suppliers, 
Andy said: “Specialist Supplier 
Information Management (SIM) software 
enables QSR operators to ensure 
that their suppliers (both current and 
potential) are compliant with existing 
health and safety regulations and, 
therefore, pose a lesser risk of spreading 
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infections. Specialist software can assist in making sure 
documents are up-to-date through sending out automated 
alerts to suppliers to update their documents. This can be 
set by the QSR and is incredibly useful when it comes to 
traceability and auditing in a time effi  cient manner. 

“What’s great about SIM software is that all supplier 
information is collated into one central dashboard making 
it visible to all stakeholders and, being cloud-based, in any 
location. Users can also utilise these systems to help select 
future suppliers, who are registered on the system, as they 
are able to see a 360° view of their operation. Monitoring for 
health and safety malpractice has never been easier.”  

What consideration do food-to-go/QSR 
operators need to take in regards to effective 
food storage? 
When it comes to storing food, businesses cannot aff ord to 
make any mistakes. 

Get the temperature wrong, leave food out for too long or not 
ensuring the storage area is cleaned eff ectively can lead to 
problems.

Tim Strutt, from digital thermometer and temperature probe 
manufacturer Electronic Temperature Instruments Ltd, said: 
“Quick Service Restaurants and food-to-go establishments 
have the problem of eff ectively storing food exacerbated by 
virtue of their ‘need for speed’.

“Proper storage, to avoid cross contamination and ensure 
correct storage temperatures, requires time and thoughtful 
organisation. There are plenty of recommendations in this 
regard, but the important issue is that the internal food 
temperature is the controlling factor and a penetrating 
thermometer will give relevant information. (Remembering to 
use anti-bacterial wipes in between use of the thermometer).”

Fiona added: “Operators should check the temperature of 
chilled food on arrival (from their suppliers) and put it away in 
the fridge as quickly as possible.

“Any cooked food should be cooled as quickly as possible, 
then stored it a fridge, which should be set to 5°C and ensure 
they reach 8oC as a maximum.  Fridges and cool cabinets 
should also be checked regularly. 

“Chilled products can be displayed for up to four hours 
above 8oC, but best practise is to keep them as close to this 
as possible. Discard food after four hours if it has been held 
above 8oC.”

Off ering advice on monitoring temperature, Rag said: 
“Regulation states that caterers should undertake 
comprehensive temperature monitoring at least once a day, 
but a minimum of twice a day on stored and cooked food, 
once at opening and once at closing is recommended. 

When it comes to combating infection there are many procedures 
and practices that food-to-go and QSR operators can put in place 
to protect customers, staff , themselves and their businesses. 

Some are simpler than others to implement, including using colour-
coded equipment and utensils to prevent cross-contamination.

Danielle Sensier, Director, Sales and Marketing at TM Electronics, 
which specializes in providing digital thermometers, thermistors, 
thermocouples and probes to the food and catering industry, said: 
“The key issues (with regards to combating infection) are storage 
of food – especially chilled food - at the correct temperature and 
also cooking/reheating food to the necessary core temperatures to 
ensure bacteria is killed off . 

“Also, there is the issue of cross-contamination from one food 
group to another, for example raw meat to cooked meat, or fi sh to 
dairy etc, which is why you see diff erent coloured chopping boards 
and knives in commercial kitchens and why we now produce 
colour-coded food probes.”

Colour-coded for infection 
protection
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“Undertaken manually, temperature 
monitoring can take time and prevent 
resource from being used elsewhere 
in the kitchen. On the other hand, 
the latest automated temperature 
monitoring systems, are able to monitor 
and record temperatures at regular 
intervals throughout the day and night. 
Not only does this save on time but also 
ensures food being stored is done so at 
the correct temperature all day, every 
day.”

How can food-to-go/QSR 
operators ensure that bacteria 
is killed off when cooking/
reheating food?
Tim said: “UK legislation can help with 
these issues, requiring food to be kept 
and reheated to certain temperatures; 
but due to the various nature of food 
ingredients, it is impossible to state 
initial cooking temperatures. 

“However, harmful bacteria, such as 
Salmonella, Norovirus, Campylobacter, 
E. coli and Listeria can be killed by 
heating to an internal temperature of 72 
°C (or a temperature/time equivalent). 
“Once food is cooked, it should be 
held hot, at an internal temperature 

of 60 °C or above. Don’t guess, use 
a food thermometer to make sure. 
Discard all perishable foods left at room 
temperature longer than two hours; one 
hour in temperatures above 30 °C.

“Reheating of previously cooked food 
has more stringent requirements and 
internal temperatures should reach 70 
°C for two minutes (in Scotland it is a 
requirement for reheated food to be  
82 °C).

“Commercially, food should only be 
reheated once, and this should be done 
thoroughly, without cold spots as can 
happen in a microwave oven.”

Fiona added: “Food must be cooked 
until it is ‘steaming hot’ all the way 
through to ensure harmful bacteria are 
killed.

“Think about what you are using your 
cooked product for; there have been 
cases of food borne infection recently 
due to the use of under cooked liver in 
pate.  

“It is common to serve liver slightly 
pink when you cook it and serve it 
immediately.  Some chefs were using 

pink liver to make pate, then keeping 
the pate for a while, which allowed the 
bacteria that hadn’t been killed during 
cooking to grow.

“Food to be served hot can be kept 
below 63oC for two hours, but only 
once.  After two hours you must reheat 
to above 63oC or chill to less than 8oC. 

“Check that your ovens cook at the 
same temperature throughout as 
there may be cold spots and oven 
performance can change.”

What precautions need to 
be taken to prevent cross 
contamination between raw 
meat and cooked meat?
Tim said: “It is essential to prevent cross 
contamination by either direct or indirect 
contact. Bacteria can move between 
foods in an instant, there is no such 
thing as the ‘five-second’ rule.

“Direct contact can be avoided by 
keeping cooked and raw meat/poultry 
apart, only working with one or the other 
at any one time.  
 
“Cooked and raw meat should be stored 
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separately and if in the same fridge, 
cooked foodstuffs should be held above 
raw items.

“Cleanliness is essential to avoid 
cross-contamination by indirect means 
and working surfaces and tools should 
be thoroughly cleaned in between 
preparation. Separate cutting-boards, 
good hand-washing facilities and clean 
clothing, aid the prevention of cross-
contamination.”

Fiona agreed, adding: “It is essential 
to control raw products carefully by 
using different equipment and aprons, 
cleaning down afterwards, washing 
hands, and storing in the fridge below 
ready to eat foods.”

Taking precautions to prevent and 
combat infections is vital for all 
foodservice businesses.

All operators need to have effective 
procedures and checks in place to 
protect their customers, their staff 
and themselves.

If the necessary precautions are not 
taken, business owners can find 
themselves facing more than just the 
issue of tackling the problem and 
regaining the trust of customers, but 
also facing action, which could prove 
very costly.

It is essential that staff ensure they 
follow proper procedures for cleaning 
storage and preparation areas, 
as well as ensuring food is stored 
correctly at the right temperature.

Food must also be cooked properly 
so that any harmful bacteria is 
killed, while care must also be taken 
to avoid any cross-contamination 
between raw and ready to eat food.

Care must also be taken with 
regards to the supply chain, with 
businesses ensuring products come 
from safe and hygienic suppliers. It 
is also essential for food-to-go/QSR 
operators to maintain up-to-date 
records so, if necessary, they can 
demonstrate that they have taken 
every precaution possible to combat 
infection.

Combating the spread of Infection

Issue 39 December 2016     |     49







According to research by payments 
processor Worldpay in collaboration with 
digital anthropologist Nik Pollinger, three 
quarters of people (75 per cent) said alarm 
bells start to ring when a store seems 
behind the times from a technology point of 
view. 

The study, which was conducted to 
support the launch of Worldpay’s all-in one, 
tablet-based My Business Hub till system, 
found Londoners and the under-35s were 
the most judgemental. 

Eighty per cent of respondents in these 
groups said they’re more likely to trust 
retailers that use up to date technology than 
those that do not.  

Respondents said they thought retailers 
that had invested in up to date technology 
came across as more professional, and 
committed to improving the overall 
experience for their customers. 

Among the 2,000 consumers surveyed, 
only 7% said they had concerns that 
technology could get in the way of delivering 
the type of experience they were looking for 
in-store.

Digital anthropologist, Nik Pollinger, 
said: “Technology has become such a 

pervasive influence on our daily lives that 
our judgement on whether a business 
is professional, reputable and reliable is 
increasingly driven by their use of modern 
technology.” 

Handwritten receipts, cash only payments 
and the lack of a website were among 
the main ‘technology  triggers’ which led 
consumers to think twice about whether or 
not to part with their money. 

Forty-one per cent of consumers said 
retailers they trusted most made it easy to 
pay by card as well as cash, while 39% said 
they trusted retailers who offered digital 
receipts to make returns easier. 

The study also revealed that a quarter of 
under-35s would not consider dining in a 
restaurant that didn’t have a website.

Dave Hobday, UK Managing Director, 
Worldpay, said: “Consumers still have 
a strong connection to the high street, 
but technology has transformed their 
expectations. 

“Small businesses need to embrace 
change and digitally evolve in order to thrive 
as part of a modern and diverse high street.”  
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Digital 
entrepreneurs 
switch on to 
the potential of 
Minioti 

Simon Nixon, Founder of 
Moneysupermarket.com, Simon Perree 
and Richard Goulding, Co-founders of 
Play.com, and Aaron Chatterley, Founder 
of feelunique.com, have been unveiled as 
new investors in Minioti. 

Minioti was co-founded by mums, 
Anna Boletta and Natasha Dowse. Their 
first product range is premium ice creams 
made with 100 per cent milk and cream 
sourced exclusively from pedigree Jersey 
cows. 

Milk from Jersey cows has a high 
butterfat content and 20% more protein 
and calcium than milk from other breeds. 
It is also naturally lower in saturated fats. 

No sugar is added to Minioti’s ice 
creams, which are sweetened naturally 
with stevia. The range is also gluten free. 

Minioti launched their ice creams in 
the UK earlier this year in three flavours - 
Strawberry, Vanilla and Milky Chocolate. 

Aaron Chatterley said: “This was a very 
easy investment to make. As parents who 
only want the best for their children, an 
alternative to their favourite snack that 
contains no added sugar, is something 
that I believe every parent would take 
given the choice. Minioti ice creams fit 
that bill perfectly.”

Simon Nixon said: “As someone who 
tries to live a sugar free lifestyle, I was 
really excited by the prospect of an ice-
cream with no added sugar. Once I tried 
Minioti, I knew that it was a product with 
huge potential, so I was very excited to 
be offered the opportunity to invest in the 
brand.”

Simon Perree, who as well as being 
founder of Play.com, is Founder of 
venture capital company NetCap, said: 
“Netcap is delighted to be investing in 
Minioti at such an exciting period for the 
company.”

The new backers will join Jersey Dairy, 
Bob Jones and John Davey, who are 
existing investors in the business.

With the new investment secured, Anna 
and Natasha plan to expand the Minioti 
brand further into the UK market. Anna 
Boletta said: “We are delighted that such 
a high profile group of investors see the 
potential of the Minioti brand.”

Four highly successful digital 
business entrepreneurs have 
switched on to the potential of a 
premium ice cream for children 
containing no added sugar.

Catering equipment supplier 
U-Select has launched a new 
website to showcase the high-tech 
Ceroffee Coffee Roaster.

Website puts high-tech coffee roaster in the spotlight

Consumers trust outlets more if they can see modern technology being 
used in store, it has been revealed.

Outlets that shun technology risk losing 
consumer confidence

Roastmybeans.com aims to profile the 
small commercial coffee roaster, which 
is designed for use in coffee shops, 
restaurants and bars. 

The machine is easy to use, and can be 
operated with the touch of a button.

The Ceroffee uses clever ceramic heating 
technology to ensure an even, consistent 
roast.

It can roast all day without a break and 
produces enough coffee for 750 double 
shots of espresso a day. 

The roaster helps businesses save money 
because the cost of green coffee beans is 
significantly lower than roasted ones.

Roasting on site allows coffee shops and 
cafes to differentiate themselves from the 
competition, boosting the freshness and 
quality of their coffee in a crowded and 

competitive market.
For those who love to create their own 

distinct roasts there is a free app which 
allows them to create and save their own 
roast profiles. Small businesses can use 
this simple tool to create their own branded 
coffee to boost sales. 

The new site is designed to be simple to 
use and has easy-to-find facts and figures 
and videos illustrating how the machine 
works. 



According to restaurant booking platform Bookatable’s 
Quarterly Dining Trends Report personalisation is a key focus for 
UK diners, with almost half (47 per cent) expecting to curate their 
entire dining experience in the not so distant future. 

Everything from choosing a restaurant table before they arrive 
(43 per cent or respondents), to selecting the background music 
(16 per cent), and having access to live cameras in the kitchens 
and bars (18 per cent) were among some of the future dining 
predictions made in the report. 

Diners looking for a speedier service seek time-saving tools, like 
choosing the specific time slots meals will be served (40 per cent) 
and the ability to order additional items off the menu via a mobile 
app (18 per cent). 

Although avid foodies welcome digital advances, we still 
consider restaurants that offer a personal service from staff (71 per 
cent) as an imperative factor when deciding where to dine out.

In just five years’ time, almost a quarter (24 per cent) of 
respondents would like a preview of portion size, ingredients used 
(21 per cent), and the presentation (22 per cent) of a dish shown 
via technology such as hologram projection or mobile app. 

However, more adventurous eaters (15 per cent) may be more 
inclined to try dishes before committing, by ordering 3D printed 
meal samples.

Despite almost a quarter of Brits (23 per cent) noticing a shift 
in restaurants embracing technology, in the future, loyal diners 
returning to restaurants would like to breeze through, settling the 
bill with more efficient payment options. 

Thirty-nine per cent would like the bill automatically split 
between larger groups, 24 per cent would prefer to pay using a 
digital dining card (similar to an Oyster card) and 20 per cent of 
us would opt for simple mobile payment systems which enable 
customers to pre-order and pre-pay for the meal – which means 
no manual calculating, no arguing over the bill and no hassle.

Joe Steele, CEO of Bookatable said: “More and more 
restaurants are looking to elevate the customer experience with 
convenience being at the forefront of future innovation.”  

One restaurant embracing digital dining is Inamo. Owner Noel 
Hunwick said: “Inamo is leading the way in restaurant innovation. 

“Our modern approach and tech-enabled tables allow diners to 
order their food, set the mood, discover the local neighbourhood, 
play games, and even request the bill, on their terms.”

Expectations of the future of dining 
revealed 
Britons want a faster, more flexible way of 
dining using technology to personalise dining 
experiences, research has revealed.



WHAT’S NEW IN TECH

The XPress Grill by Garland from Manitowoc Foodservice is 
described as state of the art grilling technology. After undergoing a 
complete redesign, the XPress Grill is the next generation in two-
sided cooking, with the upper and lower grill plates able to cook 
both sides of the food simultaneously, all with the simple press of 
a button. This is said to reduce cooking times by up to 50 per cent 
compared to conventional fl at grills. 

Available in 12” single platen; 24” single or double platen and 
36” single, double or triple platen models, the dual-surface Garland 
XPress Grill range features an increased 5cm cook height, to give 
operators extensive menu fl exibility. 

Designed for ease of use, the grill features a new easyTouch full 
colour display touchscreen with simple and intuitive icon based 
controls, enabling any member of staff  to operate. 

Pre-set menus can be easily programmed and preloaded onto 
the unit, allowing the operator to grill almost any food product from 
burgers to breakfast items, steak to fi sh, and grilled veg to toasted 
sandwiches. 

GRILL
Company: Manitowoc
Product: Xpress Grill by Garland

See your  product here!
Want to see your new product or piece of 

equipment in What’s New?

Call 0333 003 0499

My Business Hub is an intuitive, all-in-one tablet 
based till aiming to completely change the way 
small businesses collect and reconcile payments in 
their shops. The device enables operators to take a 
complete range of payment options from anywhere in 
the store.

My Business Hub consolidates existing cash 
registers, payment devices and receipt printers into one 
fully integrated payment device. The system automates 
reconciliation of cash and card payments, reducing the 
daily admin burden and leaving business owners with 
more time to concentrate on growing their business. 

The fl exibility of the system allows staff  to spend 
more time helping and advising customers, enhancing 
the overall customer experience, while also helping to 
reduce queues at busy times. 

The tablet also allows businesses to use the device 
for other functions, whether that be ordering stock 
online or checking emails and responding to customer 
enquiries. 

Dave Hobday, Managing Director of Worldpay UK, 
said: “My Business Hub makes running a business 
easier, and the way we have designed the product 
means it can evolve and fl ex to address the specifi c 
needs of small business owners.”

TILL SYSTEM
Company: Worldpay
Product: My Business Hub
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PointOne EPoS is an award winning PoS 
solution supplier dedicated to the needs of 
the QSR operator.  

At the heart is the core pointOne EPoS 
solution, around which and fully integrated 
are add-on solutions such as customer 
facing kiosks, online ordering, and takeaway 
and driver management.  
 
pointOne EPoS also focuses on third party 
API development to ensure our customers 
can adopt the latest software suites, and 
mobile payment and loyalty technologies 
such as Yoyo and Zapper. 

When not focused on all of this, the 
business is continually seeking to enhance 

its existing suites, such as stock control and 
head office reporting, to stay ahead of the 
curve. 
 
With all of this in mind, we spoke to 
pointOne’s Managing Director, Steven 
Rolfe, to find out more about the technology 
landscape in regards to the food-to-go and 
QSR sector. 
 
What technological 
challenges do businesses 
operating in the food-to-
go/QSR industry currently 
face? 
 
The landscape is forever changing with 
mobile payment and loyalty apps, and new 

stand-alone software suites. They come 
and go, but the ones that can gain traction 
are the ones that can demonstrate a clear 
USP and a proven revenue model. For the 
operator, the challenge is knowing who is 
relevant in the space long term. One we like 
is Yoyo, these guys are doing some great 
things in the mobile wallet space. 
 
Also, our recent work with Tossed and 
Carve is helping them to move to a cashless 
environment using our kiosk technology. 
This has rewritten the concept of food to go/
QSR and what the customer experience can 
be in the future.”  
 
What solutions are available 
to meet these challenges?

 
Steven 
Rolfe, 
Managing 
Director, 
pointOne 



r 
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“Our development focus is ensuring our own 
solutions are scalable to meet the demands 
of new integrations. QSR operators should 
satisfy themselves that whomever they are 
talking to are doing the same.   
 
“Our customer-facing tablet kiosk solution 
is unique to the market, as it is the only one 
that is fully integrated with an Enterprise 
EPoS solution. We have a number of 
projects on the go at the moment for new 
QSR start-ups looking to implement kiosks 
and/or cashless operations in the UK and 
overseas.” 
 
How can businesses ensure 
the smooth introduction of 
new technology into their 
business?   
 
“The implementation and transition period 
is never the same for every operator. 
Existing sites and new builds have 
different requirements when rolling out new 
technology. 

 
One of the key areas is to ensure that all 
teams from management to floor staff are 

engaged and up to speed with the new 
system/s before going live. Invariably 
anything that comes up can be dealt with by 
staff who are confident in the new systems 
and understand the processes.” 
 
What does the future hold 
in terms of technology 
for the food-to-go/QSR 
industry?  
 
Enhancing the customer experience through 

kiosks, online ordering, smooth click and 
collect processes are going to continue to 
play a significant role in the development of 
existing and new operators while everyone 
battles for an increased share of the 
consumer spend. Operators are continuing 
to invest in technology as they can see that 
this investment will drive future growth. The 
‘case for cashless’ is in its early days with 
many operators keeping an eye on this for 
the future.”  

INDUSTRY VOICE



Accountancy

WHAT’S BEHIND THE FTSE 100 
BULL MARKET?
Mark Carney cut interest rates to a new 
low of 0.25% in August and expectations 
for any meaningful rate went firmly out the 
window. The stock market took the news 
and now looks set to become even more 
important for income investors.

Investors are now looking for higher 
yielding stocks, but they also come with 
higher risk, or more limited capital growth 
potential attached to the investment. 

During August the FTSE 100 entered a 
bullish market, closing more than 20% 
higher than its recent low of 5,537 which 
it saw in early February 2016. This strong 
rally and performance has come despite 
the market drop of almost 7% in the 
immediate aftermath of the Brexit vote. 

This bull market has surprised some 
investors, given the political and 
economic uncertainty created by 
the referendum. In fact the overall 
performance of the UK stock market is 
hiding some significant discrepancies 
between sectors. The vote to leave the 
EU has thrown up a new division between 
companies considered ‘Brexit winners’ 
and ‘Brexit losers’. 

Investors generally divide the market into 
stocks which are ‘cyclical’ and those 
which are ‘defensive’. Cyclical stocks 
are heavily exposed to wider economic 
conditions and defensive stocks are 
normally better placed to cope with more 
austere economic outlook. While it’s 
expected that during Brexit defensive 

stocks will perform well, you wouldn’t 
expect cyclical stocks to, but some have 
risen around 20% since the day before 
the vote. What we might consider to be 
more ‘normal’ trading patterns seem 
to have now produced a new unknown 
trading pattern and the question is – how 
will cyclical companies be affected by 
Brexit going forward? 

Political stability and lower 
interest rates?
 
With the new government finding its feet 
the likelihood of policy continuity is slight, 
which has not been lost on investors. 

The Bank of England’s Monetary Policy 
Committee cut interest rates to a record 
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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 off ering 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  

0.25%, with the goal of stimulating 
investment despite potentially further 
weakening sterling (which has fallen 
12% since the referendum result was 
announced). 

The market responded by buying house 
building, construction and banking 
stocks, which were the losers when the 
referendum result was announced. Now 
lower interest rates reduced the chances 
of a serious housing crisis and greater 
political certainty helped to provide 
stability. By comparison the traditionally 
more defensive pharmaceutical sector 
was sold off  more than normal. 

What action could investors 
consider? 

With interest rates tumbling to further 
record lows and despite the recent 

volatility of the stock market, it will remain 
attractive to many investors. While bond 
yields are under continuing pressure, 
investors will keep looking for more 
attractive options. 

For equity investors the stock market 
is almost the only area for real returns. 
Investors need to keep a very close eye 
on their stocks and shouldn’t jump to 
the conclusion that normal service has 
been resumed. The fallout from the Brexit 
vote will continue to make the diff erence 
to the UK stock market for some time 
yet. Holding that all important diversifi ed 
portfolio should help investors guard 
against volatility, which is traditionally a 
mix of defensive and cyclical stocks. In 
the current climate perhaps a portfolio 
that consists of both sides of the Brexit 
coin should be the strategy. 

All yields are variable and not guaranteed. 
The value of your investment and the 
income from it can go down as well as 
up and you may not get back the original 
amount invested. Past performance is 
not a reliable indicator for future results. 
Levels, bases and reliefs from taxation 
are subject to change and their value 
depends on the individual circumstances 
of the investor. Please contact us for 
further information or if you are in 
any doubt as to the suitability of an 
investment
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Some of my employees 
have not turned up to work 
on time the day after the 
Christmas party. What can I 
do?  

Many employers will deal with this type of 
situation informally by having a word to try 
and ensure it does not happen again and 
perhaps getting them to agree to make 
up the lost time. However, it is essentially 
a disciplinary issue so, if employees are 
rolling into work late and you want to deal 
with this formally, you should consult 
your disciplinary rules, investigate the 
facts and, if appropriate, commence 
disciplinary proceedings. Remember that 
in all misconduct cases (such as these 
unauthorised absences), the ACAS Code 
of Practice on Disciplinary and Grievance 
Procedures should be followed. 

Some employers might also have a right 
to deduct pay for the time missed but this 
will depend on the specifi c contractual 
terms you have in place. 

How do I deal with reports of 
harassment that occurred at 
the out-of-hours Christmas 
party? 

If an employee complains that they have 
been harassed at the work party, their 
complaint should be investigated and 
dealt with in the usual way. Even if the 
party was outside of the usual hours of 
work of the employee, it is still likely to be 
considered as a work-related event and 
therefore an employer has a duty of care 
towards the employee. 

If the allegations are well-founded, 

disciplinary action against the harasser is 
likely to follow. 

One of my employees is 
saying that I cannot compel 
him to work on Christmas 
Day. Is this correct? 

There is no statutory right for an employee 
to take time off  work on bank or public 
holidays, which is good news for the 
hospitality and leisure sector, where it is 
essential that employees are available to 
work all year round. 

The arrangements for an employee’s 
holiday are governed by their contractual 
terms and so, assuming there is nothing 
in his contract stating that he does not 
need to work, you can expect him to work 
on Christmas Day. 

FALLOUT OVER CHRISTMAS ISSUES
The Christmas period is a time of joy and celebration for many but 

employers can often face employment law issues leaving them feeling 
more “bah-humbug” than “cheers”. Set out below are some common 

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

Katee Dias , Senior Solicitor, Goodman Derrick LLP
020 7404 0606 - kdias@gdlaw.co.uk

That said, if the employee is a Christian 
and is asserting that he needs the day off  
because Christmas is a Christian festival, 
you could potentially face religious 
discrimination claims if you do not allow 
him to take the day as holiday. To avoid 
such a claim, you would need to show 
that your refusal for him to take his holiday 
on Christmas Day was justifi ed. The 
legal test for this is that the refusal was 
“a proportionate means of achieving a 
legitimate aim”. 

In the past I have paid a £100 
Christmas bonus to each of 
my employees. Do I have to 
do this again this year? 

If the right to receive this Christmas bonus 
is written in the employee’s contract of 
employment, you need to pay this again. 

If not, you could face a claim of breach 
of contract and/or an unlawful deduction 
from their wages. 

Even if there is nothing written in their 
contract, the right to such a bonus might 
be expressly included in an employee 
handbook or similar or it could be implied 
by the custom and practice of what has 
gone on in previous years. If it is the case 
that you have always paid this bonus 
without exception, it is very likely that the 
employees can demand it this Christmas 
too, because it has become an expected 
right. 

However, if you do not wish to pay it, you 
could try consulting with the employees to 
explain why you are unwilling or unable to 
pay the bonus this year and see whether 
they are prepared to accept that change. 

Alternatively, you might be able to agree a 
compromise, such as paying a £50 bonus 
instead. 

Seasons greetings…

Hopefully the above helps to steer you 
through some of the season’s pitfalls and 
will mean a contented and claim-free start 
to 2017.
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Waste ManagementProperty Our property pages highlight 
businesses for sale, nationwide!

Set in a prime trading position in the upmarket estuary town of Topsham in Devon, 
Denleys Essence of India has traded for many years as an Indian restaurant. Denleys 
Essence of India is now for sale through licensed property specialists Stonesmith of 
Exeter.

Having been owned by Stonesmith’s client for the past 16 years, the business has built 
up an exceptional reputation for quality contemporary Indian dishes and is currently run 
under management, with our client overseeing the day to day running of the restaurant. 

Denleys Essence of India has a strong local following, with custom coming from 
Topsham, surrounding towns and villages, as well as the nearby city of Exeter. The 
restaurant also attracts passing trade, visitors, holidaymakers and tourists. The 
restaurant has its own web site www.denleysessenceofi ndia.co.uk, which provides 
more in depth information on the restaurant and trades six evenings a week. There is an opportunity for new owners to develop the business or to 
operate with a style of cuisine to suit their needs. 

The business trades on deliberately restricted hours and there is a wealth of potential to extend the hours to include lunchtime openings, as well as it 
being suitable as a daytime cafe/tea room, especially with its busy main street location. There is also the potential to introduce deliveries in Topsham and 
the outlying towns and villages, for which tremendous demand exists.

The premises comprise of a main restaurant, which comfortably sits 46 customers with a bar and servery area; fully equipped commercial catering 
kitchen and a staff /store room. The sale of Denleys Essence of India Restaurant represents a unique opportunity to purchase a well-established and 
exceptionally well-regarded business in a prominent and visible trading position with excellent levels of trade and genuine potential to increase all aspects 
of the trade still further. 
 
Denleys Essence of India Restaurant occupies a prominent and visible landmark trading position fronting the High Street, a busy main arterial route 
through the town of Topsham. Topsham is a most desirable, affl  uent and sought after Estuary town, being situated on the Exe Estuary and although close 
to Exeter, it still maintains a distinctive identity. 

Denley’s is for sale on a free of tie lease and Stonesmith are looking for off ers with a guide price of £99,950. Details are available from the website 
www.stonesmith.co.uk and viewings arranged by calling 01392 201262 

WELL-ESTABLISHED INDIAN RESTAURANT IN AFFLUENT ESTUARY TOWN – TOPSHAM, DEVON

OUTSTANDING HIGHLY RATED GUEST HOUSE - BRIDLINGTON
This is one of the nicest guest house properties in Bridlington and is a credit to the 
current owners, who have carefully developed the business over a number of years. 
The business shows consistent profi ts, has a high level of goodwill and is appointed to 
a very high standard.   

The Promenade is superbly located close to the North Promenade and features 
sea view rooms. The business comprises 12 en-suite letting rooms which are being 
continually upgraded. The business is well established, has excellent repeat business 
and is featured on Booking.com and other specialist guest house websites.

The Promenade comprises residents lounge, attractive L shaped dining area in 
two sections, superbly appointed kitchen and separate self-contained owners’ 
accommodation, all to a very high standard. To the rear of the property is a large 
courtyard area capable of development as a seating area if required. There is ample 
car parking in the immediate area and the business is close to a new Leisure Centre, 
several key attractions and is very well known in the area.

The business is realistically priced to ensure an early sale and purchasers will not 
disappointed by the quality of accommodation and the overall presentation of the 
immaculate property and business. A fi rst class off er and superb in every respect. 
Freehold £325,000

Available through Cliff ord Lax with AWG Business Transfer.  Tel:  0113 2390330 or 
01924 368200.  www.cliff ord-lax.co.uk or 
www.awgbusinesstransfer.co.uk.
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JAPANESE RESTAURANT 
Manchester City Centre

TRADITIONAL DAYTIME CAFE
West Yorkshire 

Price: Leasehold £25,000 + S.A.V.

Details: www.cliff ord-lax.co.uk 

LICENSED VINTAGE TEA ROOM/GARDENS SHOP  
Near Chelmsford 
Type: Picturesque position opposite the Village 
Green.  Takings average £3,500 p/w. Secure 
lease, rent only £11,500 pa.
Price  £80,000 
Details: www.bradleyscountrywide.co.uk

HIGH CLASS ‘SCRATCH’ BAKERS &  PATISSERIE
Lee-on-Solent and Gosport, Hants

Type: Traditional fi tted shops & equipped bake 
house that includes 2x5-deck electric ovens. 
Scope for outside catering and deliveries. 
Price: OIRO £100,000 + S.A.V. (van included). 

Details: www.andrewgreenwood.com

Amidst conservation area in pretty Georgian 
town. Ground and fi rst fl oor seating for 33 
covers plus paved courtyard seats 22+. 
Price: £39,500 + S.A.V.

Details: www.andrewgreenwood.com

TEA ROOMS
Near Winchester, Hants 

Type: Smartly decorated cafe area with 
30/35 covers. Extensive, well-equipped 
kitchen. Bold main road site location.

£80k

£100k UNDER
£40k

UNDER
£200k

Type: Multi-award winning Japanese restaurant. 
ideally situated within close proximity of the 
Manchester business hub’.
Price:£195,000+SAV  
Details: www.sovereignbt.co.uk

Off ering a healthy lifestyle menu. Enjoying 
all the year round trade. Tastefully 
decorated with seating for 28/30
Price: £39,500 + S.A.V.

Details: www.andrewgreenwood.com

DAYTIME CAFÉ/ RESTAURANT
Affl  uent East Hampshire market 

UNDER
£40k

£25k
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We take a look at some of the latest products available!
SOFT DRINK

Britvic Soft Drinks has relaunched its R 
White’s lemonades with a new design 
for the core range and the addition of 
three new fl avours; Traditional Cloudy 
Lemonade, Raspberry Lemonade and 
Pear and Elderfl ower, all three of which 
are made with lemon and fruit juices.
The new lemonades have been crafted 
and designed to appeal to adult drinkers. 
They are available to buy in a 330ml 
can, as well as a premium 330ml glass 
bottle, and will feature an eye-catching 
design aimed at highlighting the brand’s 
extensive heritage. The range also 
contains up to 3.9g of sugar per 100ml 
(making it exempt from the proposed soft 
drink levy).
The range will be available for the 
licensed and leisure sector to buy in 
single 330ml cans in packs of 6 x 330ml 
and 24 x 330ml, as well as premium 
single 330ml glass bottle formats in packs 
of 12 x 330ml and 24 x 330ml.

Company: Britvic
Product: R White’s Traditional Cloudy Lemonade, Raspberry 
Lemonade and Pear and Elderfl ower 

What’s new?

PASTRY Company: Holland’s
Product: Micro 2 Go® Slices

Holland’s Pies, has introduced the new Micro 
2 Go® slices to its pastry range. 
The Micro2Go® slices aim to provide a 
microwavable on-the-go pastry proposition. 
They can be microwaved in the packaging 
and deliver oven-baked taste in less than two 
minutes.  
Using the latest packaging technology and 
featuring a handy tear strip, they are an ideal 
choice for those wanting a quick snack. 
The slices come in four varieties - cheese 
and onion, steak and GUINNESS®, 
peppered steak and chicken Balti - and have 
a recommended retail price of £1.79.
Each fi lling is encased with Holland’s golden 
shortcrust pastry.
Bill Smith-Coats, Sales and Marketing 
Director at Holland’s Pies, said: “Our new 
Micro 2 Go® range off ers a truly innovative 
proposition to the slice category. 
“As convenient as they are delicious, these 
tasty snacks bring our products to life in a 
completely new way. The technology we’ve 
used has never before been paired with 
Holland’s pastry and we’re really pleased.” 

Company: Roberts Bakery
Product: Bakery Thins

BREAD

Roberts Bakery’s new Bakery Thins 
aim to deliver a versatile, healthier 
addition to the food-to-go and QSR 
Industry.
The four-strong range has been 
created to feed the nation’s increasing 
hunger for alternatives to regular 
sliced bread and rolls – whether that’s 
for breakfast, lunch, evening meal or 
snacks.
Calorie content in the range – which 
includes wholemeal and white Thin 
Rounds, white Skinny Thin Rounds 
and white Skinny Thin Slices – starts 
at just 120. 
From toasties to breakfast rolls, spicy 
falafel to light burgers, Bakery Thins 
are described as being perfect for 
today’s health-conscious consumer.
Roberts’ Bakery Thins can also be 
pre-prepared as toasties and counter-
chilled – off ering real visual appeal. 
Then after just three minutes on a 
panini press or grill, they are hot and 
ready-to-eat. 
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Fairfi elds Farm’s Kelly Bronze Turkey, Sage & Onion Crisps bring together the 
succulent fl avour of Kelly Bronze roast turkey and the taste of fragrant sage and 
onion.

Produced on the Fairfi elds family farm in Essex, the crisps use only the best quality 
potatoes that are dug, chopped, cooked and packed all on one site to ensure the best 
taste and the lowest possible food miles. 

Working together with Kelly Bronze, which is based just down the road in Danbury, 
Essex, Fairfi elds Farm has produced a product described as being full of festive 
fl avour.

Robert Strathern, founder of Fairfi elds Farm Crisps. “Our new Kelly Bronze Turkey, 
Sage & Onion Crisps are not only delicious, but truly striking too. The black packaging 
is sleek and eye-catching and the crisps inside don’t disappoint.”

Kelly Bronze Turkey, Sage and Onion Crips are on sale now. RRP 80p for a 40g bag.

See your  
product here!

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

Then call 0333 003 0499

DESSERT

Free Spirit is a new 
premium adult fruit drink 
brand. 
There are fi ve fl avours 
in the range, which are 
blood orange, lemon and 
yuzu, spiced tomato, 
apple, mint and lime, and 
watermelon and peach. 
They have been carefully 
blended to ensure the 
drinks are completely 
natural. They are also 
described as having a 
high fruit content and 
have no added sugar or artifi cial sweeteners.
While the 250ml glass bottled drinks have been designed to be served on their own, each 
variant can also be blended with a range of spirits. 
Gavin Cox of Free Spirit said: “We have spent more than 12 months perfecting the Free Spirit 
proposition to create the sort of adult soft drink that both our customers and consumers tell 
us they want – one which is a better for you, non-carbonated, made with interesting fl avour 
combinations and ultimately delicious.”

Company: Free Spirit 
Product:  Adult fruit drinkSOFT DRINK

Company: Suncream 
Product: Suncream Dairies’ Premium Sorbet

Suncream Dairies’ Premium Sorbets have been 
relaunched as dairy-free products in response 
to increased consumer demand for lactose-free 
desserts.

The new sorbets still incorporate the same 
fruit purees imported from Italy and real 
Champagne as before, but the small amount of 
milk previously included in the recipe has been 
eliminated.

Rebecca Manfredi, Managing Director of 
Suncream Dairies, said: “Chefs are telling us that 
they like to off er sorbet as a dessert for those 
people following a lactose-free diet, so this move 
further improves what is already a luxurious and 
versatile product.” 

The easy scoop Premium Sorbets are available 
in lemon, orange, mango, raspberry and Marc 
de Champagne fl avours, in two litre tubs. 
Manufactured in a nut-free environment, they’re 
also suitable for vegetarian, gluten-free and egg-
free diets.

SNACK
Company: Fairfi elds Farm
Product: Kelly Bronze Turkey, Sage & Onion Crisps
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Dates for your diary

DIARY DATES

In the next issue
Pizza & Pasta 

Location
EXCEL, LONDON

The Franchise 
Show

17th - 18th

Attracting thousands of entrepreneurs and 
business owners, The Franchise Show is the 
largest franchise exhibition in the UK. 

With more than 150 franchise brands, 
80 free seminars and workshops, it is 
the perfect place to learn more about 
franchising.

Visitors will be able to learn more about 
a whole host of UK and International 
franchises, as well as get advice on 
franchising their businesses, or information 
on becoming a franchisee. 

There will also be experts on hand to 
discuss funding any franchise plans.  

FEB
2016

As two of the nation’s favourite menu items, the opportunities created by serving pizza and pasta are huge. We look at 
how you can add these items to your menu and fi nd out about the latest trends. We also aim to discover what equipment 
and packaging you can use to help serve up the perfect pizza and pasta dishes.

Location
NEC BIRMINGHAM

Great Hospitality 
Show

23rd - 25th

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

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

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

The event will feature the broadest range JAN
2017

Breakfast 
Widely viewed as the most important meal of the day, breakfast is a highly lucrative area of foodservice which continues 
to grow at a steady rate. We look at how you can tap into the breakfast market and discover what products are available 
to help you achieve this. We also turn the spotlight on the growing demand for breakfast on-the-go, and fi nd out about the 
packaging available to help you incorporate this option into your business. 

Make Your Business Greener 
Sustainability is key in today’s market, with more consumers being environmentally astute. We take a look at how you can 
make your business greener, whether it be through the packaging you use or energy saving equipment. We will also fi nd 



CALL US ON 0333 003 0499

COMBINED SUBSCRIPTION FOR BOTH

MAGAZINES JUST £49.99 PER YEAR

Receive printed issues of Food Franchise Magazine (Quarterly) 
The UK’s only magazine decidated to food and drink franchise opportunities

QuickBite Magazine (Monthly)
 The UK’s largest food-to-go magazine

Single copies available nationwide at WHSmith & all good independent retail stockists

EXCLUSIVE READER OFFER 

www.foodfranchisemagazine.co.uk
Subscribe online at

www.quickbitemagazine.co.uk

Subscribe online at

Follow us @franchise_food Follow us @quickbitemag




