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a message from the editor

We’re aVailaBle On YOur  
pc, taBlet and phOne
Download the latest issue of 
QuickBite magazine for free 
from Pocketmags, The App 
Store, Android, Amazon, Online, 
Playbook and Windows 8
Follow us:

@QuickBiteMag

/QuickBiteMagazine

Welcome to the October edition of QuickBite Magazine.

It’s been a frantic month in the world of food-to-go and quick service restaurants, 
with a whole host of trade shows serving up the very best the industry has to 
offer.

QuickBite was on hand at both the Speciality and Fine Food Fair and lunch! 
handing out magazines and speaking to visitors and exhibitors.

The team also got to sample some of the fantastic new products that will be 
arriving in outlets up and down the country very soon.

However, the trade shows don’t stop there, and QuickBite will out and about 
again in the coming weeks and months, continuing to spread the word about the 
fantastic industry we are all involved in.

Anyway, back to this month’s magazine.

Our first feature focuses on online ordering. We find out what is driving outlets 
to embrace the wonders of the web and uncover the latest developments in this 
sector.

Next up, we explore small plates and side orders, finding out what products you 
should include on your menu and how you can tempt customers to spend a little 
extra cash. 

In our final feature, we take a look at sauces, rubs and marinades. We discover 
the latest trends and find out what products you can use to help your food stand 
out from the crowd. 

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

We also speak to the creators of Britain’s Best Burger, as well as taking a look at 
the latest business properties on the market in our property section. 

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

Until next time,

Steven To subscribe call  +44 (0) 333 003 0499
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Shoppers are now able to enjoy Benugo’s 
coffee and food from the newly remodelled 
area, situated on the basement floor of 
TOPSHOP. 
The concept gives customers the opportunity 
to experience a combination of high-quality, 
flavour and style that both brands are known 
for, to make TOPSHOP Oxford Street the go-
to destination for food and fashion.  
Ben Warner, Benugo Founder, said: “This is 
an exciting opportunity for us to bring our 
finest-quality coffee and delicious food to 

TOPSHOP customers, every day. 
“With the aim of bringing great British food 
and fashion together, this isn’t simply a café 
within a store. We’ll be introducing new 
elements such as bespoke packaging and 
menus, custom feature walls, and unique 
Benugo-TOPSHOP uniforms that will update 
every season. 
“For us, TOPSHOP is an iconic British brand 
that reflects our very own values, forming an 
ideal brand partnership.”

Benugo opens in Oxford street tOpshOp
Benugo has opened a new outlet in TOPSHOP Oxford Street, the 
fashion brand’s global flagship store. 

the restaurant group 
appoints new ceO

Andy McCue, who previously held the role 
of Chief Executive at Paddy Power plc, will 
start his new role with The Restaurant Group 
on September 19.

Mr McCue will replace Danny Breithaupt, 
who has left the company after 15 years, 
two of which he spent as CEO.

Debbie Hewitt, The Restaurant Group 
Chairman, said: “Danny has provided strong 
operational leadership over the years.  

“He has fully participated in the review 
of our operating strategy in a professional, 
conscientious and thorough way.  

“We have agreed that this is an 
appropriate point for him to handover to a 
new leader who will implement the initial 
actions and set the priorities for this next 
phase of development for the business. We 
wish him well for the future.”

 Announcing Mr McCue’s appointment, 
Ms Hewitt, said: “I am pleased to welcome 
Andy to the Company. I am delighted that 
he will be able to lead the implementation 
of this initial phase of our operating strategy 
and then prioritise the ongoing review. 

“Andy brings strong consumer, people 
and brand-led CEO credentials, with very 
relevant experience from a multi-site 
business. 

“His extensive strategic background, 
coupled with a strong commercial flair, 
proven hands-on operational expertise and 
digital credentials, will bring considerable 
strength and new skills to the leadership of 
our executive team. 

“We welcome him to the board and very 
much look forward to working with him.”

Mr McCue is currently a Non-Executive 
Director and Chairman of the Remuneration 
Committee of Hostelworld plc, a recently 
listed digital, international travel business.

As well as Frankie and Benny’s and 
Chiquito, The Restaurant Group also owns 
Coast to Coast, Garfunkel’s, Brunning & 
Price and Joe’s Kitchen.

The Restaurant Group plc, which 
owns chains including Frankie 
and Benny’s and Chiquito has 
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Study aims to help fish 
and chip shops serve up 
business success 
A third of consumers would eat 
fish and chips more often if there 
was a more varied selection 
of portion sizes available, new 
research has revealed.

Three out of four people (72 per cent) also 
said they would like their fish and chips to be 
cooked in a way that lowered the saturated 
fat content, according to the study from 
Seafish and AHDB Potatoes. 

The study kicks off a new fish and chip 
industry campaign called Enjoy Fish and 
Chips, designed to help fish and chip 
providers understand what their customers 
want and giving industry access to the latest 
nutritional analysis on takeaway fish and 
chips.  

The aim is to arm outlets with the tools 
they need to modernise their offering in line 
with the latest consumer preferences on 
variety and nutrition, directly combating the 
declining sales the sector has witnessed 
since 2010. 

The research also discovered a notable 
disparity in standard portion sizes served 
across the industry by comparing the fish 
and chips offered at over 600 businesses 
throughout the UK. 

In addition to the insight into portion 
sizes, the findings reveal health conscious 
consumers want more readily available 
nutritional information and a wider selection 
of meal options. 

As part of the Enjoy Fish & Chips 
campaign, Seafish and AHDB Potatoes have 
created a web hub and produced a summary 
report to provide guidance and tips on how 
shops can use the data to their advantage. 

Tom Pickerell, Technical Director at 
Seafish said: “Fish and chip outlets serve 
their communities with tasty, nutritious, 
convenient, good value for money food. 
However, it must evolve with changing 
consumer preferences to remain relevant, 
otherwise it is in danger of falling behind.” 

Rob Clayton, Sector Strategy Director at 
AHDB Potatoes said: “This research is the 
most comprehensive piece of insight into 
the fish and chip industry ever produced. It 
is full of valuable information that can help 
businesses make simple changes that will 
make a huge difference to their bottom line.”

Businesses can visit the Enjoy Fish & Chips 
web hub to download the full report and get 
more information on the research and how it 
can help them. 

Pizza Hut launches the world’s first playable pizza 
box dJ decks

Created in partnership with printed 
electronics company, Novalia, users 
unfold the innovative box to reveal a sleek 
design modelled on a modern DJ set up.

This includes two turntables, a cross-
fader, pitch volumes, cue buttons and is 
able to rewind the music it is playing. 

Fans of pizza hut and music will have 
the opportunity to claim a playable pizza 
box with purchases of any collection pizza 
from five select huts across the UK. 

Conductive ink has been used to create 
this innovative product, which works by 
tapping and sliding your fingers over the 
controls. 

Kath Austin, Director of HR and 
Marketing at Pizza Hut restaurants, said: 
“Music and food is the ultimate combo 
– we know our customers love listening 
to their favourite tunes over a pizza and 
we’ve now given our collection customers 

Pizza Hut Restaurants has served up the world’s first playable pizza 
box DJ decks. 

the chance to combine and enjoy the two 
in the most innovative way. You just have 
to order a takeaway to a have chance of 
getting one.

“DJing is a huge passion for many of our 
guests so we thought it would be a great 
idea to give our pizza boxes a new lease of 
life by transforming them into real DJ decks 
for our customers to play and mix their 
own beats. We can’t wait to hear what our 
customers think of them.” 

Dr Kate Stone, owner of Novalia, said: 
“For Novalia, the fun part of the Pizza Hut 
Restaurants’ project was working out how to 
integrate our tech around a 3d object, while 
retaining responsiveness and sensitivity to 
human touch. 

“We’re proud to be part of another world 
first and can’t wait for the public to enjoy 
mixing their own music.”
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The company’s new offering is one third 
less fat than regular cheese and is available as 
a topping on all of Papa John’s pizza.

It has been introduced following feedback 
from customers who wanted the choice 
between the chain’s regular offering and a 
lighter option.

John Schnatter, Founder, CEO and 
President of Papa John’s, said: “As a pizza 
maker, my goal has always been to bring 
people together around quality pizza that 
everyone can enjoy. 

“We want to accommodate different 
preferences, so we added lower fat cheese to 
give people more options, while still delivering 
the same better ingredients that make for 
better taste.”

Gareth Davies, Regional Vice President for 
Western Europe and Papa John’s UK, said: 
“We’re always tinkering with new menu items 
and recipes, and this is a great option for 
people who prefer pizza on the lighter side. 

“You won’t find any processed, low-calorie 
ingredients because our menu items are 
made from the same better ingredients our 
customers expect from us.

 “This means new and existing customers 
can now enjoy high quality, lower fat cheese 
pizza, combined with other lighter options on 
Papa John’s menu, such as the SNOG frozen 
yogurt, or the new chargrilled Corn on the 
Cob.”

 
Pizza chain Papa John’s has 
launched a lower fat cheese option 
for health conscious customers.

papa John’s serves up 
lower fat cheese option.

Burger Brothers claims Britain’s Best Burger 
title 

The independently-owned outlet, which 
prides itself on having an original and unique 
approach to its burger menu, has a ‘cult’ 
following in the South East.

It beat five other finalists to scoop the prize 
of £10,000 of PR support to help make it 
famous for its burger. 

Burger Brothers was named the winner 
following two stages of judging where its 
menu was assessed against strict criteria 
including originality, quality of ingredients, 
chef skill, range of choices and customer 
feedback.

Nadz Nwokoro, Co-owner and Head 
Chef at Burger Brothers, said: “We are 
so unbelievably proud and grateful to be 
awarded the Britain’s Best Burger title. 
For such a small independent company to 
be acknowledged by Hellmann’s is truly 
mind-blowing! We accept this on behalf of 
burger lovers everywhere, but special thanks 
to the people of Brighton and Hove! And 
Hellmann’s, of course!”

Gavin Lucas, the burger blogger known 
as ‘Burgerac’, and owner of Burgerac’s 
Burgershack, led the panel of judges who 
decided the winner.

He said: “The Burger Brothers are a 
worthy winner of Hellmann’s Britain’s Best 

Burger competition. It’s burger excellence 
delivered by very nice guys on a street 
in Brighton. They don’t conform to any 
standard formula yet combine quality 
ingredients in a way that delivers pure 
eating joy. Its famous Benneton Burger 
is a great example of this because they 
slice the mushrooms and chorizo super 
thin and include just enough of every 
ingredient to strike a perfect balance. 
Looking forward to my next visit!”

Rhodri Morgan, marketing manager 
at Unilever Food Solutions, which 
make Hellmann’s who sponsored the 
competition, said: “Our hunt for Britain’s 
Best Burger has seen entries of fantastic 
quality from hundreds of venues, but 
we’re delighted to hand the title to Burger 
Brothers. Its burger menu stood out from 
the crowd and is a fantastic representation 
of the exceptionally high standard of 
burgers on offer across the UK.” 

The other finalists in the competition 
were The Grazing Shed, in Cardiff, Annie’s 
Burger Shack, in Nottingham, Meat59, 
in Torquay, Jam Jar, in Newcastle, and 
Burgers and Beers, in Edinburgh. Each 
receives £2,500 of PR support to help put 
their burger on the map. 

Burger Brothers burger bar, in Brighton, has been crowned the winner 
of Britain’s Best Burger competition. 
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suBWaY® joins 
instagram to help keep 
customers in the picture

SUBWAY® hopes that joining the social 
media platform will help it build on the 
success the brand has had on Facebook, 
Twitter and YouTube.

The chain has a combined total of 
484,000 fans and followers on social 
media.

The Instagram account adds a new 
creative channel, with food art posts, 
influencer collaborations and sharable 
content planned.

The launch ties in with the expansion 
of the brand’s premium range, which sees 
the addition of two twists on the popular 
Steak and Cheese Sub.

Sacha Clark, Marketing Director for 
SUBWAY® UK and Ireland, said: “We’re 
extremely proud and excited to be 
launching on Instagram as it’s a platform 
that is important to our audience.

“Our creative content will emulate the 
choice and variety that the SUBWAY® 
brand stands for, starting of course with 
the tasty expansion of our Big Steak 
Range.”

Sandwich chain SUBWAY® is 
aiming to keep its UK and Ireland 
customers in the picture via its 
new Instagram account.

On-the-go coffee brand Costa 
Express has announced the 
installation of its 6,000th self-serve 
coffee bar.

costa express installs 6,000th self-service 
coffee bar

The machine was installed at Tesco, in 
High Wycombe, and puts Costa Express 
on track to achieve its target of over having 
8,000 self-serve coffee bars in operation by 
2020.

Costa Express has grown at an average 
of 70 new machines every month since the 
£59.5million acquisition of Coffee Nation, 
in March 2011, and following extensive re-
branding and technological developments. 

 Costa Express serves barista-style 
coffee by combining fresh milk with Costa’s 
famous freshly ground Mocha Italia blend – 
the same blend enjoyed in stores. 

Murray McGowan, Costa Express 
Managing Director, said: ‘Costa Express 
has enjoyed tremendous growth from 877 
machines in 2011, to 6,000 today. 

“We’ve always been confident that we can 
deliver an unbeatable coffee experience to 
on-the-go customers by using interactive 
technology, great Costa coffee and fresh 
milk. 

“This milestone only continues to 
demonstrate that there is clear appetite for 
our award-winning coffee brand. 

“We’ve also been able to export the 
intelligent concept to international markets 
and are encouraged by the results, 
signifying the appeal of the brand overseas 
and potential for further growth.”

Oriental fast food restaurant Chopstix Noodle Bar has launched its new 
look brand identity at the opening of its newest outlet. 

chopstix noodle bar trials new brand identity

The shop, at the Trinity Centre in the heart 
of Aberdeen, is the fifth in Scotland.

The opening of the restaurant created 
ten new jobs and saw the introduction of 
Chopstix refreshed brand livery, which was 
created and developed in partnership with 
Mystery Design.

The brand’s new look and feel will be 
assessed over the next few months in 
preparation for the launch of Chopstix 
Group’s flagship restaurant in Oxford Street, 
London, later this year, where a full unveiling 
of the new store concept will take place.

Max Hilton Jenvey, Chief Operating 
Officer of Chopstix Group UK said: “The 
Trinity Centre is an ideal central location for 

our Chopstix Noodle Bar. 
“Our location on Union Street will allow 

us to serve the Aberdeen community in a 
high footfall city centre, with longer opening 
hours, from 11am to 11pm. 

“We will provide our guests with faster, 
fresher, healthier authentic Oriental fusion 
cuisine in a cool, casual and relaxed family 
environment.”

Linda Stewart, General Manager of the 
Trinity Centre said: “It is great to see another 
empty unit on Union Street filled with a 
great brand, I am sure that the Aberdeen 
public will respond positively to the fabulous 
restaurant and takeaway offer.”
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The new CES Touch EPoS system boasts multiple functions that 
can be tailored to a company’s needs. 

These include allowing businesses to monitor stock levels and 
employee activity, as well as take bookings and reservations. 

CES Software launched its first ground breaking software, CES 
Touch Screen EPoS software 20 years ago. 

Since then, it has grown to become a market leader in the 
provision of user-friendly and affordable point of sale applications.

CES Software was bought 10 months ago by 3R Telecom, a UK-
based EPoS and electronic payments solution company. 

Its customer base includes pubs, clubs, hotels, restaurants, 
CTN’s, grocery stores, jewellers and dry-cleaners. 

3R Telecom has also started providing links from the software to 
the Symbol groups such as Londis, Costcutter, Nisa and Premier 
Group.

Ramesh Patel, director of CES Software said: “We are excited 
to launch CES Touch and demonstrate to everyone what we have 
been working on. 

“We are proud of the work we have completed over the past 10 
months and now we want to launch this amazing new product.

“We remain committed, as always, to ensuring the software 
remains a market leader and we are confident it will appeal to 
dealers and end-users.”

ces software unveils its latest 
advancement in epos technology 
EPoS specialist CES Software has unveiled 
its latest electronic payment solution to help 
businesses, including food-to-go and quick 
service restaurants.

Work at the Millennium City Campus, in the centre of 
Wolverhampton, is currently underway and due to be completed by the 
autumn.

The new Starbucks store will offer a mixture of bench seating, high 
stools and soft furnishings.

Emma Furnival, Assistant Director for Hospitality and 
Accommodation Services at the University, said: “We’re really excited 
about opening the new Starbucks store. 

“The investment at the City Centre Campus is focused on improving 
and extending catering facilities proving more choice for students, 
staff and visitors, as well as creating a more attractive environment for 
everyone who uses the campus.”

starbucks to open as part of 
£4m university project
Coffee chain 
Starbucks is to 
open a store at 
the University of 
Wolverhampton 
as part of a £4m 
redevelopment 
project.
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The company has also declared an 
ambitious company vision - to create the 
world’s greatest food community. Just Eat aims 
to bring this to life via the major brand refresh, 
which will initially launch in the UK before being 
rolling out to other markets.

The business has also launched a number 
of new initiatives to underline the company’s 
commitment to optimise the brand experience 
for customers and restaurant partners.

These include Just Eat being one of the 
launch apps for Apple Watch Series 2 and 
WatchOS 3, which was unveiled last week.

Just Eat’s new Facebook Messenger 
Chatbot will also bring food discovery to life by 
engaging with customers to coach and inspire 
their food choices. Reflecting the personality 
of the Just Eat brand, customers will be 
able to message the Chatbot, whether they 
fancy ordering their usual favourite or trying 
something new, and the bot will offer them a 
selection of different restaurants they haven’t 
previously ordered from.

The Just Eat app and website will also be 
refreshed and new features added.

David Buttress, CEO at Just Eat said: “Just 
Eat has operated in the UK for 10 years and is 
now one of the most recognised and best-
loved food tech companies in the country.  

“As we embark on our next phase of growth 
and cement our leadership position, our new 
vision - creating the world’s greatest food 
community - provides us with new focus and 
momentum to take the business forward.”

Online food delivery service Just Eat has revealed a new brand identity.

chopstix opens Welcome Break noodle bar

Following the popularity of the venue since 
its opening last month, co-founders Arthur 
Campbell, Alex Large and Tasos Gaitanos 
decided to take things to the next level and 
open later. 

As day turns to dusk, Brother Marcus will be 
serving up ‘Big Boy’ sandwiches, loaded buns, 
cocktails, craft beer and wine, from 6pm until 
11pm, Wednesday to Saturday. 

Made with freshly baked focaccia bread, 
the ‘Big Boy’ sandwiches include The Salty 
Wench, with 14-hour braised salt beef, two 
fried eggs, shredded potato crisps, gherkins 
and smokey paprika sauce. 

Another is the Notorious P.I.G, with slow 
roast spiced pulled pork, crunchy apple and 
rocket salad, lime yoghurt, crispy corn and 
dirty Mexican sauce.

Tasos said: “We noticed there wasn’t much 
out there in terms of proper sandwiches in 
London. 

“By applying some street food knowledge 

Brother Marcus Garden Café is now opening its doors after hours. 

Brother marcus goes big with after-hours offering 

we’ve taken the concept to a whole new 
level by going big and seriously naughty. 

“A simple menu means extra care is taken 
to assure a balance of flavours and textures, 

combining them to bring the unexpected to 
something fairly ordinary. There are no half 
measures at Brother Marcus. Shearing is 
recommended.” 
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spice lovers invited to get 
nominating for asian curry 
awards
Spice lovers are being urged to 
get their nominations in for the 
restaurant they think should be 
rewarded at the sixth Asian Curry 
Awards.

The awards are open to Bangladeshi, 
Burmese, Chinese, Filipino, Indian, 
Indonesian, Japanese, Korean, Malaysian, 
Middle Eastern, Singaporean, Sri Lankan, 
Thai, Turkish and Vietnamese restaurants and 
takeaways.

The deadline for entries is midnight on 
Friday, September 30.

An expanded format sees the creation 
of new categories for Curry Pub, Buffet 
Restaurant and Event Caterer. There is also a 
separate category of Vegetarian Restaurant.

Other award categories include Fine Dining 
Asian Restaurant of the Year, Casual Dining 
Restaurant of the Year, Asian Takeaway/
Delivery Restaurant of the Year, Newcomer 
of the Year (restaurants established less than 
three years) and Lifetime Achievement.

There are also 10 regional awards for 
top Asian restaurants in London, London 
suburbs, South East, South West, East, 
South Coast, North, Midlands, Wales and 
Scotland and Northern Ireland.

Last year’s top accolade went to Vivek 
Singh’s acclaimed Cinnamon Club, which 
was named Best South Asian Restaurant 
(Central London).

This year’s winners will be announced at a 
glittering awards ceremony, at the Grosvenor 
House Hotel, on Park Lane in London’s 
Mayfair, on Sunday, October 23.

Yawar Khan, Chairman of the Asian 
Curry Awards, said: “To survive and 
thrive, restaurant owners must respond to 
customers’ changing customer tastes and 
chefs need to innovate and produce the 
exciting, healthy and authentic dishes that 
today’s discerning diners demand.

“These awards are design to recognise 
the best in this industry and encourage ever 
higher standards and the next generation of 
chefs and restaurateurs to join this dynamic 
sector.”

the gram go green summit is back for 2016

Taking place on the 29th November at 
London’s sustainably committed venue, 
The Soho Hotel, The Gram Go Green 
Summit’s exciting line-up of industry 
experts including Kirsty Saddler from 
popular restaurant chain Leon, Mike 
Hanson from BaxterStorey and celebrity 
Eco chef, Tom Hunt is ready to arm 
caterers and business owners with in-
depth knowledge and simple tools to help 
them work towards a more financially and 
environmentally sustainable future for the 
wider industry. 

This year’s summit guarantees to offer 
something for everyone whether you work 
in the cost sector or profit sector, the line-
up of inspirational speakers will be sure to 
leave the audience inspired to take steps 
towards a more sustainable future, from 
minimising food waste and responsibly 
sourcing produce to reducing energy 
consumption and purchasing energy 
efficient equipment. 

The full-day conference will also 
see the launch of the long-awaited 4th 
Gram Green Paper. Published biennially, 
the paper reports on the attitudes and 
changes made in the foodservice industry 
over a two-year period. 

The Gram Go Green Summit’s line-up 
includes:

•The ‘Lay’ Of The Land, Mark Linehan, 
consultant  
•Legislation & Brexit, Is It Up To The UK To 

Back by popular demand, this Autumn’s Gram Go Green Summit is 
getting ready to tackle the issue of sustainability across an ever-
changing foodservice landscape. 

Fix It? Keith Warren, CESA
•Keeping Our Planet Green, Mike Hanson, 

BaxterStorey  
•Gram 2016 Green Paper launch, Richard 

Webber, Cambridge Direction  
•The Responsible Procurement Debate, 

TUCO, Julie Barker, HCA, Philip Shelley & 
NACC, Roger Kellow 

•The Mexican Wave Effect, Clephane 
Compton, sustainable consulting  

•Sustainability On The Go, Kirsty Saddler, 
Leon 

•The Natural Cook, Tom Hunt 
With places limited to 100 don’t miss 

out. Visit www.gogreenwithgram.co.uk/
Summit2016Reg/index to secure your place 
now! 

Spaces will be allocated on a first come 
first serve basis to professional caterers, 
chefs and those responsible for the 
specification and procurement of catering 
equipment in the UK.

For more information on energy efficient 
refrigeration, visit www.gogreenwithgram.
co.uk or call 01322 616900
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Restaurant Brands International, which owns 
the company, made the announcement 
following the establishment of a master 
franchise joint venture with a British investor.
The joint venture company will be the master 
franchisee of the Tim Hortons brand in 
England, Scotland and Wales.
Daniel Schwartz, CEO of Restaurant Brands 
International, said: “This deal is part of our 
growth plan to take the iconic Tim Hortons 
brand around the world.
“Great Britain is an attractive QSR market with 
a strong and growing coffee culture, so it is a 
natural fit for the brand.”
Elías Díaz Sesé, President of Tim Hortons, 
said: “This is an incredibly proud moment 
for the Tim Hortons brand as we enter this 
dynamic market.
“We look forward to bringing some of our 
signature products to Great Britain and 
helping our partners build brand awareness 
and open restaurants to welcome new 
guests.”
Gurprit Dhaliwal, CEO of the joint venture 
company, said: “We are thrilled to introduce 
the iconic Tim Horton brand and Canada’s 
favourite coffee to Great Britain.
“Our guests in England, Scotland and Wales 
are sure to be delighted with our focus on 
delivering great products and an exceptional 
guest experience.”
Last month, Restaurant Brands International 
announced a master franchise joint venture 
agreement to develop the Tim Hortons 
brand in the Philippines. The brand also has 
restaurants across Canada, the US and the 
Middle East.

tim hortons to launch 
in great Britain
Canadian coffee shop chain Tim 
Hortons is to launch in the UK.

Breakfast cereal Weetabix has added all-green 
traffic lights to its Weetabix Original and 
Weetabix protein packaging. 

Kevin Verbruggen, Head of Brand at 
Weetabix, said: “As a category leader, we 
have a responsibility to provide best-
practice food labelling, to help shoppers 
make more informed choices.

“Shoppers tell us that they’re often 
confused by the wide range of cereals, 
and the easy-to-read traffic lights make it 
simpler for health-conscious shoppers to 
make a quick, informed choice. This can 
only benefit shoppers, their families, and 
the category.”

Research shows almost seven in 10 
people are concerned about the health 
benefits of cereal and 65 per cent are 
looking to reduce the sugar intake in their 
diet. 

These concerns are being reflected in 
consumers’ purchasing choices, as higher 
sugar cereals face a decline in sales, while 
Weetabix sales have grown £2 million this 
year to date.

Weetabix Original is made from 95% 
wholegrain wheat, and fortified with 
vitamins and iron. It is high in fibre and 
nutrients and low in sugar and salt.

 Mr Verbruggen said: “We are actively 
encouraging more children to start the day 
with a good breakfast. All of our family 
cereals meet the strict nutritional standards 
for marketing to children, which highlights 
how seriously we take our responsibility to 
providing nutritious breakfast choices.”

The company is one of the few cereal brands to share its nutritional 
credentials in this way.
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For the second year running, the awards will celebrate the 
diverse range of cuisines and the amazing contribution a nation of 
high street heroes make to our economy.

 Voting is now open for the British Takeaway Awards 2016, 
which are run in association with Just Eat, the world’s leading 
digital market place for food delivery. 

If you fancy winning the coveted title of Best Takeaway in 
Britain, as well as a £5,000 prize, then it’s time to make sure your 
customers put you forward. 

Members of the public have until midnight on October 6 to 
nominate their favourite local takeaways.

 And the backing of the public does matter. 
After the nomination process closes, a shortlist of ten takeaways 

in 13 different regions of Britain will be announced on October 10. 
The public will be then asked to vote for a favourite in their 

region, with voting starting at 9am, on October 10, and closing at 
midnight, on November 24. Any votes cast outside of these times 
will not be counted.

The five takeaways in each region that receive the most votes 
will then be placed in the final shortlist and invited to attend the 
star-studded awards ceremony.

 The British Takeaway Awards 2016 will take place on December 
5 at The Savoy, in London, where the most celebrated names in 
British takeaway food will come together to celebrate the success 
of Britain’s best independent takeaway businesses. 

 In total, 14 awards will be presented.  Each of the 13 regional 
winners will receive £1,000 and free sign up to Just Eat, or their 
sign-up fee returned if they are already a partner. But one of the 
13 will be extra lucky as they will win the coveted award for Best 
British Takeaway in Britain and also receive a cheque for £5,000.

 Graham Corfield, UK Managing Director of Just Eat, said: “The 
British Takeaway Awards are about celebrating the huge role that 
takeaways play in the fabric of British society and the contribution 
that the industry makes to the UK economy. 

“Across the length and breadth of the nation are local heroes 
who are producing amazing food, delivering great customer 
service and making amazing contributions to their local community 
- it’s only right that we recognise that hard work and dedication.”

To vote in the British Takeaway Awards, visit  
www.thebtas.co.uk.

get voting to see your favourite 
food outlet honoured at the 
British takeaway awards

The British Takeaway Awards are back to 
recognise and reward the dedication of local 
takeaway owners.

The Takeaway Innovation Award is given to a product that has 
made an outstanding impact on the food-to-go industry in the past 
12 months. 

Cornware, which is made from Origo (a starch based bio-plastic 
made of corn and yam), is 100% biodegradable, durable, leak proof 
and heat resistant.  

Cornware products include plates, cutlery, cold cups, lunch 
boxes, bowls, trays and bags. Aside from being competitively priced, 
Cornware disposables are of high quality as they are durable, leak 
proof and heat resistant.  

cornware nominated for 
takeaway innovation award
Green packaging company Cornware has seen its 
100% biodegradable tableware nominated for the 
Takeaway Innovation Award at this year’s Takeaway 
Innovation Expo 2016. 
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The South African-based business acquired 
the entire share capital of GBK for £120 
million.
Launched in 2001 in Battersea, South London, 
GBK now comprises 75 company-owned 
restaurants across the UK.
Kevin Hedderwick, Famous Brands’ Group 
Strategic Advisor responsible for M&A activity 
said: “In terms of scale and scope, this is the 
biggest deal the Group has ever concluded, 
and one which will transform the future of 
the business. It will be as much of a game-
changer for the Group as our acquisition of 
Wimpy SA was in 2003. 
“Quite simply, GBK is a best in class business 
and brand, with growing consumer equity, 
supported by a phenomenal leadership team.”
GBK’s team will continue to manage the 
business, with no changes to personnel 
planned, and the intention is for the transition 
in ownership to be effected seamlessly, with 
no disruption to operations.
Alasdair Murdoch, CEO of Gourmet Burger 
Kitchen, says “We’re delighted to move 
onto the next phase of growth with Famous 
Brands. Since we started dealing directly with 
the team, there has been real chemistry and a 
sense of shared understanding and vision.
“GBK has grown rapidly, and has had 
continuous like-for-like sales growth, but at its 
heart GBK is much more than that. It’s based 
on fantastic restaurant teams and critically, a 
continuous journey towards excellence in our 
food. We like to call it real burger obsession!
“Our aims remain the same: To continue 
opening 10-15 restaurants a year in the UK, 
continually elevate our food, and look at other 
growth opportunities. 
“We feel honoured to be the next chapter 
of the Famous Brands’ story and we are 
delighted to be part of the team.”

Wimpy owner buys 
gourmet Burger 
Kitchen for £120m
Famous Brands, the owner of 
Wimpy, has bought premium burger 
chain Gourmet Burger Kitchen 
(GBK).

Food for thought for businesses on combi oven 
maintenance  

According to research by The Craft Guild 
of Chefs and BRITA Professional, over half 
of professional chefs (59%) admit that their 
knowledge of water treatment to be poor 
or average

Almost three quarters of chefs surveyed 
(70%) said they were unaware that 
combi oven manufacturers won’t cover 
breakdowns caused by limescale.

They study also found that over half of 
chefs surveyed (59%) aren’t aware that 
water filters need changing regularly.  

The survey of 164 professional chefs 
also found that almost two thirds (63%) of 
chefs don’t know that untreated water can 
cause a combi oven to breakdown, while 
nearly half (45%) of chefs didn’t think that 
water filtration needs to be part of their 

regular housekeeping programme
Andrew Green, Director of Operations at 

the Craft Guild of Chefs, said: “The right 
water treatment is key to combi ovens 
functioning effectively, but these results 
have highlighted a serious knowledge 
gap. As a vital piece of equipment in 
professional kitchens, a breakdown 
mid-service would have a serious knock 
on effect, for both the customer and the 
business’ bottom line.”

Miles Dawson, sales director, BRITA 
Professional, said: “These findings 
demonstrate that there’s a job to be done 
to educate the industry on water filtration 
– what it is, what it does, and how it 
needs to be looked after in order to keep 
equipment running smoothly.”

Businesses have been given food for thought on taking care of combi 
ovens after a study revealed a lack of knowledge regarding water 
treatment. 
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The landmark opening took place in Auburn, Washington, 
outside of Seattle, in the US.

Patrick Doyle, Domino President and CEO, said: “The 
tremendous store growth worldwide is a testament to the 
continued success of our 55-year-old brand. 

“Domino’s has opened 3,000 stores across the globe over the 
past four years, making the story of store growth one of the many 
phenomenal elements of the brand’s strength.”

Domino’s operates in more than 80 international markets. The 
company had global retail sales of over $9.9 billion in 2015. 

Its system is comprised of independent franchise owners who 
accounted for over 97 per cent of Domino’s stores as of the 
second quarter of 2016.

domino’s opens 13,000th store 
worldwide

news round-up

It has recently been reported that 2.5 billion takeaway coffee 
cups per year are thrown away in the UK, and you may be 
surprised to hear that less than 1 per cent gets recycled. 

This is because most cups have a polyethylene coating (needed 
to stop leaks) that must be separated before recycling. 

Hugh Fearnley-Whittingstall is on a mission to find out why we 
waste so much. Hugh’s War On Waste has been highly publicised 
and consumers are now more aware than ever about the amount 
of waste going into landfill – not just coffee cups, but food waste, 
and all packaging.

Takeaways and street food outlets face increasing 
environmental challenges, including reducing packaging waste, 
and along with many other businesses, are being encouraged to 
consider more environmentally-friendly solutions.

Many small businesses will be left asking themselves where 
they can source more eco-friendly materials and how the cost will 
impact their bottom line. 

One UK-based company is ready to help food traders meet any 
new regulations they might face. Biopac is the leading developer 
and supplier of eco-friendly disposable food containers in the 
country. 

Starting in 2002, the team at Biopac have been working to 
create alternatives to non-biodegradable packaging. Many of the 
containers are made from cornstarch or sugar cane, so very kind 
to the environment.

Biopac have an extensive range of containers available for 
caterers, takeaways and street food vendors. 

One of the most appealing benefits of the Biopac products if 
you’re in the food industry, is that they keep your food fresh, hot 
and delicious. 

The traditional polystyrene containers we’ve been using for 
years trap heat, creating the condensation or ‘sweat’ that makes 
chips go soggy or salads go limp. The natural fibres in Biopac 
containers have excellent thermal qualities, meaning the food 
stays hot, and when the customer opens the takeaway box, the 
food looks and tastes as nice as when you boxed it up. And for an 
added bonus, the containers are microwavable and freezable too. 

One thing traders will want to watch out for as they start to 
investigate alternatives for their packaging needs is products 
being sold on the market that claim to be eco-friendly but won’t 
meet the requirements. 

Mark Brigden, Technical Director at Biopac, said: “In reality, 
these products may be just conventional plastic with an additive 
that merely breaks the material into fragments. 
These fragments still take 
200 years to disappear. 
The best way to be 
certain is to ask 
your supplier 
for the relevant 
certifications.” 

For more details 
visit www.biopac.
co.uk.

You can visit 
Biopac on Stand 
720 at the Takeaway 
& Restaurant 
Innovation Expo 27 
& 28 September at 
ExCel London.

how green is your business? 
Food-to-go traders are being encouraged to 
consider more eco-friendly disposable packaging 
alternatives in order to lessen the impact regular 
products are having on the environment.



pan’artisan releases two new 
product guide videos 
   Dough-based product supplier 
Pan‘Artisan has served up two new 
videos on its website to inspire 
customers get creative with its dough 
products.   
   The latest additions include ideas 
for how to use Pan’Artisan’s Focaccia 
Romana, along with a bread plait 
created from a dough ball.  
These videos join a growing set of 
informative guides hosted by Chris 
Dickinson, Pan’Artisan’s NPD Director, 
demonstrating a number of uses for its 
Dough Ball range.
Richard Jansen, Managing Director, 
Pan’Artisan; “Our website features a 
growing collection of video aides that 
have been created to demonstrate the 
versatility of our products, alongside 
inspirational hints and tips for using our 
range.  
“We frequently update and add new 

step by step videos to illustrate ease 
of use and offer ideas for how chefs 
can bespoke our dough balls to fit their 
exact requirements.” 

cure + cut opens its doors 
   SA new delicatessen from 
restaurateur Jerome Armit and chef 
Rufus Wickham, has opened its doors 
in the capital 
 Cure + Cut, in Seven Dials, specialises 
in home-cured pastrami, freshly made 
sandwiches and seasonal salads.
Specialising in home-cured pastrami, 
freshly made sandwiches and seasonal 
salads, Cure + Cut provides a premium 
daytime offer and is now open from 8am 
to 9pm. 
The menu features high quality and 
ethically sourced smoked, spiced 
and steamed meats, which are all 
prepared on-site and served alongside 
homemade cordials and a range of craft 
beers. 

news

The 30-cover site is set across two 
floors featuring a deli located on the first 
floor and counter seating available in the 
basement ‘hangout area’ downstairs. 
Jerome Armit and Rufus Wickham, 
Directors at Cure + Cut, both said: “We 
are delighted with our new site at the 
heart of Seven Dials.  
“The, high footfall from tourists, local 
residents and shoppers throughout the 
day has provided us with the perfect 
location for our debut.  
 “Seven Dials was our dream location 
before opening and we have already 
experienced a high level of interest and 
strong sales since our soft launch – long 
may it continue.” 
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Ordering
The online ordering market is growing year-
on-year, with more and more foodservice 
businesses looking to take advantage of 
technology. But what is driving outlets to 
embrace the wonders of the web?
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Offering customers the opportunity to 
order online is becoming increasing 
important for businesses operating in 
the food-to-go/quick service restaurant 
sector.

With people living increasingly busy 
lives, the demand for a food wherever 
and whenever is huge.

With this in mind, we aim to find out 
what benefits online ordering can bring 
to your business and uncover the latest 
developments in this sector.

Industry voices: Steven Rolfe, Managing 
Director, pointOne EPoS; Salar 
Eftekhary, Sales and Marketing Director, 
Brand A Way; Geoffrey Whittle, Member, 
Integer Computers LLP; Peter Scovell, 
Head of Marketing, ICRTouch; Damian 
Guy, Managing Director, Appaway; 
Andrew Prince, Owner, OrdaMia, and 

Brynley Price, Technology Director, MOD 
Pizza UK.

Why is online ordering 
essential for any food-to-
go/QSR business?

As lifestyles continue to chance, fewer 
meals are being cooked at home as 
people look to fit a quick meal into their 
busy schedule. 

By offering online ordering, food-to-go/
quick service restaurants can cater for 
this.

Andrew Prince, from OrdaMia, a click, 
collect and pay ahead app, said: 
“Today’s world is all about convenience, 
customer service and immediate 
availability, 

“People have less time, but want to 

do more. By offering online ordering 
it allows for greater flexibility for 
merchants and customers alike.

“From one cup of coffee, to a full blown 
meal with wine, there are no restrictions 
by value, type or quantity. It is about 
customer choice. 

“We have found that customers’ lunch 
breaks, in particular, are shorter that the 
traditional one hour and wasting time in 
a queue is the last thing people want to 
do.”

Steven Rolfe, of pointOne Epos, which 
develops and builds EPoS systems, 
agreed that online ordering provided the 
perfect solution to save people wasting 
time during busy schedules. 

He said: “Today’s customers are time 
short and with diminishing lunch times 

Online Ordering
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they need to order and collect as fast 
possible. 

“Offering an online ordering ‘click 
and collect’ service to customers is 
a key way to enhance the customer 
experience and attract and retain 
business.  

“Online Ordering also enables 
customers to order days in advance, 
which improves convenience for them 
and streamlines their business so they 
can manage and process future orders 
easier.

Peter Scovell, from EPoS software 
Provider ICRTouch, said: “For any food-
to-go/QSR business to compete within 
a busy marketplace, online ordering is 
an essential part of the business model. 

“With the surge of smartphone usage, 
online ordering platforms such as 
TouchTakeaway can provide not just 
an additional revenue stream, but also 
allows access to a wider customer base. 

“Domino’s Pizza exemplified the trend 
by reporting a 21% rise in sales for the 
summer of 2015, to £200m, with 75% of 
orders placed online and 61% of those 
made with mobile devices.

“Ordering online makes the process of 
finding fast-food simple and easy. It also 
provides the customer with additional 
browsing time so they can visually 
browse at their leisure and take in the 
entire menu in full. 

“Businesses can also reduce staff 
overheads, as with TouchTakeaway 
there is no answering phones so staff 
can concentrate on the customers in the 
shop while online orders are processed 
through the TouchPoint till automatically. 
Online ordering also reduces queuing, 
as well as time spent with each 
customer and achieves a much better 
customer satisfaction. Not only all 
this, but gains in revenue will allow the 
business to offer discounts for online 
customers to keep them coming back or 
to entice new customers.” 

Salar Eftekhary, from Brand A Way, 
which puts brands in the palms of 
customers by providing computer, 



smartphone or tablet ordering options, agreed on the 
importance of online ordering. He said: “Ordering food online 
is big business. The world’s leading takeaway ordering 
service, Just Eat, first launched in Denmark in 2001. Since 
then, it has grown to operate in 13 countries and with a 
staggering annual revenue of nearly £250m. 

“Their website and app have around 1.6million registered 
users regularly ordering food online.

“If there is one thing, these figures tell us, it’s that food 
businesses can no longer ignore the mobile and online 
marketplace. Online food ordering is massive business.”

Geoffrey Whittle, of software and hardware solution provider 
Integer, said: “Figures show that home delivery is increasing 
year on year and that the percentage of those home delivery 
orders that are made online is also increasing year on year.  

“The way that we live our lives has changed and will continue 
to change. Fewer meals are being prepared in homes and a 
generation that has grown up using smart phones online now 
has disposable income. The volume of home-delivered food 
and the percentage of orders placed online will only continue 
to increase.”

Damian Guy, of online ordering platform Appaway, said: 
“Online and, in particular, mobile ordering has changed the 
face of the food-to-go market.  Customers are taking to their 
mobile devices in droves to experience the benefits of being 
able to order their food on-the-move whenever, wherever they 
are for maximum convenience.

“Of all the orders received by takeaways who use our service 
a whopping 96% come via mobile apps rather than websites.

“What businesses are starting to realise about mobile ordering 
is that as well as providing ultimate convenience for their 
customers it also allows them to build a direct relationship 
and know their customers better than ever before.”
 
One business taking advantage of online ordering is MOD 
Pizza. 

Brynley Price, MOD Pizza Technology Director, said: “We have 
entered an ‘on demand’ era where customers now expect 
to be able to use their own devices to order any service they 
want, when they wish, rather than having to wait. 
“For quick service restaurants, customers are now nearly all 
‘digital customers’ who will discover a brand, explore the 
menu, find the location and read restaurant reviews online.  

“At MOD we see each of these interactions as an opportunity 
to engage with potential customers and offer the convenience 
of ordering from their closest restaurant, with the order hot 
and ready to collect when they wish.”
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What service providers are 
there in the market and 
what do they offer by way of 
support for businesses?

Salar said: “There are mainly two 
options out there – directory-based 
online ordering service providers such 
as Just Eat and Hungry House, where 
every restaurant is hosted on one 
platform vs. service providers such 
as Brand A Way, who build individual 
mobile apps and websites made 
specifically for each restaurant.

“You can expect a much more personal 
service from Brand A Way, as we can 
work to your requirements and ensure 
that your online ordering platform truly 
reflects your branding and company 
image. 

“Most importantly of all, Brand A 
Way helps your business save money 
on commission fees by providing a 
completely commission-free online 
ordering solution, regardless of how 
many orders you receive.”

Brynley added: “Order aggregator’s 
such as Just Eat, Hungry house, 

Deliveroo, and recently Uber Eat provide 
the opportunity to reach large potential 
customer bases within the service 
providers branded portal. 

“Alternatively B2B services provide a 
bespoke digital ordering journey within 
your own website, which can also be 
released as a mobile app. 

“For MOD this provides end to end 
control over the customer’s experience 
and allows opportunity to improve the 
design, as we gain insight from our 
customer’s feedback.”
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Peter said: “The reliability of your online 
ordering platform is a key ingredient 
to customer satisfaction. Each 
TouchTakeaway site by ICRTouch is 
crafted by a professional web developer 
and is backed by a nationwide partner 
network that is able to provide on-site 
support for your entire EPoS system.”

Damian advised: “There are a number of 
mobile ordering solutions for takeaways 
in the market and we believe it’s 
important that you research and choose 
the right solution for you.  

“Just Eat and Hungry House are the 
most well-known mobile ordering 
providers.  The benefit of these brands 
is that they have enormous marketing 

clout and drive consumer demand in 
the takeaway market and are perfect 
for businesses who want to ensure that 
they come to the attention of potential 
new customers in their local area.  

“However, with at least 70% of online 
and mobile orders coming from regular 
customers, the need to drive these 
customers to an alternative ordering 
mechanism free of commission fees is 
obvious.  This is an area that has seen 
enormous growth over the past 12 
months with more and more takeaways 
launching their own direct ordering apps 
and websites.

“Appaway was created two years ago 
with the aim of providing a white-label 

solution for businesses wanting their 
own ordering solution but not wanting 
to invest heavily or lose the ease of 
operation that the aggregation websites 
provide. The thousands of takeaways 
they now have using their service 
demonstrates they must have hit the 
right note.”

Highlighting Integer’s offering, Geoffrey 
said: “Integer have been around since 
1986.  Their inTouch software and 
systems are specifically for home 
delivery, takeaway and table service 
with integrated online ordering and text 
messaging. All systems supplied include 
12 months support and customers have 
access to an emergency helpline in the 
evening and at weekends.”



Cambridge’s family-run 
Indian Restaurant Prana was 
awarded the highly prestigious 
English Curry Award this past 
August for Best Restaurant - 
East. Additionally, they took 
the Restaurant Design of the 
Year 2016 award.

Prana Director Kobir Ahmed 
credits his family’s ability to 
afford the winning design to a 
significant increase in profits 
from online take-away sales.

Fueled by eTakeaway Max™ 
Prana was able to:

• Eliminate commissions and pay 
just a nominal rate for online  
ordering

• Introduce its own Prana mobile 
ordering app

• Increase cash flow by having 
takeaway proceeds deposited 
into its account each day

• Offer daily specials on the fly 
with online automation

• Easily track and settle with 
drivers faster

• Speed up in-restaurant dining 
by using a tablet for table 
ordering

• And best of all, increase the 
size of each takeaway order with 
automatic suggestions on drinks 
and sides 

Kobir also said Prana was 
able to greatly reduce fees 
paid to their previous take-
away vendor for the credit 
card gateway

In essence, Prana was able to 
redirect newfound profits into 
creating a top-notch restaurant 
design that keeps customers 
coming back…and was 
outstanding enough to win the 
English Curry Award 2016 for 
the Best Restaurant Design in 
England.

“eTakeaway Max™ is the best 
solution we could find for 
handling our online orders,” 
added Kobir.

eTakeaway Max™ is family-
owned and in just three 
short years has brought its 
customised service to an ever-
growing number of restaurants 
throughout the U.K.

“Your restaurant is different from 
all others. So should your  
takeaway ordering system,” 
stated Kobir.

eTakeaway Max™ prides itself 
on hands-on personalisation 
of every restaurant they serve. 
Tailoring every online ordering 
system to the restaurant brings 
more orders.

Business Profile

Get £100 to test drive the 
eTakeaway Max™ 90-Day 

Risk-FREE Trial
with Money-Back Guarantee... 

call 01423 226206 now!

Takeaway Profits 
Boost ‘Prana’ to 2016’s 
Restaurant of the Year, 
Best Restaurant Design

Rashed Khan and Kobir Ahmed directors 
of Prana restaurant accepting The 

English Curry Awards 2016

Family owned Prana Indian Restaurant 
won both Best Restaurant—East and the 

Restaurant Design of the Year award.

Prana’s online 
ordering system 
and mobile app 
delivers dramatic 
profits.
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Steven said: “As an EPoS solution 
supplier to the QSR industry our 
own suite of products includes 
online ordering technology to enable 
restaurants to integrate this service into 
their wider PoS set-up.  

“Our solutions include browser-based 
ordering, iphone & Android Apps and 
in-store order points such as kiosks. For 
operators that choose to offer a ‘click 
and deliver’ service, then adopting a 
driver management solution would also 
be useful to manage deliveries to the 
customer.”

What equipment do you 
need to have to ensure your 
online ordering system is 
effective?

Salar said: “The best part of it all is that 
you don’t need any substantial new 
equipment to get your business off the 
ground in the world of online ordering.

“With Brand A Way, all of your orders 
will go through to your business 
dashboard which can be accessed with 
any PC, phone or tablet device, or if you 
prefer, you can choose to receive and 
print out the orders directly on a Plug 
’n’ Play GPRS printer so you can focus 
on providing delicious foods and a great 
service to your customers.”

Damian said: “Appaway was created 
with two main goals, to remove the 
commission model from online and 
mobile ordering so that takeaways aren’t 
penalised for lots of orders from regular 

customers and to make the system 
as simple, low tech and accessible as 
possible.

“What this means in reality is that for a 
takeaway that wants to have their own 
branded online ordering solution, they 
can test the water for next to no cost 
and with no more equipment than a 
mobile telephone (it doesn’t even have 
to be a smartphone!).”

Brynley added: “There are typically two 
flavours of digital ordering service, POS 
integrated or standalone tablet services.  

“Where POS integration has been 
undertaken, paid for orders are pushed 
to the POS to be fulfilled as a single 
channel alongside in store orders. 



“This minimises disruption to the in store operation, 
consolidates transactions from all channels 
for reporting and supports kitchen capacity 
management. 

“Where a standalone option is deployed, a tablet 
is typically used instore to access the cloud based 
system, enabling individual restaurants to update 
their online menu in real time and manage order lead 
times based on the capacity of the kitchen.” 

With regards to EPoS systems, Steven said: “Your 
EPoS solution provider needs to have a platform that 
can integrate real time online ordering technology. 

“Whether this is in the form of a web page, an app 
or an in-house order point/kiosk it needs to fully 
integrate with the EPoS. 

“As its web based no physical hardware is required, 
other than your EPoS set-up, however, if you are 
going to provide an online ordering service to your 
customers then you should also consider that they 
will expect to be able to order online via an iphone or 
Android App.

“Before you embark on offering a pre-ordering ‘click 
& collect’ service, you also need to consider how this 
will be managed operationally in store.  

“How will you receive the order at store? Options 
include a dedicated printer or a kitchen management 
touch screen to manage orders and view details of 
the order clearly.   

“Also consider that if the volume increases then you 
will need a dedicated ‘collection point’ for customers 
to complete the ‘click & collect’ experience.”

Geoffrey added: “A touch screen EPoS system 
on your counter should provide you with caller 
recognition when your customers call, postcode 
lookup to add new customers quickly and accurately, 
clear and professional receipt printing for the kitchen 
staff, the driver and the customer, driver management 
with map display, analysis of the business strengths 
and weaknesses plus targeted customer marketing, 
ideally with integrated text messaging.”  

Andrew said: “We have tried to keep everything as 
easy and user friendly as possible. Kitchens and café 
work spaces are busy and at times counter space is 
limited so we have developed systems to work on all 
smartphones, tablets or mini POS systems.”

If you don’t currently offer online 
ordering, how do you start? 

Brynley said: “The first step to successfully deploying 
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digital ordering is to ensure the instore 
model is operationally ready to avoid 
disruption to the existing instore 
activities or disappointing customers. 

“Digital orders need to be received 
with sufficient detail with all of the 
customisation of in-store orders to be 
prepared without further clarification 
from the customer. 

“Orders need to be prepared just in time 
for customer collection at the requested 
time and packaged for off premise 
consumption where needed. 

“The customers and in store teams 
need to have the confidence that orders 

placed on line are 100% accurate and 
correctly charged every time and will 
quickly share their feedback through 
social channels either positively or 
negatively.   

“Our objective was to provide our 
customers with the unique MOD Pizza 
superfast ordering experience in a way 
which was immediately intuitive to use, 
visually beautiful and seamlessly fitting 
into our in store operation. 

“We wanted to consider mobile users 
especially in the design as they interact 
with a very small screen, have limited 
time and are usually on the move. 

“When choosing who should support 
the deployment, we looked for a partner 
who could provide us with the depth of 
technical experience to understand our 
unique in store operating environment 
and design a solution which would scale 
as we opened more locations.”  

Salar added: “Getting started has never 
been easier. At Brand A Way we have a 
team of experts that will get you up and 
running with your own online ordering 
website and mobile app within just three 
weeks – starting at a flat rate of just 
£15.00 per week. 

“When you sign up with Brand A Way, 
you will receive your own professionally 
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designed and fully branded online ordering system, a 
newly developed and user-friendly business dashboard 
to receive orders and update content as you wish, a fully 
integrated card processing service connected to your own 
bank account, a range of effective marketing materials to 
let people know about your new system, an optional Plug 
‘n’ Play GPRS printer, and a team of experts to guide you 
through every step of the way in getting up and running.” 

“Our in-house designers will incorporate your existing 
logo and branding or create one from scratch if you don’t 
currently have one.”

Steven said: “Seek out an EPoS provider that offers this 
and other web based ordering technologies that are fully 
integrated with an Enterprise level EPoS system designed 
specifically for the QSR space.”

Andrew added: “A merchant can start in more than 
one way. They can add an online ordering service to 
the website or use the expertise of local and national 
marketplace brands like, Just Eat, Hungry House, 
Dinner2Go or OrdaMia, which are quick, ready to go 
options that can be up and running within a few days.”

Geoffrey said: “If you already have one of Integer’s 
inTouch EPoS systems, you just need to arrange for 
broadband at your restaurant, register a domain name and 
you can have an online presence and be taking orders 
within a couple of days.”

Damian’s response to how a business should get started 
with online ordering couldn’t be clearer. “Give Appaway 
a call,” he said. “The team have worked so hard over the 
past two years to make the process unbelievably simple 
to the point where all we need now is for a takeaway to 
send us a copy of their menu and within three weeks they 
will have a fully functioning native mobile app and website 
ready to receive orders”.

“And the thing about Appaway is that it’s not really about 
the technology. The key elements that have seen the 
system successfully introduced into so many takeaways 
in such a short space of time are the round-the-clock 
customer support team who are happy to make any 
updates or answer any questions, meaning that takeaway 
owners don’t need any technical knowhow whatsoever; 
and the proven promotional techniques and materials 
that are proved to all takeaways to get regular customers 
ordering via the app almost instantly.”

What future developments can we 
expect in regards to online ordering? 

With online technology advancing at an astounding 
rate, the possibilities for food-to-go and quick service 
restaurants are endless.

Damian said: “The future is very bright for takeaways that 
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introduce their own ordering solution.  

“It’s hard to see what direct innovation 
will take, but at Appaway we are 
currently exploring how to add value 
for our takeaways and their customers 
in a number of areas including delivery, 
payments, advanced customer 
engagement and how orders are 
received within the shop.  We expect 
to bring some of our innovation to the 
market in early 2017”.

Andrew said: “From simple favourites, 
to real time offers with diet and allergen 
preference settings, the future for online 
ordering is very positive.”

Brynley added: “Customers will 
continue to demand a faster and more 
convenient service for ordering their 
favourite foods. 
“While we see major players entering 

the food delivery market such as 
Amazon and Uber Eat, the opportunities 
for independent restaurant brands will 
continue to grow. The key to success 
is to treat both instore and digital 
customers as individuals and provide a 
product and ordering experience that is 
unique to them.”

Highlighting one recent development, 
Steven said: “Just recently the launch 
of customer-facing cashless kiosks 
rounds off online ordering by extending 
click and collect to an in-store option 
and is already proving very popular with 
customers. This is still relatively new 
to the market but many QSR operators 
on the high street will have this on their 
radar.”

Salar said: “Industry experts tend to 
agree that online orders are expected to 
surpass offline orders sometime within 

the next decade. Reports show that by 
2020, you may be at risk of losing up 
to 50 per cent business if you are not 
online ready.

“At Brand A Way, we look forward to 
seeing what the future holds for this 
market as we continue to develop and 
innovate new ways of making online 
ordering for food businesses more 
integrated with people’s everyday lives.”

With this in mind, it seems that if you 
haven’t incorporated online ordering 
into your business, you will have already 
fallen behind the competition.

As consumers demand food at a time 
and a place to suit them, food-to-go 
and quick service restaurants must 
ensure they can take orders digitally 
and meet their customers’ demands for 
convenience. 
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SMALL  
PLATES &  

SIDE ORDERS
Small plates and side orders are important 
components of any menu. We find out how 

offering the right products at the right 
price can tempt customers to spend that 

little bit extra.
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Providing customers with a tempting 
choice of small plates and side orders is 
vital for businesses looking to achieve 
add-on sales. 

Offering tempting and affordable small 
portions that won’t ruin appetites is a 
great way to entice customers to spend a 
little extra cash.     

With this in mind, we discover what 
products you should include on your 
menu and the best ways to encourage 
diners to add a small plate or side order to 
their meal. 

Industry voices: Mohammed Essa, 
General Manager UK and Ireland, Aviko; 
Tim Page, Commercial Director, Innovate 

Foods; Craig Dillon, Head of Foodservice, 
Tilda; Nigel O’Donnell, Managing Director, 
Meadow Vale Foods, and Glenn Evans, 
Head of Food Development, Las Iguanas.

What role do small plates 
and side orders play in the 
food-to-go/QSR industry?
Tim Page, from Innovate foods, which 
offers menu solutions for foodservice 
operators, said: “Small plates and side 
orders are a vital element of a successful 
food-to-go/QSR business. 

“They are not only important ‘up-sell’ 
products, helping outlets increase their 
average sales values, they help address 
the tastes and appetites of multi-people 

parties (i.e. some people in a group 
of diners who are less hungry and not 
wanting to opt for a main meal option).”

Nigel O’Donnell, of Meadow Vale Foods, 
which supplies poultry products to 
foodservice businesses, added: “Starters, 
small plates and sides are becoming 
increasingly popular in the food-to-go/
QSR industry as consumers gravitate 
towards more affordable and healthier 
options, allowing them to experiment with 
new flavours and enhance their dining 
experience.”

Pointing out the potential of small plates 
and side orders in feeding the demand for 
hot snacks, Mohammed Essa, of potato 
product producer, Aviko, said: “Consumer 
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demand has shifted from traditional sit-
down meal times to more casual all-day 
dining which means small plates for 
snacking or sharing platters are key for 
boosting sales – they’re functional, fun 
and perfect for large groups. 

“Personalisation is also hugely important 
to consumers – 90 per cent of people 
would like the opportunity to customise 
their breakfast for example – so offering 
a range of side orders for customers to 
choose from allows operators to meet this 
demand and add value to any menu. 

“The good news for QSR operators 
is that offering a range of small plates 
or side orders is simple to do. Quality 
pre-cooked products that are quick and 
easy to prepare can help operators profit 
from hungry customers, and keep the tills 
ringing. 

“Aviko’s range of fries and hand-held 
appetisers, for example, are easy to 
cook – their ease of preparation means 
they do not require skilled staff to prepare 
them – and offer the added benefits of nil 
wastage and perfect portion control. Plus, 
they allow operators to easily cater for 
vegetarian and gluten-free diets.” 

Craig Dillion, of rice brand Tilda, added:  
“Small plates and side orders can help 
operators generate incremental sales 
without too much additional time and 
effort in the kitchen. 

“Small plates in particular also enable 
outlets to cater for changing consumer 
behaviour because more people are 
choosing to eat casually rather than 
opting for traditional sit-down dining.”

Glenn Evans, of Latin American restaurant 
chain Las Iguanas, said: “Small plates 
are seemed as more flexible as they can 
fill a variety of needs throughout the day. 
Vendors can offer them as a side, snack, 
tapas or mezze selections anytime of 
the day to fulfil the consumers’ snack 
cravings and as an alternative offer 
throughout the peak trading times.

“Sharing has also been quite prevalent, so 
whether it’s grab and go or a full sit down 
restaurant, groups of consumers have the 
opportunity to pick and choose from a 
selection of small plates and side orders 
while creating a more fun and interactive 
dining experience.”

What is behind the rise in 
popularity of small plates 
and side orders?
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Glenn said: “Consumers now have more 
variety and can almost customise their 
snacking occasion, or just bolt on to their 
main choice. 

“Vendors are also more savvy with their 
deals in terms of a discounted multi-
buy option and consumers feel they are 
getting more choice and variety at better 
value for their money. 

“Healthfulness is key too, as the ever-
demanding healthier consumer looking 
for a lighter option will be tempted by a 
smaller portion.”

Nigel pointed out the fact that small 
plates and side orders allowed diners the 
opportunity to try new foods and flavours. 

He said: “Appetizers and small plates are 
uniquely positioned to allow low-risk/low-
cost experimentation. 

“People have become more adventurous 
when trying different foods and this 
trend is being capitalised on by multiple 
foodservice outlets who now offer multiple 
side orders.”

Tim agreed. He said: “Consumers have a 
much wider appetite for diverse flavours 
– driven largely by overseas travel. The 
UK has moved significantly in terms of its 
eating out habits, nearer to a continental 
style eating at different times of the day, 
this has encouraged consumers to opt for 
smaller portions.”  

What are the latest trends 
in terms of small plate and 
side order dishes?
Nigel said: “In terms of small plate and 
side order dishes the latest trends vary 
from roasted vegetables, black rice to 
chicken wings. Small plates and side 
orders originally offered a vegetable-
based alternative or accompaniment 
to the main meal, yet nowadays side 
orders can be seen to take centre stage 
exploring the tastes main meals often can 
be seen to refrain from. 

“Meadow Vale Foods has a unique range 
of chicken wings perfect for small plates 
and side dishes, especially the new recipe 
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Crispy Hot Wings. The wings are encased 
in a special Meadow Vale breadcrumb 
and a blend of hot spices, they offer a 
subtle bit of heat and are perfect when 
looking to achieve add on sales.”

Mohammed said: “According to research, 
consumers are looking for added heat on 
menus – 56% of people want to see more 
spicy options out-of-home, and 44% are 
willing to pay more for them. 

“Our new Piri Piri Wedges – skin-on 

jacket potato wedges feature a generous 
sprinkling of piri piri seasoning – are the 
perfect side to help operators make the 
most of this demand. 

“Ready from frozen in as little as three 
minutes, the new Piri Piri Wedges offer a 
speedy option to enhance a whole host of 
main meals without putting any additional 
strain on already busy kitchens. 
“As well as a side order, they also work 
well as part of a sharing platter, a bar 
snack or a takeaway option, giving 

operators scope to add a spicy kick to the 
entire menu. 

“Alternatively, Aviko’s Chilli Cheddar 
Nuggets will help operators offer a side 
with heat. They have an irregular shape 
for a homemade-style appeal, and 
combine a crunchy coating with a creamy, 
rich cheddar cheese centre that delivers a 
spicy jalapeño kick.

“Dedicated to foodservice and one of the 
biggest potato processors in the world, 
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Aviko offers a range of chilled and frozen 
potato specialities made by chefs, for 
chefs from morning favourites such as 
Hash Browns and innovative Hash Brown 
Bites, through to Premium Fries, Mash 
and much more.”

Highlighting current popular flavours, 
Glenn pointed out that the recent interest 
in the Rio Olympics had inspired diners 
to sample Brazilian-style side orders and 
small plates. 

He said: “What with the Rio Olympics just 
been and gone, there has been a lot of 
Brazilian influence on the high street. 

“Popular Brazilian snacks have been 
converted into small plates including pao 
de queijo (cheese dough balls), coxhinha, 
(pear shaped chicken croquettes), 
Dadinhos (Fried cheese cubes), bolinhos 
(spherical croquettes in various flavours) 
or empanada/pastei (a filled pastry).

“Las Iguanas have introduced all of these 
and they have been very popular as a 

starter, part of a tapas selection or 
just an additional side.”

Tim added: “Street food has been 
a growing category over the last 
couple of years and we have seen 
some really successful concepts 
bringing a much wider spectrum of 
flavours to the marketplace.  

“One category that continues to fare 
well is Mexican – we continue to see 
strong growth in this category within our 
portfolio having recently launched Nacho 
cheese bites.”

However, Craig suggested that 
businesses should be doing more to temp 
health-conscious diners.

He said: “Our consumer research shows 
that caterers are missing out on demand 
for side dishes because they are failing to 
offer customers healthier options – almost 
seven in ten consumers would consider 
ordering a side if a healthier menu choice, 
such as rice was offered. In addition, 85% 
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said they would like to see rice available 
as a healthy option on a children’s menu.

“These results are also supported by the 
recent predictions from MCA’s Food and 
Drink Report where ‘healthier eating’ has 
been tipped by industry leaders to be one 
of the fastest growing cuisines over the 
next three to five years, while industry 
chefs agreed ‘healthy eating’ is likely to 
increase in popularity over the next two  to 
three years.

“Tilda’s consumer research also indicated 
that operators looking to serve something 
different should consider something a 

bit more exotic. The research showed 
that 76% of respondents would like to 
see a flavoured rice, such as Mexican or 
pilau on a menu and that 54% of people 
would be prepared to pay more for it. This 
demonstrates the real opportunity that 
is out there for outlets to increase their 
GP by simply adding Tilda rice to their 
menus.”

What is the best way for 
food-to-go and quick 
service restaurants to 
encourage add-on sales 
through small plate and 
side order dishes?

Nigel said: “The best way to encourage 
add-on sales is definitely price promotion 
and potential meal deals. Pricing small 
plates and side orders cheaper will 
always tempt customers into buying them 
alongside a main meal.

“In addition, high quality point of sale 
material is always a good way of 
increasing sales. Stand-out adverts will 
always draw more customers, creating 
more opportunities for impulse buying.” 

Glenn agreed that price promotion helped 
to encourage add-on sales. He said: 
“We place our small plates in a tapas 
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and starter section, these are priced 
individually (average small plate rice is 
£5.50) or at certain times you can group 
them three for £14.95 or five for £24.95. I 
would say this is the best option, meaning 
the consumer feels that they are getting 
variety, while saving money at the same 
time.”

Tim added: “Never has the consumer had 
such choice of where to eat out. Therefore 
menu innovation and featured new 
products is critical for long term success, 
and will help keep consumers interested 
in the outlet and the brand.” 

What does the future hold 
in terms of side plate and 
side order dishes?
Tim said: “The future is bright for sides 
and small plates. As a category it has 
secured its rightful position on the menu 
and will continue to go from strength to 
strength. Success will, however, be greatly 
assisted through a culture of innovation 
and new product development.”

Craig added: “The trend for healthy eating 
will continue to grow, with industry chefs 
and the MCA tipping ‘healthier eating’ as 
a popular and fast growing cuisine.” 

Glenn said: “Small plates and side orders 
will always be available, as restaurants will 
use them as good opportunities to sell as 
additions for main meal occasions, or just 
to compliment small plates when groups 
are ordering a selection to share.”

Nigel was confident that the demand 
for small plates and side orders will 
only grow in popularity. He said: “The 
small plates and side orders market will 
continue to grow as consumers become 
more exposed to a wide range of options 
alongside their main meals. 

“Consumers have also become more 
adventurous with new foods, and more 
and more foodservice businesses are 
experimenting with new flavours and 
menu ideas. With this in mind, small 
plates and side orders are a perfect 
platform to try out new flavours.”

In conclusion, it pays for outlets to offer a 
varied selection of small plates and side 
orders which can entice add-on sales.

It seems that businesses need to consider 
providing healthy options, as well as 
thinking about how they promote deals to 
tempt every type of customers to spend 
that extra bit of cash.
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The independently-owned outlet, which 
has a ‘cult’ following in the South East, 
was founded by co-owners and best 
mates Nadz Nwokoro and Pip Ravindra.
The idea for Burger Brothers was born in 
2012, when the pair introduced burgers 
to the yearly street food pop-up they 
had been holding alongside Brighton 
Pride since 2009. 

The rest, as they say, is history and 
this summer Burger Brothers beat five 
other finalists to scoop the Hellmann’s-
sponsored Britain’s Best Burger title. 
We spoke to Nadz, who is also head 
chef, to find out about the secret to the 
burger joint’s success. 

What is the ethos of the 
business?

“Our slogan is effectively our ethos, 
‘gourmet to go’. Our aim was always 
to produce food good enough to serve 
to our families, friends, and even our 
mums.

“This set the bar pretty high. Anyone 
who has met our mothers can testify to 
that. 

“Due to our lack of professional catering 
experience we had to learn a lot of 
processes from scratch and invent some 
others. 

“That said, I believe our fresh approach 
to what is truly a takeaway service goes 
a long way to setting us apart from other 
businesses.”

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

“The food-to-go market will always 
be strong in general. We live in a 
fast-paced society and the need for 
quick food on the go shows no sign of 
slowing. 

“The main trend in the last 15 to 20 

years has been a growing awareness 
and heightened understanding around 
quality of produce, care in preparation 
and the bespoke side of service. 

“People have a stronger sense of 
individuality and rightly expect to be 
treated as such. For these reasons 
you see the larger fast food chains 
diversifying their menus and adding 
healthier options. 

“Our customers recognise the quality of 
our produce because it is transparent 
and undeniable. 

“I feel a proportion of takeaway chains 
and independents who do not move 
with this trend may begin feeling the 
pinch with less pounds in the average 
pocket.”
  
What are the latest food 
trends in the burger 
market?

Burger 
BrOthers

Having recently been crowned the winner of the Best Burger in 
Britain competition, Burger Brothers, in Brighton, is riding on the 
crest of a wave.
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Burger Brothers is 
based on North Road, 

Brighton. Search 
burgerbrothersbrighton on 

Facebook, or follow  
@BurgerBrethren on Twitter.

“Food trends within burgers depend 
largely what’s on your menu. 
“Ours, while being small, is pretty 
diverse. Therefore, I can say there is 
a growing trend, in our sales at least, 
for gluten free options and vegetarian/
vegan options. 

“However, this could be put attributed 
to a growing awareness among these 
demographics that we cater to their 
requirements.”
   
How would you describe 
your menu? 

“Our menu is small, yet diverse. 
Freshness is of the upmost importance 
to what we do and therefore we chose 
to keep things as simple as possible, 
while giving the customers sufficient 
variety to feel the need to return. 

“We have four patties, chicken, veggie, 
beef (all of which we make on site 
ourselves, from scratch) and halloumi. 

“Our menu has seven burgers, four 
beef burgers, a chicken, a veggie and a 
halloumi burger. 

“However, all the patties are 
interchangeable with all the burgers. 
This means nobody feels their options 
are reduced due to their dietary needs. 
This is very important to us.”
 
What is the most popular 
item on the menu?

“Our most popular burger is the Classic 
Beef. This consists of cracked black 
pepper mayo, wild rocket, baby plum 
tomatoes, mature cheddar cheese, 
American mustard, relish, caramelised 
onions, and of course our 6oz Brothers 
beef patty.”  

What sets you aside from 
other similar businesses?

“What sets us aside from other similar 
businesses is, that I don’t believe I know 
of any. The quality and freshness of our 
food in conjunction with a friendly and 
speedy service is rare to say the least.

“We cut no corners. We do one thing, 
and aim to do it as well as possible. 

“We believe our burgers are comparable 

with any served in a seated restaurant. 
“As a small business the aspirations 
of the owners will rub off on the staff 
and trickle down to the customers. 
We aspire for great and healthy things. 
Simply put, we genuinely care about 
the customer experience on a personal 
level. It is our contract with them to do 
so.”

What are your plans 
moving forward?

“Future plans are open. We are still 
learning a lot season to season and this 
can only pay dividends. 

“Whatever happens, the quality must be 
maintained. Sell up? Maybe. Sell out? 
Never.”





Sauces, rubs 
          & marinades

Sauces, rubs and marinades play a very important 
role in adding extra flavour to dishes and keeping your 
menu on trend. We take a look at the current products 

that are tickling diners’ taste buds.
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When it comes to sauces, rubs and 
marinades, there are a whole host 
of flavours on the market, with more 
arriving all the time.

To gain a better understanding of the 
market and to find out what the latest 
trends and innovations are, we spoke 
to some of the leading experts in the 
industry.

Industry voices: Brian Yip, Director, 
Wing Yip; Leon Mills, KNORR Marketing 
Manager for Unilever Food Solutions; 

Sam Higgins, Senior Brand Manager, 
RH Amar; Jeremy Pang, Executive 
Development Chef, Cha Chaan Teng, 
and Nick Thomas, Sales and Marketing 
Director, Empire Bespoke Foods.

What role do sauces, 
rubs and marinades 
play in the food-to-go/
QSR industry?
Without doubt sauces, rubs and 
marinades play a massive role in adding 
flavour to products and dishes, a fact 

that our industry expects were very 
keen to highlight.

“Sauces, rubs and marinades play 
a huge role in the food-to-go/QSR 
industry,” said Jeremy Pang, from Hong 
Kong-café inspired restaurant Cha 
Chaan Teng, in Holborn. “For all these 
types of restaurants, the marinades 
and rubs impart the core flavour into 
whatever you are cooking, and the 
sauces are what finish a dish in a 
completely unique way. 
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“Take a burger in a bap for example, if 
you have five rubs, five marinades and 
five totally different sauces, you have a 
whole host of flavour combinations.”

Brian Yip, of Oriental grocer Wing Yip, 
added: “Ready-made sauces and 
marinades give chefs an easy way 
to enhance the flavour of a meal in a 
matter of minutes.

Sam Higgins, from food importer and 
distributor RH Amar, agreed. He said: 
“Sauces, rubs and marinades offer the 
food-to-go market a quick and easy 
way to add flavour and premiumise 
customer offerings.

“They offer outlets a quick way to 
reproduce authentic flavours for all 
menu occasions.”

Nick Thomas, from specialist food 
product distributor Empire Bespoke 
Foods, said: “World cuisines are 
booming within the food-to-go and 
QSR sector due to long distance 
travel destinations becoming more 
common, global street food increasingly 
appearing in British food markets and 
celebrity chefs helping to expand the 
multicultural tastes in the UK. Cuisines 
such as Thai, Malay, Vietnamese and 
Ethiopian are particularly popular among 
consumers, especially generation Y and 
play an important role within 
the catering industry.”

Leon Mills, from Knorr, agreed with 
Nick, saying: “UK consumers are now 
a nation of well-travelled foodies. 
Which means keeping menus up to 
date with the latest flavour trends 
from around the world is critical if 
operators are to compete with street 
food’s explosive popularity.”

What are the most popular flavour 
trends on the market at present?
With so many options it can be a 
difficult task to choose the best 
products for your market. 

However, it seems that sauces, rubs 
and marinades with spice and a bit of 
heat are proving very popular among 
diners.  
Nick said: “Currently, everything is 
about BBQ flavours - classic, spicy or 
smoked - it is practically impossible 
to find somewhere without a bottle of 
BBQ sauce on the table.

“The use of truffle oils is also growing 
in popularity, but the price is usually a 
barrier to use in cooking.”

Nick also highlighted the growing 
popularity of Thai Flavours. He said: 
“Consumers are now looking to 
experiment with new complex Thai 
flavours because they have more 
educated palates due to long distance 
travel becoming more 
common. 
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“Consumers are now becoming more 
confident in buying Thai cuisine so 
operators must look to develop their 
menus to offer dishes with unique flavour 
profiles that appeal to the modern 
consumer. 

“The current market is full of 
interesting condiments and sauces, 
with reinventions or twists on existing 
products or interesting blends of flavours 
for new marinades. A store cupboard 
stocked with classics such as soy or fish 
sauce, green, red or yellow curry pastes, 
fish and sweet chilli sauce will ensure 
that operators are always ready to cook 
up unique and exciting dishes.” 

Leon agreed that there was a growing 
demand for flavours from around the 
world. He said: “We’re seeing lots of 
dishes influenced by Japanese, Korean 
and South American cuisines, all of which 
are seeing considerable market growth.”

Jeremy added: “The growth of ‘old world’ 
style foods with creative modern twists, 
much like our menu at Cha Chaan Teng, 
seems to be really popular right now.”

Brain said: “Curries and stir-fries are 
becoming increasingly mainstream and a 
staple part of consumers’ basic cooking 
repertoire. New dishes are entering the 
market and growing in popularity such as 
Pad Thai and Ramen. 

“Increasingly, we’re making more 
shelf space for delicacies from around 
the globe as consumers look to try 
something new. Korean food, for 
example, is making particularly positive 
traction in the foodservice market, 
while Vietnamese is becoming more 
mainstream and Asian street food is fast 
gaining momentum.” 

How can businesses 
in the food-to-go/QSR 
industry add value to 
dishes using sauces, 
rubs and marinades?
Nick said: “Operators want products that 
grab attention on their counter, especially 
as there is now a wide variety of world 
cuisine sauces available. 

“By using well-known and trusted 
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brands, independent cafes and QSRs 
making their own products can reassure 
their customers that they are offering 
premium food for any eating occasion 
throughout the day. 

“That being said, in most cases the 
brand behind the flavour will not be 
seen and in these cases, it is extremely 
important for operators to stock 
products that taste like the real thing 
and keep customers coming back.”  

Leon highlighted the influence of street 
food on the food-to-go/QSR sector and 
advised that businesses should look to 
this style of fare for inspiration. He said: 
“A sizable 32% of consumers say street 
food has influenced what they choose to 
eat elsewhere – which means operators 
should be thinking about how they can 
capture that excitement and bring it to 
their menu.”

Commenting on the use of sauces, 
rubs and marinades in Chinese dishes, 
Jeremy said: “Outside of the core 
techniques of cooking, sauces, rubs and 

marinades are what make Chinese food 
what it is and for the QSR industry they 
are the key to success.” 

What equipment is 
available to allow 
foodservice 
businesses to 
create their own 
sauces and what 
advantages does 
this give them? 
Jeremy said:  “Any source 
of heat is obviously very 
crucial. In most cuisines, when 
making a good sauce, some 
process of reduction is really 
important. Whether on a wok 
burner or a hob, induction 
technology is incredibly useful 
in a professional kitchen these 
days as it creates immediate 
heat. Steam ovens and 
steaming equipment is also 
incredibly helpful.”

Nick added: “Herb sprays 

and BBQ sauce sprays are a great 
innovation for the foodservice industry, 
allowing chef to control portion size. 
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“The spray format makes it so easy 
for the chef to blend flavours without 
stocking a lot of different products.”

What flavour trends 
should we expect to see 
in 2017?
Jeremy said: “I’m sure we’ll see a 
growth in the return of almost ‘retro’ 
foods with a modern uptake. 2017 
to me is the time to move away from 
gourmet burgers and be ready to try 
something completely new. 

“There’s a reason why we have French 
toast with crispy duck leg and orange 
maple syrup on the menu at Cha Chaan 
Teng.”

Nick said that he expects future trends 
to be inspired by street food dishes 
from around the world. He said: “BBQ 
flavours are going to continue growing, 
with the influence of Asia, Caribbean 
and smoky flavours also coming 
through as street food continues to 
trend and inspire British consumers.”

Leon agreed that we will see a growing 
demand for flavours from Asia. He said: 
“Expect to see more flavour influences 
from Southeast Asia – particularly 

Vietnam, Thailand and Sri Lanka, as well 
as more growth from more established 
world flavour trends like Korea, South 
America and Japan.”

It’s clear to see that sauces, rubs and 
marinades play a vital part in the food-
to-go/QSR market. 

As well as providing diners with 
a variety of flavours to enjoy, 
they also benefit businesses.

Not only do they add value to 
dishes, they also give operators 

the opportunity to expand their 
products very easily.

With the right selection of sauces, rubs 
and marinades to customise dishes, 
outlets will be able to profit from the 
variety of flavours they are able to offer 
customers.
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Is there a more iconic burger in the fast 
food world than the flagship Big Mac 
sandwich from McDonald’s?

Created by an early franchisee, the Big 
Mac debuted in a Pennsylvania restaurant 
in 1967 before being added to all US 
restaurants in 1968.

Early names for the Big Mac included the 
Blue Ribbon Burger and the Aristocrat. 
However, it was a 21-year-old advertising 
secretary, who worked at McDonald’s 
corporate headquarters that bestowed it 
with a name synonymous with the brand.

We all know the ingredients; two all-beef 
patties, special sauce, lettuce, cheese, 
pickles, onions – on a sesame seed bun. 
It’s had such an influence on burger 
joints around the world that I bet a huge 
proportion have their own take of the icon 
on their menu. My thoughts instantly go 
to Solita’s Big Manc and the McLovin’ at 
Atomic Burger.

2017 will see the Big Mac celebrate its 
50th birthday and for the anniversary of its 
inception, we at BURGER LAD® believe 
there could be some sort of worldwide 
event from McDonald’s to mark the 
‘special’ occasion.

It got us thinking at BLHQ – what would 
we like to see McDonald’s UK do to 
celebrate the 50th anniversary of the 
iconic Big Mac?

•Mega Mac or Double Big 
Mac

I can’t recall when this was last on-sale 
in the UK, but it has been at least five 
years… On the menu permanently in 
Canada and available as a limited time 
offer regularly in the Far East, this would 
be operationally easy for McDonald’s to 
bring back.

You might think it is calorie-loaded, but 
the Canadian website lists the Double Big 
Mac at 680 kcal. In comparison, the UK 

Big Tasty with Bacon is 850 kcal.
In our recent Twitter poll, 44 per cent of 
160 voters recently chose the Mega Mac 
as their number one favourite they’d like 
to see return to McDonald’s UK.

•Grand Big Mac

The Grand Big Mac has been available 
in so many countries it would feel like 
regurgitating an atlas if I listed every single 
country that’s had it on the menu. Most 
of Europe, parts of Asia and Northern 
America have all had the opportunity of 
sampling the Grand-est version of the Big 
Mac.

The sandwich (or burger) is basically a 
bigger Big Mac using increased sized 
beef patties and buns and in recent times, 
it has run alongside the regular Big Mac 
and the Mac Jr. or Mini Mac.

•Big Mac Special Sauce

What is the defining feature of the Big 

Big Mac 50th Anniversary
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Top 5 things we’d like to see from McDonald’s UK to celebrate the 
50th anniversary of the Big Mac.
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About Burger Lad®

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

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

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

Burger lad
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Mac? Some could argue it is the middle 
‘club-layer’ but most people would agree 
it is the Special Sauce.

Our next idea is inspired by what 
McDonald’s Australia (or Macca’s) did last 
year and is split into two options.

Option 1 – Big Mac Sauce giveaway. In 
Australia and New Zealand, small pot 
sachets (the same size you get any sauce 
from McDonald’s in) were available in 
limited quantities with Special Sauce. 

Here’s the pitch - buy any Big Mac meal 
and receive a sachet of Special Sauce. 
Could be a good one…

Option 2 – Big Mac Sauce purchase. 
Again in Australia, they did a very limited 
promotion where customers could buy 
500ml bottles of sauce. This would be 
brilliant if each restaurant had a set 
number of bottles available to buy, then 
keep a look out for the inevitable bottles 
at inflated prices appearing on auction 
sites. Note: Ordering online would 
probably be a better option to avoid mass 
hysteria.

Of course, McDonald’s UK did do a 
charity auction for Big Mac Sauce and a 
special canister when the Clubhouse was 
released. The winning bid was fake and 
we never did find out what happened to 
that canister…

•Big Mac Variants

You could probably argue that the Mega 
Mac or Grand Big Mac belong here 
but this section is for something more 
“special”…

First thoughts; Chicken Big Mac - as 
seen in many countries across the world. 
Or possibly the Chicken Maharaja Mac 
which features ‘grilled chicken double 
patty enveloped in rich habanero sauce 
that mingles with fiery jalapenos, juicy 
tomatoes and crunchy shredded onions, 
placed on cheddar cheese and a bed of 
iceberg lettuce’. I and many non-meat 
eaters would love to see this as a veggie 
option too.

I’ve always liked the idea of a version 
with red onion and bacon. In fact, at 
the My Burger Final, then UK Managing 

Director, Mark Hawthorne, asked me if I 
would make any changes to the Big Mac. 
Obviously my answer was wrong – you 
don’t mess with a classic. But then I have 
always liked the idea of my red onion and 
bacon creation.

Notable mention too for the recently 
released Signature Crafted Sriracha 
Sandwich. I’m thinking a Big Mac 
that uses Sriracha Special Sauce and 
Jalapeños instead of pickles. 

Another great concept, is to do a 
‘signature’ edition of the Big Mac to 
celebrate its golden anniversary. Imagine 
two signature patties, seeded brioche, 
special sauce, dill pickle spears, crisp 
lettuce and sautéed onions.

•Big Mac Flashback

OK the last on our list moves away from 
product ideas and makes it more of a 
celebration.

McDonald’s are high on their ‘Good 
Times’ thing at the moment so we’re 
thinking of partying with some special 
events and/or promotions.

There could be some limited stores 
temporarily ‘decorated’ to mimic early 
restaurants i.e. furniture, décor, uniforms, 
menu etc - the only trouble with this 
concept (apart from the cost!) is that the 
Big Mac came out in 1967 and the UK 
didn’t get McD’s until 1974.

Back then though, a Big Mac would set 
you back 50p. How about for one day 
only offering a promotion or voucher that 
entitles you to a Big Mac for 50p for its 
50th birthday? I quite like this idea for 
obvious reasons… and you could build 
your own Mega Mac for a quid!

So there you have it. Our top 5 things 
we’d like to see from McDonald’s UK to 
celebrate the 50th birthday of the world’s 
most iconic burger.

r 
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WHAT DOES PROPERTY LOOK LIKE AS AN 
INVESTMENT AFTER 2016’S CHANGES?
The buy-to-let market has seen some very significant changes in 2016, most significantly 
the increase of the additional 3% in stamp duty on any property you own in addition to your 
primary home.

What this means for those looking to 
invest their money in buy to lets or 
property generally may not find the same 
kind of sound investment that property 
once provided and offered. 

The hike in stamp duty means that any 
buy-to-let property now attracts a 3% 
surcharge, which is a considerable 
increase from the previous rate. Under the 
old system, if you were buying a property 
for £200,000, you would pay nothing 
on the first £125,000 and 2% on the 
remaining £75,000, resulting in a stamp 
duty tax bill of £1,500. Now with the 3% 

levied on the first £125,000 and 5% on 
the £75,000, you get hit with a much 
larger £7,500 stamp duty tax bill. This now 
makes the wait to get additional cost back 
from any profits much longer. 

The longer term prospects for the financial 
health of buy-to-let does not look good. 
From April 2017, new limits are being 
introduced on the amount of mortgage 
interest that can be offset against rent 
payments. 

It’s a complicated system that some 
predict will transform profitable buy-

to-lets into loss-making properties in 
most locations, which in turn could force 
landlords to raise rents considerably or 
put their properties up for sale. 
The chancellor has also stated there 
will also be cuts to the ‘wear and tear’ 
allowances, which allow costs for 
maintenance to be offset against rental 
income, making achieving a profit even 
harder to achieve for landlords.

There are also plans in the pipeline 
from the Bank of England for greater 
restrictions on who will be eligible for a 
buy-to-let mortgage. These will mean 



Issue 35 August 2016     |     59Issue 37 October 2016     |     59

Need more help?

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

a wider consideration of a potential 
landlord’s financial situation, including 
scrutiny of their monthly income 
and outgoings, as opposed to just 
consideration of the rental income of the 
property under the current system.
The landlords association feels this is 
a deliberate ploy by the chancellor to 
free up housing to substitute those the 
government has failed to plan for. 

Ultimately, if you are looking to enter 
the buy-to-let market soon, you should 
consider the returns and these new rules. 
When investing it is always wise to spread 
your investments and have a diversified 
portfolio that doesn’t rely solely on placing 
your money in property just in case as 
now bricks and mortar means that, even 
if matters in the property market don’t go 
your way.



The summer may now have gone but it 
was an active period for employment law 
news. Below we look back at some of the 
happenings to ensure you remain aware 
of developments that could impact on 
your business going forward. 

EMPLOYMENT STATUS
It was reported in July 2016 that the 
food delivery firm, Deliveroo, had added 
restrictions in the contracts with their 
“self-employed” drivers in an attempt to 
avoid them arguing that they are either 
“employees” or “workers”. 

This is because employees and workers 
have far more employment rights 
compared to self-employed individuals, 
such as the right to be paid at least the 
national minimum wage. 
The restriction read “You further warrant 
that neither you nor anyone acting on 
your behalf will present any claim in the 
employment tribunal or any civil court in 
which it is contended that you are either 

an employee or a worker”.

Such a provision is unlikely to work 
in practice and will potentially upset 
employment relations so think twice 
before trying to place similar restrictions 
on your workforce. 

LIVING WAGE
Debate has raged as to whether the 
introduction of the living wage back in 
April 2016 (namely a minimum rate of 
£7.20 per hour for those aged 25 or over) 
has meant that employers have reduced 
the number of staff they engage or the 
level of benefits offered to employees. 

However, a survey in July 2016 by 
Resolution Foundation has suggested that 
the additional pay is either being passed 
on to customers in the form of increased 
prices or the employer is simply making 
less profit themselves. 

TERMINATION PAYMENTS

Currently, an employer is able to make an 
ex-gratia payment of up to £30,000 on 
termination of an employee’s employment 
without deductions for tax or national 
insurance. 

After that, income tax applies but not NI 
contributions. 

It was announced in August 2016 that 
these rules will be revised with effect from 
April 2018 so both tax and employer’s NI 
will become payable. 

This will make things more expensive for 
employers. 

GENDER PAY GAP 
REPORTING
New legislation on gender pay reporting 
was brought into force in August 2016, 
although the final parts of the new 
legislation are not expected until October. 

It is understood that employers with 

RECENT AND UPCOMING  
DEVELOPMENTS IN EMPLOYMENT LAW

The summer may now have gone but it was an active period for employment law news. Below we look back at some of the happenings to ensure you remain aware of developments that 
could impact on your business going forward. 
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250 or more employees will become 
compelled to analyse gender pay gap 
data (being the difference in levels of pay 
between men and women at the same 
employer) and publish their results. 

It is expected that the first analysis will be 
required as at 30 April 2017 and the first 
report will need to be published a year 
later. 

However, savvy employers will want 
to consider their analysis early and 
take steps to ensure any pay gaps are 
equalised or can be explained, before 
they have to expose the data and run the 
risk of potential equal pay claims being 

brought by disgruntled employees. 

BREXIT
No new round up would be complete 
without a mention about Brexit. 
We all await details on when and how 
Britain will exit Europe but certainly some 
changes to employment law are likely in 
the long term. 

There has already been some speculation 
about changes being made to the rules on 
working time, the transfer of businesses 
(often known as TUPE transfers) and the 
rights of agency workers. 

However, laws relating to discrimination 
and unfair dismissal are perhaps unlikely 
to be amended. No one knows what the 
future may hold but employers will want 
to keep an eye on developments in this 
area.

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

Katee Dias , Senior Solicitor, Goodman Derrick LLP
020 7404 0606 - kdias@gdlaw.co.uk
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Property Our property pages highlight 
businesses for sale, nationwide!

The Mon Fort is superbly located in a prime position on the North Shore and features sea view rooms. The 
business is fitted to a very high standard with 11 en-suite letting rooms. There is a dining area for 40, plus an 
attractive traditional pub-style bar and residents lounge. The premises are fully-licensed and there is a well-
appointed kitchen plus separate self-contained owner’s accommodation.  There is also an outside patio area 
and beer garden, plus ample parking in the immediate area.

The Mon Fort has successfully moved from a pub with rooms to a warm welcoming hotel, which benefits from 
repeat clientele, golf stays, holiday makers and short break visitors to Bridlington. The owners have established 
the Mon Fort as a popular location for golfing breaks. This area of business extends throughout the year 
ensuring room bookings during the winter months.  

The business is also close to the new leisure centre, the Promenade, town centre and harbour. This is a 
delightful business is every respect. Viewing is essential. Freehold Price £275,000 + S.A.V. Ref:  H7441.

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

Extremely profitable and easily manageable, daytime only sandwich bar and deli, 
with purposely restricted trading hours, in a prominent town centre location. This 
leasehold business is now being offered for sale by licensed, leisure and catering 
specialists Stonesmith of Exeter.  

Kitchen on the Corner is an attractive Grade II Listed two storey lockup unit 
trading as a daytime only sandwich bar and delicatessen opening six days per 
week, and offering undoubted potential to new operators. This well-presented 
and purposely-fitted and equipped business has been established by our clients 
since 2013 and briefly comprises customer servery and preparation areas on the 
ground floor with a preparation kitchen, store room and staff WC on the first floor. 
Serving an easy to prepare menu of sandwiches, baguettes, paninis, toasted 
sandwiches, salads, cakes, pizza, quiche, soups, hot and cold drinks etc, virtually 
all the food is freshly prepared and made on the premises on a daily basis. In 
addition, a telephone ordering service is offered. This popular business has a good 
reputation locally and although it does not currently have a website, it has received 
a number of favourable reviews on TripAdvisor. In addition, Kitchen on the Corner 
has been awarded a 5 Star Food Hygiene Certificate. We consider that there is undoubted potential to develop all aspects of the trade, not only by 
extending the current opening hours, but by advertising and promoting the business further including the development of a website from which to make 
use of social media sites such as Facebook and Twitter. Further opportunities exist to develop an outside catering service and to provide buffet lunches 
and a sandwich delivery service to local businesses, for which it is believed demand exists. The business currently opens from Monday to Saturday from 
8.30am until 3.30pm, and is closed all day on Sundays. The prominent position of the business also offers potential for new owners to develop their own 
style of trade. 

Kitchen on the Corner occupies a prominent high street trading position and enjoys the considerable advantages of being surrounded by a variety 
of well-established national, regional and local businesses. Honiton, with a population of around 13,000 people, is a thriving and popular East Devon 
market town famous for its lace and pottery as well as being a renowned antique and book centre and as such, is a popular visitor centre throughout 
the year. The town provides a full spectrum of essential amenities including schools, shops, hospital, places of worship and leisure facilities.  With a rail 
link to London Waterloo, easy access to the A30 dual carriageway to London and Cornwall, Exeter International Airport and Junctions 29 and 30 of the 
M5 motorway network at the Cathedral City of Exeter (15 miles), transport communications are excellent. In addition, the Jurassic Coast of East Devon, 
designated an Area of Natural Beauty by UNESCO, is within 9 miles.

 Stonesmith are asking for £99,950 for the leasehold interest and full details can be downloaded from the website www.stonesmith.co.uk. Viewings can 
be arranged by calling us on 01392 201262

Profitable and Easily Manageable Town Centre Sandwich Bar/Delicatessen – Cullompton, Devon

WELL ESTABLISHED HOTEL – BRIDLINGTON
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thriVing licensed caFe BistrO 
Sheffield, South Yorkshire 

Type: Well-established cafe bistro/restaurant, 
with 50+ covers 

Price: £129,950+sav leasehold 

Details: www.sovereignbt.co.uk 

FOOd led cOuntrY puB 
North Yorkshire 

 

Price: Leasehold £25,000 + S.A.V. 

Details: www.clifford-lax.co.uk 

BeautiFullY presented licensed caFe 
Stockport, Greater Manchester
Type: Spacious three storey premises, 
with vast scope 

Price  £129,950+sav leasehold 
Details: www.sovereignbt.co.uk 

hOtel, restaurant, Wedding Venue 
Saffron Walden
Type: A privately-owned, licensed hotel 
with 18 en-suite rooms, restaurant/bar 
and conference room. 
Guide Price: £1,400,000 F/hold 

Details: www.bradleyscountrywide.co.uk 

Type: Well-known busy bar and lounge with 
courtyard, full A3 use and kitchen. 
 
Price: £199,995 L/hold.  

Details: www.bradleyscountrywide.co.uk

MUSIC/SPORTS BAR  3 AM LICENCE 
Essex/London border, near Ilford 

Type: Well-sized premises.  Restaurant 36 
covers and Lounge for 26.

under 
£130k

under 
£25k

£1.4m under 
£200k

To advertise in this 
feature contact Steven 
on freephone 
0333 003 0499

prOpertY FOcus

under 
£130k



We take a look at some of the latest products available!
pOpcOrn
Yumsh Snacks Ltd have combined popcorn with the tangy taste of Tango to create Poptang. 
With two flavours – Apple Tango and Orange Tango – the snack is gluten, dairy, GMO and 
MSG free, as well as kosher and suitable for vegans. 
The product comes in 20g or 70g bags and is available for retail, foodservice and vending. 
Tony Goodman, CEO of Yumsh Snacks, said: “Yumsh Snacks are renowned for their premium 
quality popcorn and ‘Free From Plus’ credentials. 
“These have been intrinsically woven together with two sensational flavours from Tango – 
an iconic UK brand. The result is a fizz-tastic new snack, which will tang the socks off the 
nation.”

Company: Yumsh Snacks 
Product: Poptang

What’s new?

WAFFLE Company: Stute Foods 
Product: BWaffle  

The BWaffle is a sugar waffle served with a 
sachet of hazelnut chocolate sauce for on-
the-go snacking. 
The product is designed to appeal to a wide 
range of outlets, including coffee shops and 
cafes, where consumers are looking to pick 
up a quick snack. 
They are produced with sugar pearls and can 
be enjoyed hot or cold. 
There are four BWaffle pack sizes available 
- 55g BWaffle with a 15g hazelnut chocolate 
sauce sachet, available in flow packs of 
four, or individual wrapped in boxes of 14; 
55g BWaffle without sauce, available in flow 
packs of four, or individual wrapped in boxes 
of 15; 110g BWaffle with a 30g hazelnut 
chocolate sauce sachet, available individual 
wrapped in boxes of 10, and 110g BWaffle 
without sauce, available individual wrapped 
in boxes of 12.
The products are halal and kosher, and have 
a shelf life of four months on delivery.

Company: Nonno Nanni 
Product: Soft Cheese

CHEESE

Nonno Nanni, one of Italy’s premium 
soft cheese specialists, has now 
brought its products to the UK.
The company’s soft, fresh cheeses 
includes authentic classics such 
as Stracchino, Robiola, Caprino, 
Squaquerello as well as an award-
winning lactose-free range.
Described as having a creamy 
richness and soft texture, Nonno 
Nanni cheeses are a versatile 
alternative to cream. The Il Fresco 
Spalmabile Lactose-free is the latest 
addition to the range. 
It is a fresh cheese that is spreadable, 
creamy and delicately sharp. 
Each of Nonno Nanni’s products can 
be adapted to a range of purposes, 
including being stirred through soup, 
pasta or risotto, as an ingredient in 
cheesecake or served in salad.
James McKeown, Owner AJA 
Portfolio Brands, the UK agent for 
Nonno Nanni, said: “Nonno Nanni 
has a very loyal following in Italy, 
and every day we see more and 
more people, from across the globe, 
discovering these fantastic Italian 
specialties.”



MONIN’s Popcorn Syrup aims to introduce a 
fun, retro twist to a host of drinks from speciality 
coffees and hot chocolates, to cocktails and 
milkshakes.

The syrup was developed to meet the growing 
trend for replicating dessert and snack flavours 
in beverage form. The product is described as 
capturing the buttery, nutty flavour of popcorn 
with a light roasted aftertaste.

Lee Hyde, MONIN Beverage Innovation Manager, 
said: “Popcorn’s popularity as a snack has 
exploded in recent years. We want to capitalise 
on this trend by bringing that much-loved, 
nostalgic flavour into the bar and coffee shop 
sectors.

“Like all MONIN products, our new premium 
syrup will enable bartenders and baristas to 
experiment with exciting flavour combinations 
while maintaining excellent consistency and 
quality of flavour from drink to drink.”  

 

MONIN popcorn syrup is dairy and gluten free 
and is available in 70cl glass and 1 litre plastic 
bottles.

see your  
product here!

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

Then call 0333 003 0499

cOnFectiOnarY

PG tips has released a new range of 
speciality teas and fruit and herbal 
infusions so foodservice operators 
can offer a variety of top-selling 
flavours. 
The new range includes English 
Breakfast, Earl Grey, Green Tea, 
Camomile, Peppermint and 
Raspberry in foil fresh envelopes. 
PG tips has also launched a mixed 
case, which includes 25 envelopes 
of each flavour. 
Rhodri Morgan, marketing manager 
for Tea in Unilever Food Solutions, 
said: “This quality offer will help 
operators to grow their frequency 
of purchase and upsell to a more 
premium offer and appeal to 
younger consumers and a wider 
audience.”
The teas and infusions in the range 
are available in a 6 x 25 envelope 
case format. 

Company: PG Tips 
Product: Speciality teas and fruit  
and herbal infusions

tea

Company:Pecan Deluxe Candy (Europe) Ltd  
Product: Nut-free peanut butter flavour cups  

Pecan Deluxe’s peanut butter flavour caramel-filled milk chocolate mini cup are 
completely peanut free.

The product can be used as a topping on ice cream or frozen desserts, or be baked 
into cakes, doughnuts and tray bakes.

They can also be added to confectionery or other bagged snacks, such as trail mix, 
to create or enhance a premium range.

The peanut butter flavour cups contain no actual nut or nut derived product, and are 
manufactured in Pecan Deluxe’s segregated nut-free facility using all natural flavours.

Just 1.5g in size, the cups are available in bags, bulk bags boxed, and with either 
ambient milk chocolate or frozen low melt chocolate compound. The latter is 
developed for ice cream, so the chocolate melts in the mouth at a lower temperature.

pOpcOrn sYrup
Company: MONIN UK 
Product: POPCORN SYRUP
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dates for your diary

Diary Dates

in the next issue
 snack review  

location
Old traFFOrd FOOtBall 
stadium, manchester 

café Biz expo,
10th 

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

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

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

NOV 
2016

location
secc glasgOW

restaurant 
and takeaway 
Business live,

10th - 11th

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

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

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

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

NOV 
2016

The grab and go market is one of the fastest growing sectors in the food industry.

The pace of modern day life means consumers are increasing looking to pick up a quick snack without breaking the bank, 
and these impulse buys are very important sales targets for businesses.

From crisps to popcorn, nuts to seeds and olives to dried fruit, there is a huge range of products on the market that can 
add value to a meal deal and offer strong margins for outlets.

Taking this into consideration, the QuickBite team aims to review the broad spectrum of snacks the UK market has to 
offer. 
 
If you would like a product to feature in QuickBite Magazine’s Snack Review, please send a sample of the product, along 
with 100 to 150 words about the snack and the business, to QuickBite Magazine, Unit 9 Wilkinson Court, Clywedog Road 
South, Wrexham Industrial Estate, Wrexham, LL13 9AE.

location
natiOnal mOtOrcYcle 
museum, Birmingham

Food and drink 
research and 
innovation & npd 
summit

30th 

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

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

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

NOV 
2016






