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INTRODUCTION

This annual review provides evidence-
based analysis and insight to shed light 
on the progress, projections and priorities 
for the UK’s top food service management 
(FSM) businesses, and the importance of 
the contract catering industry to the UK 
economy.
Each year, survey results from leading FSM 
businesses form the basis of the Food Service 
Management Report. This year, this data has been 
coupled with turnover and employment statistics 
based upon data from the Office for National 
Statistics (ONS), using the 2014 Standard Industry 
Classification (SIC) for “Event catering and other 
food service activities” – SIC code 562. 

This compares to previous reports which referred to 
the wider FSM market, which included estimates for 
in-house catering and temporary employment, in 
order to capture the wider economic activity of the 
sector. This revised definition of the sector aligns 
our economic data with the official Government 
data, and UKHospitality reports and statistics 
going forward.

ACCORDING TO THE ONS DEFINITION OF THE 
UK FSM SECTOR, IN 2017 THE SECTOR SAW A

TURNOVER OF £10.2BN, 

AND EMPLOYMENT NUMBERS GREW TO

282,000
1

1. The Economic Contribution of the UK Hospitality Industry, Ignite Economics 2018

The results of the survey reveal expectations for a 
period of uncertainty leading up to and beyond the 
UK’s exit from the EU. The sector’s main concerns 
are over the ability to hire workers – which is 
exacerbated by worries over immigration post-Brexit 
– and food price inflation – again, exacerbated by 
concerns over product availability post-Brexit. Tighter 
consumer spending is also a concern for companies. 
When asked to identify the strongest opportunities 
for growth in the coming three years, leaders 
overwhelmingly pointed to winning share from 
competition and more efficient business practices, 
rather than increased consumption.

This report focuses on FSM companies contracted 
to cater at events, meetings and conventions, sports 
facilities and stadia, private and public sector venues 
such as offices, schools, prisons and hospitals. 

THE FSM SECTOR’S LEADING REPORT 

UKHospitality would like to thank Bidfood for their 
sponsorship of this report, CheckIt for sponsoring 
the launch event, and Ignite Economics for its 
contribution, and all the food service management 
businesses who participated in the Food Service 
Management Report and interviews. 

PARTICIPATING COMPANIES: 

Accent Catering

bartlett mitchell

Blue Apple Catering

CH&Co Group

Dine Contract Catering

Elior UK 

ISS Facility Services

Mellors Catering Services

OCS Group

Sodexo UK & Ireland

Vacherin



FOREWORD

At Bidfood, we’re pleased 
to have worked closely with 
UKHospitality and prior 
to that, the former British 
Hospitality Association 
for many years. We are 
especially proud to have 
built a strong and special 
partnership, founded on 
our commitment to the 
hospitality industry, and our 
desire to make a difference 
on the issues and challenges 
which are key to its future 
and the critical role it plays. 
UKHospitality has become a vital 
voice for our industry, working 
closely with both businesses 
and the Government to ensure 
we achieve meaningful change, 
operate in a fair trading 
environment, and are able to 
fulfil our pivotal role in feeding 
the nation. Many of these issues 
are in sharp focus right now as 
we await the final outcome of 
Brexit. If we are to secure the 
future of hospitality, support and 
not stifle its vitality, we need to 
work together to attract new 
talent and promote it as a great 
sector in which to work. We are 
delighted to have the opportunity 
to sponsor this report which is a 
fascinating temperature check of 
our performance as a sector, the 
trends shaping it, the opportunities 
and challenges facing us all, as 
well as those which we need to 
address together.”

This year UKHospitality 
was created to give a 
stronger voice for the 
hospitality industry. 
Our key priorities are 
to provide a positive 
working environment for 
our members and the 
wider sector. This means 
ensuring costs are kept 
to a minimum, restrictive 
legislation is avoided, and 
the future workforce of 
this vibrant sector secured. 
The food service management 
and contract catering 
sectors are vital elements of 
our world-class hospitality 
offering. Understanding the 
challenges and opportunities 
facing this exciting sector 
are key to the health and 
prosperity of the wider 
hospitality industry. Accurate 
and precise insight is key, 
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particularly at a time of such 
political and economic instability.

This report outlines the state 
of play within the sector and 
the priorities for employers 
and policy-makers. Issues such 
as nutrition, food safety and 
employment continue to affect 
businesses and UKHospitality 
has worked diligently to outline 
the challenges we face, and the 
potential for continued growth.

I am grateful to Bidfood for the 
support they have provided in 
helping us produce this report,  
in addition to the members 
who have provided data, case 
studies and expertise in support 
of our valuable FSM sector.”

UKHOSPITALITY 
Kate Nicholls,  
Chief Executive 

BIDFOOD
Andrew Selley,  
Chief Executive
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EXECUTIVE SUMMARY

Analysis of the data has shown the  
main concerns are over the ability to  
hire workers – which is exacerbated by 
worries over immigration post-Brexit –  
and food price inflation – again, 
exacerbated by concerns over product 
availability post-Brexit. Tighter consumer 
spending is also a concern for companies.
When asked to identify the strongest opportunities 
for growth in the coming three years, leaders 
overwhelmingly pointed to winning share from 
competition and more efficient business practices.
There is a strong focus on nutrition / healthy eating 
and sustainable food sourcing – in part driven by 
customer demand. A potential area of post-Brexit 
growth was identified as an improved and enlarged 
British food supply chain. Over 90% of FSM clients 
see health and nutrition as important or critically 
important issues.

FSM businesses surveyed demonstrated strong 
performance on diversity - 90% of FSM companies 
surveyed have a workforce that is more than 50% 
female, and there has been a continued increase in 

the proportion of female board members. However, 
the proportion of staff in senior leadership roles 
within the business has fallen compared to last 
year’s survey.

Confidence that the Government 
supports the industry remains low 
(as in 2017) – but has improved 
since last year. Key asks from the 
Government include:

In terms of main trends, street food has become the 
trend most identified by companies, while meat-free 
eating was identified by over half of respondents, 
compared to just 10% of respondents last year.

Mobile payment has been the key customer-
facing technological driver in recent years, while 
e-learning for staff has been the key driver of 
internal productivity. Going forward, in-app 
payment solutions and online ordering / booking  
are the technological changes most often 
identified by companies. 

of respondents want the Government to support 
ways to improve the attractiveness of catering 
as a long-term career choice

80

want a more measured approach to National 
Living Wage increases

65A
LM

O
S

T

Other key measures include:
Recognition of the importance  
of immigration for catering staff

Rewards for developing  
healthier eating habits 

Greater encouragement for a  
UK-based food supply chain.

O
V

E
R
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DEEP DIVE MARKET ANALYSIS AND FORECASTS
This report uses scenario analysis to forecast a bull case, base case and bear case for the 
FSM industry’s future employment and turnover. 
Under the base case, Ignite Economics forecasts the food service management sector to grow employment 
by a 0.7% 3-year compound annual growth rate (CAGR) and turnover by a 0.9% 3-year CAGR between 2017 
and 2020e. Subdued growth is driven by both pressure on client contracts and subdued consumer spending.
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Subdued growth forecasts are in-line with the survey responses – 73% of respondent listed winning share 
from competition as a key driver of growth, whereas only 9% of respondents listed increasing consumption.

Under the bull case, Ignite Economics forecasts that by 2020 employment could increase to 293,000 and 
turnover to £10.9bn, but under the bear case employment could fall to 269,000 and turnover to £9.5bn.
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KEY TRENDS – PERFORMANCE BY SEGMENT

BUSINESS & INDUSTRY

Growth in the Business & Industry segment continues to be subdued,  
with competition between businesses expected to intensify. 
An increase in flexible working will continue to put pressure on the customer base, 
while in some cases offices are moving away from large canteens towards smaller café-
style outlets. Uncertainty surrounding Brexit is also delaying decisions for some clients. 
However, we expect the general shift from in-house catering to outsourcing to continue.

PUBLIC SECTOR – EDUCATION, HEALTHCARE & DEFENCE

We expect the defence segment to continue to remain subdued as  
spending on the overall defence budget remains under pressure. 
By contrast, long-term demographics of an ageing population should underpin the 
healthcare segment; while we note that there is also pressure on the healthcare budget, 
we note that a portion of the FSM healthcare market is direct to consumer paid-for 
meals. Education has been impacted by a drop in higher education applications after  
an increase in tuition fees, but we expect this to have levelled out, and overall demand  
in the education segment should remain robust.

LEISURE (EVENTS, SPORTS STADIA, ETC.) 

The Leisure segment was affected by the terror attacks in London in 2017, 
which led to a drop in visitor numbers within London. 
However, elsewhere the segment remained robust. Looking ahead, growth in visitor 
numbers should continue to underpin stable growth, although we note that inbound visitor 
numbers to the UK in the first half of 2018 have been poor, which will likely put some 
pressure on 2018 growth. 



COMPETITION FOR GROWTH

When asked to identify the strongest opportunities for growth in the coming three years, 
leaders overwhelmingly pointed to winning share from competition and more efficient 
business practices.

FOOD SERVICE MANAGEMENT MARKET REPORT 2018

WINNING SHARE FROM 
COMPETITION73

…and the top factors expected to constrain growth are led by tighter consumer spending, rising food 
input inflation and staff recruitment difficulties.... 

MORE EFFICIENT 
BUSINESS PROCESSES45

M&A ACTIVITY36
PRODUCTIVITY 
IMPROVEMENTS36
GROWTH IN 
PREMIUMISATION36

NEW MARKET SECTORS18

GREATER NEW PRODUCT 
DEVELOPMENT BENEFITS27

CUSTOMERS MARKETS9

ECONOMIC UPSWING18

INCREASING 
CONSUMPTION9

TIGHTER CUSTOMER SPENDING

RISING FOOD INPUT COST INFLATION

STAFF RECRUITMENT DIFFICULTIES

DIFFICULTIES IN PASSING ON PRICE RISES

STAFF SKILL SHORTAGES

STERLING WEAKNESS

ECONOMIC SLOWDOWN

CLIENT CUT-BACKS

HIGHER NLW/NMW COSTS

OLD / INEFFICIENT TECHNOLOGY

64
55
45
36
27
27
27
18
18
9

The foodservice industry is facing many 
challenges around what Brexit will mean  
for our workforce, supply chains and 
inflation, as well as the increased scrutiny  
on outsourcing more generally. 
Our continued growth relies on us maintaining a 
strong relationship with our suppliers, particularly 

SMEs, focusing on the quality and provenance of our 
food, and ensuring we are meeting consumer demand 
by reflecting the pace of high street trends.

At Sodexo we’ve grown our business, but equally 
as important we’ve retained our existing clients, in 
which our brand positioning as a responsible business 
bringing social value has played a central role.

SODEXO Sean Haley, Chairman
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LEVERS OF CHANGE

FSM leaders were surveyed on the primary drivers shaping business decisions and 
investment in the sector today: customers, technology and food. 
Results indicate that time-poor customers are seeking greater convenience and healthier options. Street 
food has become the trend most identified by companies, while meat-free eating was identified by over 
half of respondents, compared to just 10% of respondents last year.

EATING-OUT TRENDS

STREET FOOD HEALTHIER EATING MEAT-FREE EATING SNACKING / GRAZING

SUGAR REDUCTION ‘FREE FROM’ OPTIONS INTERNATIONAL CUISINES GROWTH IN BREAKFAST

82 73 55 27

18 18 18 9

TECHNOLOGY

9

9

18

27

36

55

55

82 SMART PAYMENT

MORE GRAB & GO / EAT AT DESK

BUYING ON PROMOTION / MEAL DEALS

USE OF SOCIAL MEDIA

‘HAVE IT YOUR WAY’ CUSTOMISATION

SHORTER BREAK TIMES

TRADING UP / PREMIUMISATION

ORDERING APPS
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Technology continues to shape and change 
the FSM industry, reflecting both the 
customers evolving demand for flexibility 
and speed and the companies’ focus on 
productivity gains. Respondents were asked 
which technologies had benefitted their 
business in recent years, and which they 
expect to do so in future. 

Mobile payment has been the key customer-
facing technological driver in recent years, while 
e-learning for staff has been the key driver of 
internal productivity. Going forward, in-app 
payment solutions and online ordering / booking 
are the technological changes most often 
identified by companies

IMPORTANT TO COMPANIES IN RECENT YEARS

IN-APP PAYMENT 
SOLUTIONS82
ONLINE ORDERING/
BOOKING82

SELF-SERVICE KIOSKS73

SOCIAL MEDIA64
COMPREHENSIVE ONLINE 
SUPPLIER MANAGEMENT 
SYSTEMS55

MOBILE PAYMENT
(APPLE PAY ETC.)45

CUSTOMER DATABASE 
MANAGEMENT45
MANAGED FOOD 
DELIVERY SERVICES45

IMPORTANT TO COMPANIES IN THE FUTURE 

LOYALTY CARDS/ 
SCHEMES27

E-LEARNING FOR STAFF36

27

55

64

73

82

82 E-LEARNING FOR STAFF

MOBILE PAYMENT (APPLE PAY ETC.)

LOYALTY CARDS/SCHEMES

SOCIAL MEDIA

COMPREHENSIVE ONLINE SUPPLIER MANAGEMENT SYSTEMS

CUSTOMER DATABASE MANAGEMENT

27

27

27

IN-APP PAYMENT SOLUTIONS

SELF-SERVICE KIOSKS

ONLINE ORDERING/BOOKING
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Over the past year 
we have invested in 
significant research and 
development to create 
and launch a unique, white 
label app, designed with 
the specific requirements 
of the staff dining hub 
consumer in mind.
With ever-increasing usage and 
reliance on devices and the 
expectation of our customer 
base that information is 
instantly available, we saw the 
investment in our app as an 
absolute necessity. There are ‘off 
the shelf’ products available but 
we wanted to offer our clients 
and customers a truly unique 
product, branded for them and 
with a wide range of functions – 
all scoped by Vacherin.

Our customers benefit from 
being able to look at menus 
anytime, anywhere including 
daily and weekly ‘specials’. 
They can filter these options 
by allergens and intolerances, 
look up nutritional and calorie 
information from Vacherin’s 
‘Nutritious and Delicious’ 
range and apply filters to 

make informed food choices. 
Another element of the app 
allows the consumer to search 
for exclusive offers and deals, 
see any upcoming events, 
accumulate points through the 
digital loyalty card and take 
part in surveys and polls.

The app is compatible for 
both android and iPhone and 
enables our management 
teams to schedule and 
send push notifications 
to prospective diners and 
capture data based on 
preferences, helping to gather 
consumer behaviour and sales 
patterns. This information is 
used at site level to enhance 
their food, beverage and 
customer service offering, 
allowing them to make 
informed site-specific decisions 
according to their customer’s 
wants and needs. The ‘Have 
Your Say’ function gives 
customers the opportunity 
to respond to relevant polls, 
participle in customer surveys 
and offer their general 
feedback from the palm of 
their hand. 

CASE STUDY: 
MULTI-FUNCTIONAL APP FOR MAXIMUM CUSTOMER ENGAGEMENT

VACHERIN  |  Phil Roker, Owner, Managing Director

The return on investment 
has been significant with 
the following successes:

31% increase in purchase 
transactions across sites 
already using the app

The response and initial 
app downloads exceeded 
predictions by 25%

Increased engagement 
through polls and events 
and an overall increase  
in sales

Through push 
notifications Vacherin  
has seen a reduction 
in daily waste and an 
increase in end of  
day sales

By analysing the data 
to assess customer 
behaviour and purchase 
habits, sites with the  
app have been able to 
tailor menus according  
to current demand.



 THE RISE OF  
UNBRANDED CONCEPTS
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% OF BUSINESSES OFFERING BRANDS

IN-HOUSE / OWN BRANDS

2018

82

2017

90

2016

100

HIGH STREET BRANDS

2018

73

2017

75

2016

57

GROCERY BRANDS

27

2018

25

2017

21

2016

LOCAL INDEPENDENT OPERATORS

36

2018

13

2017

There is a continued increase in the number 
of businesses offering high street brands at 
the expense of in-house brands. 
This reflects the growing consumer expectation 
for catering to mirror their high street experience, 
including branded coffee and food-to-go chains. 
However, less than half of FSM leaders now expect 
branded concepts to continue to grow over the 
next 3 years, and 2018 saw a strong increase 
in local operators – perhaps in line with the 
independent ‘street food’ trend identified above. 

FSM LEADERS EXPECT TO SEE 
CONTINUED GROWTH IN BRANDED 

CONCEPTS OVER THE NEXT 3 YEARS, 
COMPARED TO

LOOKING AHEAD, 

ONLY 45  OF 

80  LAST YEAR 
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HEALTH & NUTRITION

Leading FSM businesses are focused on healthier eating and welcome the UK Government’s 
ambition to combat childhood obesity. 
UKHospitality and members has been working closely with Public Health England on the calorie, sugar 
and salt reduction targets for the out-of-home sector, and with the Department of Health on the live 
consultation on menu calorie labelling.

Significant business investment in health and nutrition continues to target reductions in the salt, sugar and 
fat content in dishes, as well as nutrition-based training for chefs. 

100

PERCENTAGE OF BUSINESSES CARRYING OUT HEALTH AND NUTRITION ACTIVITIES:

100

100

100

100

91

91

82

73

73

64

64

64

45

45

36

27

PROVIDING VEGETARIAN AND VEGAN OPTIONS

DISPLAYING NUTRITIONAL INFORMATION TO CUSTOMERS

TRAINING CHEFS & CATERING ASSISTANTS IN THE PRINCIPLES OF HEALTHY EATING

PROVIDING HEALTHIER ALTERNATIVES

REDUCING SALT PER PORTION

INCLUDING MORE FRUIT / VEGETABLES IN MENUS

REDUCING ADDED SUGAR PER PORTION

PROVIDING ‘FREE FROM’ OPTIONS

INTRODUCING NEW SUPPLIERS

CALORIE LABELLING

REDUCING MEAT OPTIONS

REDUCING SATURATED FAT PORTION

REDUCING CALORIES PER PORTION

REDUCING FAT PER PORTION

REDUCING PORTION SIZES 
WORKING WITH SUPPLIERS TO 
REFORMULATE PRODUCTS

REDUCING PLATE SIZES 
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SPECIFICALLY WITH RESPECT TO SUGAR:

100 91 91 73 55 9

PROMOTING 
LOWER SUGAR 

OPTIONS

PROVIDING 
MORE LOWER 

SUGAR OPTIONS

REDUCING 
SUGAR IN OWN 

RECIPES

PROCURING 
LOWER SUGAR 
VERSIONS OF 

PRODUCTS

REDUCING 
PORTION SIZE 

OF SUGAR ITEMS

WORKING WITH 
SUPPLIERS TO 
REFORMULATE 

PRODUCTS

SPECIFICALLY WITH  
RESPECT TO CALORIES:

IMPORTANCE OF HEALTH  
AND NUTRITION TO CLIENTS:

NEUTRAL

82 PROVIDING MORE LOWER 
CALORIE OPTIONS

73 PROMOTING LOWER 
CALORIE OPTIONS

64
PROCURING LOWER 
CALORIE VERSIONS  
OF PRODUCTS

64 REDUCING CALORIES  
IN OWN RECIPES

18
WORKING WITH SUPPLIERS 
TO REFORMULATE 
PRODUCTS

18
REDUCING PORTION 
SIZE OF HIGH-CALORIE 
SAVOURY ITEMS

IMPORTANT CRITICALLY  
IMPORTANT

9 82 9

We’re participating in the Government’s 
consultation on calorie labelling as we recognise 
the need to give customers the information to 
make informed choices about the food they eat 
when dining away from home. However, there 
are many practicalities to consider – particularly 
in our staff dining environments where our 
menus change daily, our food offer is tailored 
to each individual client and where our chefs 
take ownership of their menus and design them 
to take seasonality, minimising food waste and 
market prices into account.

For the title for the app case study I suggest 
“Vacherin launches a while label multi-functional 
app for maximum customer engagement

VACHERIN  
Phil Roker, Owner, Managing Director

OF FSM CLIENTS SEE HEALTH AND 
NUTRITION AS IMPORTANT OR 

CRITICALLY IMPORTANT ISSUES

OVER 90  
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As a nation, we’re more 
interested in ‘wellness’ 
than ever. But we’re also 
bombarded with conflicting 
advice and, shockingly, diet 
is now number one factor 
driving poor health, even 
ahead of smoking. There is 
an urgent need to change 
this picture.
At Elior, we believe it’s our responsibility to 
help people achieve the right balance for 
them and to help our customers, our clients 
and our own staff lead healthier lives. 
That’s why it’s one of the four goals in the 
Elior Group CSR strategy – The Positive 
Foodprint Plan.

As a business we have had a long-standing 
commitment to helping support the health 
of our guests through our own internal 
health and wellbeing programmes as 
well as being proactively involved in 
wider public health initiatives. Elior were 
amongst the first to sign up to the Public 
Health Responsibility Deal and are 
working to support sugar and proposed 
calorie reduction targets. We believe we 
must build on our work to date in this 
field and seek to contribute to progress 
in society’s journey to better health as an 
innovative leader in our industry. Because 
we create and serve food to so many 
people from all walks of life, and across 

the lifespan, we believe we can make 
a lasting difference to awareness and 
choice among our customers. 

In 2018 we updated ‘You & Life’ - the 
programme which brings together all 
of our activities in health, nutrition 
and wellbeing. With You & Life 
we are promoting healthier eating 
and supporting healthier lifestyles 
through a host of activities including: 
a dedicated website featuring an ‘Ask 
the dietitian’ area where guests can 
have their nutrition-related questions 
answered by our dietitians, delivering 
healthy eating events at our sites, 
health by stealth strategies to reduce 
levels of fat, salt and sugars in our 
recipes and providing supportive 
information to help make it easier for 
customers to make healthier choices. 

To further support our You & Life 
programme, and to meet growing 
consumer demand for ‘healthy eating’ 
we launched ‘Elements’, our healthy 
eating concept that makes the healthy 
choice the easy choice - whether 
customers are grabbing a quick bite 
on the go, sitting down with colleagues 
to enjoy a hot meal, or looking for a 
healthier snack or drink. The range 
has been developed in collaboration 
with our dietitians and development 
chefs and puts a strong emphasis 
on championing ingredients that are 
packed with positive nutrition. Elements 
embraces a simple set of principles:

CASE STUDY: 
ELEMENT: MAKING THE HEALTHY CHOICE THE EASY CHOICE

ELIOR  |  Dr William Cook, Head of Nutrition and Dietetics

No added baddies 
(unnecessary fats/trans fats/
salt/preservatives/undesirable 
additives or GM ingredients)

No unnecessary  
added sugars

Created using real ingredients

Freshly prepared in our  
kitchens each day

Better for people and  
the environment

The Elements range includes dishes 
covering all day parts, and has recently 
been updated to include an exciting 
‘build your own’ grab & go salad range 
so that customers can personalise their 
meal and tailor their choices to meet 
their own specific dietary requirements. 
Elements also features a dedicated blog 
and Instagram account which are packed 
with information for our guests on health 
and wellbeing. Over 50% of our Instagram 
followers have engaged with our posts and 
blog views are up 200%. Feedback from 
our clients and customers on the Elements 
range has been overwhelmingly positive 
and it is really exciting to see how popular 
the dishes are when visiting our sites. We 
are developing delicious new recipes all the 
time and will continue to add new seasonal 
dishes to the range so that we can continue 
to support our customers in making the 
healthier choice, the easy choice.
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SUSTAINABLE SOURCING
Customers are reported to increasingly demand information on the authenticity and 
sustainable sourcing of the food they eat.

PERCENTAGE OF BUSINESSES CARRYING OUT SUSTAINABILITY ACTIVITIES

WHAT PERCENTAGE BY VALUE OF  
THE FOOD YOU PROCURE IS BRITISH?

75% 51 - 75%

26 - 50% 11 - 25%

36 36

18 9

THE FSM INDUSTRY IS ALREADY  
VERY UK-FOCUSED WHEN IT COMES  

TO PRODUCT SOURCING,

WITH OVER 70 OF 
COMPANIES PROCURING 

MORE THAN 50  OF THEIR 
FOOD FROM THE UK

100
INTRODUCING SUSTAINABLE 
ALTERNATIVES TO SINGLE-
USE PLASTIC ITEMS  
(E.G. COMPOSTABLE ITEMS)

91 TRAINING CATERING STAFF 
IN WASTE MANAGEMENT

91
REDUCING USE OF SINGLE-
USE PLASTIC ITEMS  
(E.G. STRAWS, CUTLERY)

91
IMPLEMENTING A 
COMPREHENSIVE FOOD 
WASTE ACTION PLAN IN 
PLACE TO REDUCE WASTE

91
USING FOOD WHICH IS 
LABELLED AS FREE RANGE/
FAIR TRADE/ORGANIC/ECT.

91 USING LOCALLY  
SOURCED FOOD

82
USING SUSTAINABLY SOURCED 
PALM OIL INGREDIENTS/
PRODUCTS, OR MAKING 
PROGRESS TOWARDS THIS

73 INTRODUCING  
NEW SUPPLIERS

55 REDUCING  
MEAT OPTIONS

36 REDUCING  
PORTION SIZES
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RESPONSIBLE BUSINESS

Customers and employees in all industries increasingly want to engage with responsible 
firms. This is particularly so for FSM with high consumer demand for healthier dining 
options and sustainable alternatives. There is growing business investment in sustainable 
sourcing, health and wellbeing, minimising waste and protecting the natural environment. 
Leaders were asked to rate the importance (9 being most important, 1 being least) of the below health 
and sustainability initiatives. Healthy eating, waste reduction and local sourcing were rated as the most 
important initiatives.

NUTRITION/ 
HEALTHY 
EATING

WASTE 
REDUCTION
(FOOD & 
PACKAGING)

LOCAL 
SOURCING

SUSTAINABLE 
FISHING

PROJECTS 
WITH YOUR 
SUPPLY CHAIN

ETHICAL/ 
FAIR TRADE

ANIMAL 
WELFARE

WATER, 
ELECTRICITY 
& GAS 
EFFICIENCY

ORGANIC

The Food Waste Reduction Roadmap is 
hugely ambitious, and I’m very proud that 
the UK is the first country anywhere to set 
a nation-wide plan towards delivering its 
part in SDG 12.3. 
Together, WRAP and IGD have mobilised industry 
leaders to create a bold sector-wide Roadmap, 
showing clearly what UK businesses must do. We 
are delighted that UKHospitality are a supporter 
of the UK Food Waste Reduction Roadmap, 

accelerating action across Hospitality and Food 
Service sectors. Already there are many businesses 
working hard to cut food waste, but many more 
that need to focus on the problem. If the food 
sector follows this plan it will accelerate work to 
achieving both Courtauld 2025 and SDG12.3 targets 
significantly, and I urge other companies to adopt 
the principles laid out in the Roadmap and join the 
rest of the sector on this historic journey.

WRAP Peter Maddox, Director, 

6.8 6.5 6.2 5.8 5.8 5.5 5.2 3.0 1.9



It goes without saying, 
managing a busy catering 
outlet requires accurate 
monitoring of ingredients, 
particularly with multiple 
sittings and changing menus. 
Having a clear measure of 
the flow of ingredients-to-
plate is crucial to ensure 
dishes are served profitably 
and to specification.
But when it comes to measuring how much 
food a business wastes, there’s still an 
opportunity to improve understanding of 
the size and cost of food waste within your 
catering operations.

At September’s annual meeting of 
Champions 12.3 in New York; the group 
overseeing the global campaign to 
halve food waste by 2030, WRAP CEO, 
Marcus Gover shared a ground-breaking 
initiative to help UK hospitality and food 
service sites overcome this problem; and 
contribute towards the United Nation’s 
Sustainable Development Goal 12.3.

WRAP and IGD have worked with multiple 
partners in the food industry to develop a 
bespoke plan for the UK, the Food Waste 
Reduction Roadmap.

The Food Waste Reduction Roadmap is a 
UK food and drink sector-wide ambition 
showing how the UK can deliver its part of 
SDG 12.3, while providing free resources 

and guidance for UK businesses to 
implement a simple three actions 
strategy of Target-Measure-Act to 
reduce food waste in their operations.

So, what does this Roadmap mean for 
the Hospitality and Foodservice sector? 

Recent global research highlights the 
bottom line savings that can be made 
for caterers on food waste prevention 
alone; And in 2015 UK HaFS businesses 
threw away one million tonnes of food; 
worth £2.9 billion. The shocking reality 
is that nearly 75% of that food could 
have been eaten. Through the Food 
Waste Reduction Roadmap, we’ve  
set out how you can implement the 
three-steps in your business to help 
reduce waste.

We know that collaboration is key, and 
the Roadmap recognises the complexity 
of the sector and offers guidance on 
working collaboratively. To underpin the 
Roadmap, WRAP is developing a sector 
specific Action Plan which outlines the 
key milestones to deliver food waste 
prevention across the board.

But there’s no need to wait – your 
business can begin today.

The Food Waste Reduction Roadmap 
explains how to Target food waste 
in your operations today, and set a 
baseline and goal for reducing the 
amount of food thrown away. You 
can align your ambitions directly with 
the 12.3 target and aim to halve this 
waste, or if that’s not feasible set a 

CASE STUDY: 
FOOD WASTE REDUCTION

WRAP  |  Peter Maddox, Director

target relative to your situation and that 
contributes towards SDG12.3. Then 

Measure.

WRAP and IGD have developed specific 
tools for HaFS businesses to measure 
food waste consistently, supported with 
guidance on how to reduce it. You can 
begin with the Your Business is Food; 
don’t throw it away guide and calculator, 
and check what other businesses are 
already doing with our case studies. 
Thirdly, you can Act.

You can act on the food waste in 
many ways and through working 
with organisations like WRAP, IGD or 
UKHospitality directly. And your local 
Environmental Health Practitioner can 
also provide advice. But key is acting in 
collaboration and raising awareness of the 
issue with your suppliers, clients, staff, and 
with consumers to fight against food waste 
together.

For the Hospitality and Food Service 
sector, accelerating the good work already 
happening on cutting food waste has a 
number of benefits; helping to develop 
innovation and skills in chefs and staff 
– and of course “sustainability” is an 
increasingly attractive selling point for 
your clients and consumers. Put simply, 
keeping food out of the bin makes good 
business sense, good societal sense and is 
the right thing to do for the environment.

FOOD SERVICE MANAGEMENT MARKET REPORT 2018
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GOVERNMENT RELATIONS

Confidence in the Government supporting the hospitality industry remains low, with only 
27% of respondents saying that they are confident that the Government supports the 
industry. However, this is an improvement on last year’s survey, when over 60% of those 
surveyed were ‘unconfident’ or ‘very unconfident’, and no responses came back as ‘confident’.

HOW CONFIDENT ARE YOU THAT THE CURRENT  
GOVERNMENT SUPPORTS THE HOSPITALITY INDUSTRY? 

UNCONFIDENT

45
NEUTRAL

28
CONFIDENT

27

Over 80% of respondents want the Government to support ways to improve the attractiveness of catering as a 
long-term career choice, while almost 65% want a more measured approach to National Living Wage increases. 
Other key measures include recognition of the importance of immigration for catering staff, rewards for 
developing healthier eating habits and greater encouragement for a UK-based food supply chain.

WHAT FSM COMPANIES WANT FROM THE GOVERNMENT

55

45

45

36

36

SUPPORT WAYS TO IMPROVE ATTRACTIVENESS OF CATERING AS A LONG TERM CAREER CHOICE

MORE MEASURED APPROACH TO NATIONAL LIVING WAGE INCREASES

STRONGER RECOGNITION (& SUPPORT) OF THE IMPORTANCE OF IMMIGRATION WITHIN CATERING STAFF

OFFER REWARDS FOR DEVELOPING HEALTHIER EATING BEHAVIOURS

GREATER ENCOURAGEMENT FOR UK-BASED FOOD SUPPLY CHAIN

ENCOURAGE MAKING APPRENTICE SCHEMES MORE ATTRACTIVE

REDUCE RED TAPE

REDUCE NIC & APPRENTICESHIP LEVY

MAKING IT EASIER/MORE ACCESSIBLE FOR MORE COMPANIES TO PARTAKE IN PUBLIC SECTOR CONTRACTS

ACCELERATE TIMETABLE FOR BREXIT NEGOTIATIONS

82

64

64

55

55
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BREXIT

DANGERS TO THE INDUSTRY

Access to labour and food price inflation / 
product availability were the two greatest 
perceived risks of Brexit for the industry, 
with almost three quarters of companies 
surveyed noting them as key concerns. 

ACCESS TO LABOUR & 
FILLING VACANCIES73

FOOD PRICE INFLATION/
PRODUCT AVAILABILITY73

TIGHTER CONSUMER 
SPENDING/CONSUMER 
CONFIDENCE27

45 CLIENT CUTBACKS DUE TO 
UNCERTAINTY IN MARKET

27
CLIENTS MOVING OUT  
OF THE CITY/RELOCATION 
OF CLIENTS

POTENTIAL BENEFITS

The potential benefits were more varied, 
but a greater focus on UK produce and 
a possible reduction in red tape were 
identified as being able to drive potential 
gains for the industry.

FOCUS ON UK PRODUCE/
UK CROP GROWTH45

POSSIBLE REDUCTION  
ON RED TAPE36

CATERING HIGHER PROFILE/
LONGER TERM DEVELOPMENT 
OF UK DRIVEN HOSPITALITY18

18 COMPETITION/ 
NEW BUSINESSES

18 REDUCED TAXATION TO 
ENCOURAGE GROWTH

18 DRIVE TO EMPLOY MORE 
UK NATIONALS



WORKFORCE The ability to hire people is a 
major concern for the companies 
surveyed, both in terms of the 
number of people and the skill 
shortage that is being experienced 
by the industry. 

FSM companies experienced a 
workforce turnover of 17% in the 
past year

New hires expected over the next 
year, for the companies surveyed, 
equate to 30% of their entire 
existing workforce. 

However, almost half of companies 
surveyed said that the quantity 
of job applicants per position 
decreased in 2017 compared  
to the prior year.

FULL-TIME

PART-TIME

56

44

Comparing the quantity of job applicants per 
position in 2016 to 2017, please indicate which most 
appropriately completes the statement: 

For each vacant position, the number of applicants... 

INCREASED  
IN 2017

NOT  
NOTICEABLE

DECREASED  
IN 2017

27 28 45
UK  

WORKERS

61

EU WORKERS 
(NOT INCLUDING 

UK)

30

21

56% of the workforce of FSM businesses 
are full-time employees, with 44% working 
part-time. The current apprenticeship 
system a major concern for many 
companies in the survey.

REST OF THE 
WORLD

9

NON-UK WORKFORCE



sales people, for example, but in reality 
all that can be achieved is to map the 
apprenticeship to the roles they are 
currently undertaking. Apprentices should 
be committed to the programme, confident 
that their potential will be nurtured and 
developed in order that they are prepared 
to take on the next available vacancy 
upon completion. Only then will all 
involved benefit.

This scheme has the potential to be a 
great way to access training, should 
be easy to arrange, and should give 
businesses a development pathway for 
the next generation of employees. At 
present, however, it is about giving people 
a qualification to recognise the skills they 
can demonstrate in their current roles. This 
misses one of the key opportunities for an 
apprenticeship programme - developing 
capability to allow progression, or as a 
pathway into employment - and goes a 
long way to explaining the most recent 
Department for Education figures. 
According to the report, there were just 
261,200 apprenticeship starts reported 
between August 2017 and March 2018 
for the 2017/18 academic year, compared 
to 362,400 and 346,300 starts reported 
in the equivalent period in 2016/17 and 
2015/16 respectively.

It makes for unattractive reading to 
say the least and certainly bolsters the 
widespread opinion that urgent reform is 
required. Blue Apple, in partnership with 
our fellow foodservice peers and UKH, will 
continue to lobby government for reform 
in this area, in the hope that common 
sense will ultimately prevail.

FOOD SERVICE MANAGEMENT MARKET REPORT 2018

When the apprenticeship 
levy policy paper was 
published on 4 February 
2016, it claimed that: ‘The 
levy will help to deliver new 
apprenticeships and it will 
support quality training by 
putting employers at the 
centre of the system’. 
Essentially, businesses with annual paybills 
in excess of £3m are charged a levy of 
0.5%, with each receiving £15,000 to offset 
against this payment against recruitment 
and training. The idea is to use this capital 
to fund apprenticeship schemes and for 
the government to contribute to costs 
exceeding the levy amount at a ratio of 
90:10 – effectively allowing businesses to 
get back more than they put in through 
training ‘sufficient numbers of apprentices’.

However, the policy has not had the 
desired effect for a number of reasons. 
In the first instance, money goes into 
the levy ‘pot’ and the apprenticeship 
providers access that pot – which sounds 
straightforward. However, the bureaucracy 
surrounding the contribution process 
makes it incredibly complex, and once 
begun there is very little help and support 
for employers in how they set up and 
administer their contributions. Clearer 
guidance would streamline the process 
significantly, as once it is in place it is 
relatively easy to manage.

Blue Apple started actively recruiting 
apprentices in April 2017, but again a 
fundamental lack of information has 
hindered progress. The structure of 
apprenticeships has changed several 

times over the past 20 years, therefore 
it is little wonder that local colleges 
struggle to outline the basic structure 
of the journey. At the time the levy was 
introduced, colleges were still moving 
from the frameworks to the standards, 
which meant for employers there was 
a lack of information around costing 
and course outline. As a medium-sized 
employer, looking to maximise the 
effectiveness of the levy pot, this made 
selecting apprenticeships very difficult. 
Potential apprentices wanted to know 
what they were signing up for and it 
was a challenge to pull this information 
together to give them enough 
information to make an informed 
decision.

Within our industry, perhaps the 
biggest challenge, however, exists 
in terms of competency-based 
assessment process. The necessity 
to prove competence in the job role 
in question has led to a decrease 
in interest and engagement and it 
is not difficult to understand why. 
For example, if a team leader has 
aspirations to become a unit manager 
it would be a fantastic use of the 
levy fund for that person to train 
and develop the skills necessary to 
take a future vacancy at that higher 
level. However, as the requirement 
is competence based, the only 
apprenticeship available to that 
person would be to train as a team 
leader – a role they are already 
performing successfully. 

As a business, it would be of 
considerable value to be able to use 
the levy fund to develop the next 
generation of unit managers, chefs or 

CASE STUDY: 
APPRENTICESHIPS: RETHINK AND REFORM
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DIVERSITY AND INCLUSION

WOMEN IN LEADERSHIP

FSM businesses in the survey demonstrated strong performance on diversity...

HOW MANY OF YOUR MAIN UK EXEC 
BOARD MEMBERS ARE FEMALE? 

HOW MANY STAFF IN SENIOR LEADERSHIP/ 
DIRECTOR LEVEL & ABOVE ROLES ARE FEMALE? 

2018

33

2017

28

2018 2017

37

2016

47

PROMOTING A DIVERSE &  
SAFE INDUSTRY

UKHospitality works with a number 
of bodies across the hospitality 
sector, to create and promote a 
diverse and safe industry – for 
both colleagues and customers. This 
includes Women in Leadership, Only 
a Pavement Away, the Department 
of Work and Pensions regarding 
accessibility of venues, the Licensed 
Trade Charity, Drinkaware Crew, and 
many others. Member companies 
across the FSM sector and beyond 
are involved in a number of these 
initiatives in addition to their own 
internal programmes, with the aim of 
ensuring our industry is as inclusive 
and welcoming as possible. 35

...and there has been a continued increase in the proportion of female board members. 
However, the proportion of staff in senior leadership roles within the business has fallen 
compared to last year’s survey.

OF FSM COMPANIES SURVEYED 
HAVE A WORKFORCE THAT  

IS MORE THAN

90  

50 FEMALE 
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World Mental Health Day 
on 10 October saw many 
encouraging examples 
of people opening up 
about conditions they had 
previously kept secret 
Stigma is a common reason 
why people choose to keep 
mental health conditions to 
themselves, but awareness-
raising campaigns like World 
Mental Health Day are 
chipping away at that rather 
formidable monolith.
The foodservice industry is no stranger to 
issues surrounding mental health, disability 
and people not opening up on this 
sensitive subject in the workplace.

We know there are many talented people 
out there who would thrive in our industry 
given the chance, but who may not 
consider foodservice an option. Popular 
media perceptions of a celebrity chef 
bawling out hospitality staff on television 
are not helpful.

 In 2015, Sodexo globally committed to 
providing 100% of our workforce with 
access to programmes for people with 
disabilities by the year 2025. In 2016, 
Sodexo signed up to the International 
Labor Organization Global Business and 
Disability Network Charter.

Recognising our industry first needs to 
be more inclusive itself before we can 
attract untapped talent, Sodexo ran a 
campaign around the UN International 
Day for People with Disabilities on 3 
December 2017.

The campaign centred on the tagline 
“Open up”, which doubled as a call to 
action for employees to be open and 
honest about their whole selves, and 
drive the key message “There’s much 
more to all of us than you might know.”

Under the banner ‘invisible disabilities’, 
Sodexo colleagues shared their stories 
about disability from a personal 
perspective or their experiences of 
having family members with disabilities.

More than 100 peers listened to those 
experiences live through a webinar, 
which also featured a case study on 
‘project search’, a partnership between 
Sodexo and client GSK to bring 
young people with disability into the 
workplace to gain employability skills. 

Posters featuring three Sodexo 
colleagues living with chronic fatigue, 
depression and dyslexia respectively 
brought the campaign to life more 
widely. These were followed up by 
blogs from employees with disabilities, 
intranet resources, and articles in 
Sodexo’s internal magazine.

A second webinar on mental health 
awareness which included signposting 
resources and support, in partnership 

CASE STUDY: 
DISABILITY: MAKING THE INVISIBLE VISIBLE

SODEXO UK & IRELAND  |  Alistair Drummond, Senior PR Manager

with AXA Healthcare international 
clinician Kirsty Hunter, attracted even 
more listeners.

Sodexo UK & Ireland regional leadership 
committee member Paul Anstey gave the 
campaign executive sponsorship, acting 
as an advocate, championing the greater 
visibility of disability as a topic and 
sharing the business and moral case.

Crucially, the campaign was clear about 
what it wanted to achieve. It positioned 
disability as just one part of the human 
experience rather than defining the 
individual, and encouraged colleagues 
and managers alike to ask themselves 
the question “How would I want this 
organisation to treat me?” 

This was both a push to give people the 
courage to be open about their needs at 
work and to be more empathetic about the 
needs of their co-workers and customers.

Outside the campaign, Sodexo’s head of 
diversity and inclusion, Meg Horsburgh, 
appeared on BBC Breakfast talking about 
how companies like Sodexo offer excellent 
opportunities for people with disabilities to 
get into the workplace.

Seven million people watch BBC Breakfast, 
which should remind us breaking the 
stigma of mental health and other 
‘invisible’ disabilities is the responsibility  
of everyone in creating a disability 
inclusive culture in the workplace. 
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LEADERS’ PERSPECTIVES

WHAT DOES BREXIT MEAN FOR THE 
LEISURE AND HOSPITALITY INDUSTRY?

With EEA workers making up an estimated 
quarter of the 3 million workers employed 
by the Leisure and Hospitality Industry, 
employers are increasingly concerned about 
what Brexit means for them.
So far, we have been told very little about the 
government’s proposals, and everything will  
depend on what, if anything, is agreed with the EU.

Here is what we do know:

TRANSITIONAL PERIOD

Between 29 March 2019 and 31 December 2020 
there will be a transitional period, where workers 
who are already in the UK will be able to apply for 
Settled or Pre-Settled Status. Those who have been 
in the UK more than 5 years by 31 December 2020, 
can apply for settled status, which will mean they 
can continue to live and work in the UK indefinitely.

Those who have been in the UK less than 5 years 
will be able to apply for pre-settled status, which will 
allow them to stay in the UK until they acquire the 
requisite 5 years to apply for settled status.

The deadline for applications is June 2021 and the 
Home Office are currently trialling the application 
process. Employers are encouraged to make existing 
employees aware of these schemes and support staff 
with the application process.

THE FUTURE

For EEA workers arriving after 31 December 2020, 
the situation is still unclear.

The Migration Advisory Committee (MAC) 
report gives us the only indication of what the 
government proposes.

The MAC was commissioned to report and advise 
the Government on Post-Brexit immigration policy 
and recommends that a new British immigration 
system should not give any preferential access 
to EEA citizens and should instead be modelled 
on the current Tier 2 system. This system involves 
employers registering as sponsors before employing 
migrants and imposes onerous reporting duties, 
and minimum skill and salary levels. Additionally, 
the MAC proposes that the unpopular immigration 
skills charge, a tax on businesses using migrants 

from outside the EEA, should be extended to EEA 
workers, increasing costs for employers.

This is unwelcome news for many businesses in the 
Leisure and Hospitality industry because many roles, 
whilst essential, are not necessarily highly skilled.

Some industry groups hoped that MAC would have 
taken on board their concerns that the industry’s 
labour supply would “fall off a cliff edge” post-
Brexit but the MAC, whilst noting these concerns, 
recommended that there be no sector based system 
for lower skilled work.

There are some helpful concessions in the Report, 
including the removal of the Resident Labour Market 
test and the abolition of the cap on visas. However, 
this will not assist with filling lower skilled roles. The 
MAC has suggested that the current skill level of RQF 
level 6, essentially degree level, be reduced to RQF 
level 3, which may bring some additional positions 
into play, but with the minimum salary level set at 
£30,000, most roles will not meet this threshold. 

The MAC did suggest that the Youth Mobility Scheme 
might be extended, but it is unlikely to cover the gap 
created by an estimated seven hundred thousand EEA 
workers leaving the hospitality industry, longer term.

What can the hospitality 
industry do now?

It is sensible to analyse your 
workforce and identify where 
recruitment shortages may 
arise in the future and have a 
contingency plan. Also:

Look after your existing staff and make 
sure they want to stay with you!

Assist any workers with applying for 
settled and pre-settled status. 

Consider registering as a sponsor if you 
are not already registered.

Budget for additional recruitment costs.

Make sure that you keep up to date with 
the constantly changing immigration policy.

For advice and assistance in this area, 
contact Claire Taylor-Evans, Senior 
Associate, Boyes Turner.
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THE CHANGING FACE 
OF FOOD SERVICE 
MANAGEMENT: EMPLOYERS 
OF CHOICE

A DIFFICULT PAST

There was a time when FSM 
employers were a last resort for 
many hospitality candidates. In an 
industry awash with celebrity chefs 
and high-end brands, it seemed 
hard for “contract catering” 
businesses to attract and retain 
talent. Perhaps the association 
with grim school dinners, or 
the lure of glamourous five-
star establishments meant that 
food service jobs didn’t get the 
attention they deserved. Happily, 
that’s now changed.

FSM EMPLOYER SUCCESS

Over the last few years, FSM 
employers have re-imagined 
themselves, building a genuine 
reputation as employers of choice, 
offering working environments 
that support wellbeing, and 
delivering a great range of 
benefits to their employees. The 
sector as a whole has gained 
a positive reputation amongst 
candidates, particularly as the 
focus on achieving work-life 
balance has increased, alongside 

the quality of the product 
offering from FSM companies. 
With the race to attract and 
retain talent reaching crisis 
levels in the industry, FSM 
employers are now some of the 
most successful, with retention 
rates far above those of their 
peers in the hotel, restaurant 
and pubs/bars sectors.

EMPLOYER BRANDS REBORN

Like all hospitality employers, 
FSM businesses do still 
struggle to find the levels 
of talent they need. They 
know, as all good employers 
do, that innovation in their 
recruitment strategies and 
a focus on employer brand, 
company culture, development 
and benefits is key to their 
recruitment success.

Through our annual Caterer.
com People Awards, we’ve 
witnessed many strong and 
inspirational programmes 
created by FSM companies 
to recruit, retain and develop 
the talent they need to thrive. 
Here we look at two of the 
many outstanding examples in 
the sector, which focused on 
developing their existing staff 
to increase retention  
and delivery.

BAXTERSTOREY

In a bid to fill the skills gaps in 
their business, BaxterStorey took 
a good look at themselves and 
found that much of the talent  
they needed was already within 
their business. They noticed that 
senior positions tended to be  
filled through external recruitment, 
instead of using internal 
promotion as a tool. This was not 
only costly, but provided a block 
to progression for those  
at in more junior roles, and that 
this was having an impact on 
retention and company culture.  
To address matters, they launched 
an initiative to shine a light on 
opportunities within the business 
for all staff and encourage them 
to apply. Rather than using a 
standard interview application, 
they asked for ideas on innovation 
and improvement. This inspired 
employees to come forward and 
apply for roles they perhaps would 
not otherwise have considered, 
and uncovered talent that might 
well have been overlooked. 

Such a subtle but key shift in 
the focus of the recruitment 
process has provided some 
outstanding applications and led 
to many internal promotions. For 
BaxterStorey, the answer to their 
problem was there in front of 
them all along…
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ELIOR

Elior is a leading contract caterer, operating 1500+ 
sites, with 15,000+ colleagues delivering Food and 
Integrated Services to a diverse client base. Their 
customer experience is delivered by combining 
exceptional service with high quality food to 
thousands of customers daily.

Elior is growing at an impressive rate and their 
staffing needs have grown accordingly. They are 
fortunate to attract some fantastic talent due to 
the diverse range of businesses they service, from 
business and industry to education, healthcare and 
retail. Yet like all hospitality employers, attracting 
and retaining chefs is often a challenge.

To help matters, Elior have committed to developing 
their chefs at all levels to the highest standards 
and to support their future development. The 
company designed programmes tailored to their 
specific needs, including an award-winning chef 
school designed to develop those with no experience 
to become the best in the business and gain a 
nationally recognised qualification. 

Within the Chef Academy, Elior has a growing 
portfolio of workshops that improve the skills of 
chefs upwards from a junior level. To inspire and 
motivate long serving chefs, the Academy also 
runs a range of unique masterclasses, as well as 
operating leadership programmes, to develop 
Executive Chefs of the future and plot a  
long-term career with the company.

INSPIRING FSM

At Caterer.com, we work with employers of all sizes 
and across all sectors to help them attract and hire 
the talent they need. The skills crisis in hospitality is 
real, and employers have a tough time ahead when 
it comes to recruitment. Yet there are examples 
of excellence across all sectors, with hospitality 
businesses leading the way with brave innovations 
to become employers of choice. We have found that 
FSM companies are amongst the most inspiring.

www.caterer.com
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When diners order their 
burger and fries these days, 
it often comes with a hefty 
helping of digital on the side.
Digital transformation is truly 
gripping the UK restaurant 
industry now – and I’m sure it 
can provide answers to some of 
today’s key challenges.

We’ve seen huge changes in diner 
behaviour during the last few 
years as customers increasingly 
use their smartphones to access 
what they need. Restaurants of 
all kinds have had to work hard 
to keep up with their changing 
preferences.

Even in the restaurant, people 
are enjoying a digital experience 

– around 25% of people use 
their smartphone while eating, 
to access information or 
entertainment, to play games 
or even to interact with other 
diners.

Keeping up with the digital 
transformation of the dining 
market is already becoming 
a necessity rather than a 
luxury – and I believe contract 
caterers who embrace digital 
transformation will be the ones 
to thrive.

We provide restaurant EPOS 
systems to contract caterers, 
restaurants, bars and hotels 
right across the UK, and they  
use them to streamline 
operations and build 

HOW UK CONTRACT CATERERS ARE USING DIGITAL  
SOLUTIONS TO STREAMLINE OPERATIONS

NFS TECHNOLOGY GROUP  |  Luis De Souza, CEO

better relationships with their 
customers.

But this technology has gone 
far beyond simple EPOS. It now 
helps contract caterers control 
and manage every part of their 
operations in a more efficient, 
guest-friendly way. 

The technology is now available 
as an access-anywhere cloud-
hosted option that provides  
quick ROI because there are  
no hardware costs.

 It gives staff with real-time 
seating plans that gets guests 
seated quickly or manages their 
expectations on wait time.

Diners are now finding it 
acceptable to choose from tablet 
menus when they are available, 
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and serving staff can take 
orders on handheld devices at 
tableside and send them direct 
to the kitchen for immediate 
preparation.

The meal arrives swiftly, and staff 
can take payment at tableside 
too, so they can eat and go for a 
perfectly satisfying experience.

This is particularly important in 
a corporate dining environment, 
where people need to eat and go, 
to get back to work – and it also 
increases table turns.

In the background, the restaurant 
management system is providing 
vital business intelligence and 
reports, identifying trends, 
spotting best-sellers and helping 
you reduce waste and keep stock 
under control.

The technology also helps with 
labour control, helping you to 
roster effectively. Thanks to 
its detailed capturing of every 
keystroke, it also reduces the 
potential for staff fraud. 

Reliable data capture fuels the 
creation of the personalised 
experiences consumers enjoy 
these days – and dining outlets 
who know the most about their 
guests’ preferences are able to 
target offers which will appeal 
to them.

Hospitality technology is at 
an exciting stage, with its 
capabilities constantly evolving 
to meet the new requirements of 
both diners and dining outlets.

We can’t make these difficult 
times any less challenging 

for restaurateurs and contract 
caterers, of course. 

But by supporting the digital 
transformation of their dining 
outlets, we can give them an 
end-to-end view of operations 
and excellent control at all times. 
That’s got to be a powerful 
weapon in any restaurant’s 
armoury of success.

More information about our 
restaurant management software 
can be found at: 
www.nfs-hospitality.com
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BLOCKCHAIN. A GLIMPSE 
INTO THE FUTURE.

Blockchain is the latest buzz 
word to enter the food lexicon. 
But what exactly is it and can it 
really live up to claims that it can 
strengthen food supply networks 
and help build consumer trust? At 
the moment it’s still in its infancy. 
A lot of people are talking about 
it. But in reality, few people are 
actually doing it and even then, 
not very well. 

We know that trust in the 
food supply chain is critical. 
Consumers and watchdogs want 
to know where their food comes 
from and to have confidence 
in its safety, integrity and 
provenance. As food supply 
networks become increasingly 
complex, fragmented and 
globalised it makes managing 
them more challenging. The 
network is so convoluted that 
it has become ever more 
difficult for a food business to 
unconditionally guarantee the 
provenance of their products. As 
demonstrated by the horsemeat 
food fraud scandal. When for 
an undetermined period of time, 
well intentioned food operators 
in the UK and continental 
Europe sold an unknown amount 
of horsemeat labelled as beef to 
unsuspecting consumers.

A blockchain food supply chain 
management system could be 
part of the solution. Traditional 
systems are often paper-based 
or use basic tools and have to 
be reconciled by the various 
businesses at different points 
in time, making it difficult to 
manage safety issues. The current 

approach can also often make 
it difficult to pin point exactly 
where things went wrong, 
contributing to the erosion  
of consumer trust in the  
food system. 

Blockchain is a collaborative 
solution that has the potential 
to revolutionise traceability 
and transparency of food 
across the supply network. 
It is a secure, shared, 
decentralised, immutable 
ledger for recording the 
history of online transactions. 
It is called blockchain because 
all the transactions are sorted 
into continuously growing 
lists of records called blocks 
and each block is chained 
to the ones before it all the 
way back to the very first 
transaction. This structure 
makes it tough for anyone 
to change the records and 
provides a quick mechanism 
for various parties to check 
and agree on a set of recorded 
facts, providing greater trust 
in transactions. Current food 
safety traceability systems can 
sometimes take days or even 
weeks to trace a consignment 
of food. New blockchain 
systems can trace products in 
minutes or even seconds. 

Blockchain is tried and tested 
and is already widely used in 
the financial sector as a tool 
to track and trade stocks, 
bonds and other assets; and 
is the technology behind the 
cryptocurrency Bitcoin. It could 
help prevent food fraud and 

counterfeiting issues as each 
link would be documented in a 
permanent record that cannot 
be altered, with instant end to 
end visibility. Blockchain has a 
decentralised structure. This has 
a great advantage in the fight 
against fraud, as centralised data 
is more susceptible to record 
manipulation. The blockchain will 
still need to be policed at key 
points to garner trust in the data 
being submitted.

As well as enhancing food safety 
and reducing the risk of fraud, 
blockchain has the potential 
to empower and enhance the 
consumer experience. Blockchain 
will make it easier for consumers 
to track the content and origins 
of foods, enabling them to 
make a more informed choice 
about the food they eat by 
directly connecting them with 
producers. It can be integrated 
with other technologies, such as 
smartphones, QR codes and the 
“Internet of Things”. Whether it 
be on the shelf or on restaurant 
menu, customers could scan their 
food and have a complete history 
of its journey from farm to fork, 
allowing them to personally 
validate the provenance of their 
purchases by tracking foods 
along the supply chain.

It may be some years until we 
see a fully blocked food supply 
chain and it is unlikely that 
investing in blockchain need 
be priority for smaller food 
business, but it is the shape  
of things to come.
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The common belief is that 
new menus, creative food 
dishes or excellent customer 
service are driving repeat 
customers to restaurants. In 
reality, cleanliness and food 
hygiene ratings have more 
influence when it comes to 
deciding whether or not to 
return to a restaurant. 
2016 research by Checkit has 
demonstrated that 61% of 
people refuse to visit any type of 
restaurant with a low food hygiene 
rating. On top of providing 
delicious meals and best-in-class 
service, a restaurant must care for 
the general environment it offers  
its customers. 

While upholding high hygiene 
standards comes naturally to 
some restaurants, it requires a lot 
of dedication and commitment 
from the management and 
staff of any establishment. 
Cleaning and sanitizing have a 
great impact on the image and 
reputation of a restaurant, and 
it is also essential to prevent 
foodborne illnesses. When 
catering for dozens of guests, 
food safety and cleanliness have 
to be an integral part of the 
team culture. It is estimated that 
approximately 50 percent of 
cases of foodborne illnesses are 
due to failures in the culture of 
the organizations responsible for 
the safety of the products. A few 

simple steps can be taken to 
make food safety a priority:

Food safety must be part of 
the common language. The 
topic should be discussed at 
all important team meetings, 
information can be displayed 
in staff areas and staff should 
feel empowered to have 
conversations about food safety. 

To ensure consistency in the 
long term, management is 
expected to walk the talk and 
to show their team that food 
safety a strategic priority. For 
example, a head chef’s actions 
to prioritize food safety will 
be noticeable. He will inspire 
behaviours and kitchen staff  
will follows his lead. 

A restaurant must invest in food 
safety. It is important to have 
the right resources, the right 
products and a trusted partner 
that can provide added value, 
training and expertise.

Restaurant and catering 
businesses should shine a  
light on their food safety 
culture. Transparency will help 
them gain trust from their 
customers, who care about the 
actions being taken to enforce 
food safety.

83% of consumers in England 
wanted businesses, including 
pubs, to display their food 
hygiene ratings . Review site 
Yelp in the US is set to display 

hygiene and health inspection 
records on business pages listed on 
its platform nationwide. Consumers 
are increasingly requesting 
relevant information about their 
food. Technology plays a key role 
in empowering the consumer with 
constant information. To keep up 
with new trends, restaurants can 
also count on new technologies to 
ensure transparency and commit 
to food safety practices. 

Blockchain technology is rolling 
out in the industry to ensure that 
with every bite, the consumer 
can trust where and how their 
ingredients came together. The 
safety of those products cannot  
be compromised once it enters  
the blockchain.

Advancements in Internet 
of Things (IoT) technology 
substantially improve food safety 
oversight and can watch over 
things that would be impossible to 
supervise otherwise. Automation 
also puts in place full-time and 
after-hours supervision over key 
food safety control points and 
can be helped with Artificial 
Intelligence to provide predictive 
solutions to stop food safety 
outbreaks before they occur. 

Ultimately technology can 
help provide higher levels of 
compliance with more accurate 
and reliable results. With such 
systems, food safety can be top 
of mind and help ensure the best 
customer experience possible.

PRIORITISING FOOD SAFETY IN RESTAURANTS 
AND FOR CATERING BUSINESSES

1. https://www.checkit.net/wp-content/uploads/2016/09/The_Financial_Impact_of_Getting_Food_Safety_Wrong.pdf

2. www.who.int/foodsafety/areas_work/foodborne-diseases/ferg/en/

3.  Food Standards Agency’s (FSA) Food Hygiene Rating Scheme – Biannual Public Attitudes Tracker https://www.morningadvertiser.co.uk 
Article/2017/12/06/Food-hygiene-rating-key-to-68-of-consumers
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In the UK, it has been 
estimated that around 2 
million people live with a 
food allergy and that, on 
average, 10 people die from 
allergic reactions a year. 
Cases of food allergies 
are on the rise, with 1 in 
4 sufferers reporting an 
adverse reaction when eating 
out and 1 in 5 requiring 
hospital treatment.
Current food safety legislation 
in England and Wales, as based 
on the EU Food Information for 
Consumers Regulations, does not 
require food that is prepared and 
sold on the same premises to be 
labelled with allergenic ingredient 
information. The onus is placed 
on the consumer to ask about 
allergenic ingredients or make the 
retailer aware of the allergy they 
suffer from. 

A recent inquest has led to 
calls for an urgent review of 
this legislation, with inadequate 
labelling laws being strongly 
criticised. However, the fact 
that the laws are based on EU 
Regulations will not allow a quick 
change and this has recently been 
highlighted by Michael Gove, with 
any change being unlikely until 
after Brexit.

Recent occurrences of deaths 
caused by allergic reactions 
to food has emphasised the 
importance of managing the 

allergenic content of food and 
highlights the devastating 
human consequences. If 
allergen information is not 
correct and readily available, 
whether on labels or at point 
of sale, then lives can be 
lost, brands tarnished and 
reputations severely damaged.

FOOD SAFETY LEGISLATION

Restaurants, caterers and 
food service outlets must be 
exceptionally vigilant and 
provide clear and accurate 
information about allergenic 
ingredients in their products. 

Under UK and EU legislation, 
all businesses must be able 
to provide information about 
14 food allergens, if used as 
an ingredient. You can do 
this on a menu, chalkboard, 
information file and/or website, 
and you must point out to your 
customers that this is available. 

Food allergen management 
should be a key element of 
your food safety management 
system. Every food business 
needs to be aware of which 
allergenic ingredients are 
contained in every food item, 
and this information must be 
provided to customers clearly 
and concisely if and when they 
ask. Most importantly, allergen 
information must be kept up 
to date – remember that you 
may not change a recipe but 

IF ALLERGEN INFORMATION IS NOT CORRECT AND READILY 
AVAILABLE…THEN LIVES CAN BE LOST, BRANDS TARNISHED  
AND REPUTATIONS SEVERELY DAMAGED

FOOD ALERT  |  Peter Christopher-Ohrt, Managing Director Technical Services

your suppliers may have done 
so, therefore a regular review of 
ingredients should be undertaken.

STAFF TRAINING

Training your staff in allergen 
management is crucial. If staff 
are not trained, then there is a 
strong chance that something will 
go wrong. Many businesses will 
include allergen training within 
their induction programmes. 
During training, it is vital to 
emphasise the serious nature of 
allergic reactions and the health 
problems that allergen sufferers 
may encounter. Our advice is 
to make the training personal – 
use the experiences of others to 
get the message across. A good 
exercise is to ask your team to 
try to live without an allergen in 
their diet for a couple of days to 
help them understand how much 
of a challenge it can be to be an 
allergen sufferer. 

Food Alert helps businesses by 
providing expert advice on allergen 
management, comprehensive 
food allergen training and safety 
compliance software that enables 
businesses to maintain records 
of the allergens in their food and 
provide clear information for staff 
to follow. 

For further information and expert 
advice on allergen management, 
then either visit foodalert.com, 
call 020 7244 1900 or email 
enquiries@foodalert.com 
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Successfully managing daily 
operations across multiple 
sites demands attention to a 
vast eco-system of processes, 
reporting mechanisms and 
routines. 
Facing a multitude of economic 
and market-driven challenges, 
the industry is under pressure to 
ensure standards are maintained 
across multiple sites, so that 
efficiency, consistent customer 
experience and revenue 
generation are prioritised. 
This makes data visibility and 
management so crucial in all 
foodservice operations. It is 
essential to understand how 
people, processes and equipment 
are performing against the 
business operational strategy.

HAVE YOU EVER ASKED YOURSELF 
ONE OF THESE QUESTIONS?

Is work being done on time? Are 
issues being dealt with promptly? 
Are information sources free 
of fraud? Are your storage 
temperatures under control at 
all sites 24hrs a day? Are daily 
processes being conducted as 
specified? Which suppliers are 
having deliveries constantly 
rejected? Which sites need 
attention before their next 
EHO inspection? How site A is 
performing against site B?

If one or more of those 
questions are impossible to 
answer, difficulties can arise. 
Low visibility, lack of control 
and insufficient means of 
monitoring performance are 
all problematic. Blind spots 
leave foodservice businesses 
vulnerable to risks, resulting in 
potentially huge liabilities and 
reductions in business value.

EMBRACING TECHNOLOGY

Credible foodservice 
businesses would not dream 
of managing their billing, 
finance, payroll or customer 
databases using paper. Instead 
they have POS, ERP, HR and 
CRM systems. However, when it 
comes to tracking and guiding 
the actual work people do and 
the status of the machines they 
rely on, most still use pen and 
paper. This represents a huge 
blind spot for organisations 
and counts against every one 
of the challenges above.

That is essentially why, at 
Checkit, we have developed 
a powerful tool for Real-Time 
Operations Management to 
ensure the efficient execution 
of routine activities, providing 
top to bottom visibility of work 
as it happens.

THE IMPORTANCE OF DATA VISIBILITY AND  
MANAGEMENT IN FOODSERVICE OPERATIONS

CHECKIT LTD.  |  David Davies, Product and Marketing Director

Checkit’s technology enables 
resources to be optimised and 
performance to be managed 
more accurately, mitigating risks, 
improving workforce engagement 
and driving greater profitability. 

For front line staff, Checkit 
automates, guides and enforces 
their activities, improving 
efficiency and consistency. For 
supervisors it automatically 
allocates and schedules work, 
making exceptions and issues easy 
to handle. For managers it creates 
broad control and consistency, 
providing continuous insights 
across the business. The result is 
improved business performance, 
secure data storage and real-time 
insight across sites.

If you want to find out more about 
Checkit and how we can help you, 
visit www.checkit.net or call  
01223 941 450 
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Ignite Economics is an economic consultancy, focusing on the 
leisure and hospitality sectors, offering advisory services and  
in-depth, sector-specific economic reports. 

UKHospitality seeks to unlock the industry’s full 
potential as one of the biggest engines for growth 
in the economy and to ensure that the industry’s 
needs are effectively represented by engaging with 
government, the media, employees and customers. 
Our key priorities are the future workforce of the 
sector, tackling the excessive tax burden the sector 
faces and ensuring that regulation on business is 
proportionate. 

UKH has developed Primary Authority guidance 
for food businesses, with the latest addition being 
acrylamide, available to all UKH members. Members 
have access to three policy and networking groups 
relevant to the FSM sector. 

If you would like to become part of a bigger 
team, contact our dedicated Business Relationship 
Manager, Sergey Shishkin, and join today on  
020 7404 7744 or email sshishkin@ukhospitality.org.uk 

To find out further information about UKHospitality, 
visit www.ukhospitailty.org.uk
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