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THE COUNTRY RANGE GROUP MAGAZINE FOR CATERERS

Stir it up is the trade magazine produced exclusively for the
customers of the member wholesalers of the Country Range
Group and has been supporting and inspiring the independent
caterer for over ten years. Stir it up is published 10 times
a year and includes the latest food and industry news as it
affects the education, health and welfare, hospitality sectors
of the independent catering industry. Each sector is clearly
identified and easy to locate within the magazine.
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Our team of writers’ report on all the latest food and catering
industry news, as well as writing fascinating features on a
range of relevant topics. The magazine also includes advice
columns from industry experts, along with recipes and
interviews with foodservice’s leading figures.
If you have any suggestions for content for Stir it up,
would like to feature within Stir it up and for all editorial
opportunities please contact Janine Nelson
at editor@stiritupmagazine.co.uk
Visit www.stiritupmagazine.co.uk to access the full recipes of
all of the menu inspiration shown throughout this trend guide
as well as up-to-date industry news and trend information
relevant to all sectors of our foodservice marketplace.
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We know that caterers across all sectors need
insight into the wider economic and environmental
changes, an understanding in the shifts in consumer
and generational behaviour as well as menu ideas
and recipe inspiration.

In this, our inaugural trend document for the year,
we explore some of the main consumer behaviour,
cuisine and food trends affecting our industry and
how they apply to your business to help develop and
support the ensuing months trade.

Education
Sector
Today’s families are spending at least twice as much
time eating out as those who grew up in the 1970s
means that children are trying, liking and getting more
familiar with new flavours and formats. This adds
more pressure on to education caterers to create ontrend dishes to help sustain and increase meal uptake
while adhering to the school food guidelines.

nds

What’s Shaping the
Future of Our Industry?

A recent study from September 2018 found that 39%
of consumers surveyed were bored of the same deals
and promotions from restaurants and takeaways. In a
similar vein, last August it was reported that 20% of
consumers felt that too much discounting negatively
impacted a businesses reputation. There is clearly a
balance between a good deal and how it is executed
which consumers need in order to feel comfortable
about returning to the same location.

It’s a constantly changing time for us across every
corner our vast foodservice landscape with shifts in
consumer confidence, Brexit causing uncertainty for
us all and affecting staff availability when there is
already a skills shortage within the industry.

But it’s not all doom and gloom as, despite the growing
fluctuation in our economical and political environment,
going out for a meal remains a high priority for
consumers deciding what to spend their hard-earned
money on. This bodes well for the industry, with recent
statistics showing that 59% of us in October 2018
had been to a pub for a meal, 57% of us had ordered
a takeaway that month and 56% had eaten at a fast
food restaurant at least once. Those of us who had
undertaken these activities more than once in the
same month reduces to an average of 30% but the
figures are still encouraging. So, what is driving our
consumers to eat out, and what can businesses
do to maximise every opportunity when they do?

Often we are talking about an evolution of ideas
rather than a revolution in concept to progressing in
an increasingly tough market place, but these ideas
can also be supplemented and improved by taking
advantage of industry trends.

siness

Health &
welfare Sector
There is already a huge process in which care home
caterers focus upon creating meals and solutions that
can be tailored to individual dietary and nutritional
requirements for each patient and resident while
creating a friendly environment. We have an aging
population and as the age demographic shifts
residents are often well travelled and have developed
varied taste palates. This greatly affects the tastes and
preferences of residents within our UK and Irish care
homes. Social activity is key to a healthy mind and
wellness so care homes must also focus upon creating
activity plans for residents to create a sense of
community and reduce social isolation. All, of course,
while adhering to a strict budget.
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Anyone can tell you that
the demand for plant-based
options on menus across all sectors
is increasing, but what can you do about
it? Throughout the guide we have ensured that
there are real-life examples from various brands and
establishments and plenty of recipe inspiration. We’ve
included a list of several actionable ideas for you at the
end of each section in the format of a tick list of several
different ways you can maximise the opportunity that each
trend provides whether you’re a chef or caterer within the
hospitality, education or care sector. We have introduced
three icons for you to clearly be able to see
which ideas are relevant to you and your
sector all of which you can
see within this page.
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Hospitality
Sector

The education sector has seen significant focus on
childhood obesity since the newly released government
Childhood obesity: Time for action report, making
school food standards mandatory for all schools
including academies. Another area of change has been
the introduction of the Sugar Tax or Soft Drinks Industry
Levy. This came into effect on the 6 April 2018 and
forms part of the government’s plan to reduce childhood
obesity by encouraging manufacturers to reduce the
sugar contents of soft drinks. Higher education and
university caterers fighting against the high-street offer
to keep students spending on site.
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The OOH market has worked hard in recent
years to capitalise on our consumer’s desire
to save money, offering meal deals and loyalty
schemes, sharing platters and discount
vouchers, but are these still effective?
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TREND WATCHING:
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As the world diversifies, the needs of each generation start to expand.
Whilst there is a looming presence of no longer wanting to be labelled,
understanding the prevalent demands and requirements of each generation
your business is targeting will help you to deliver the right product for them.

Gen Z
		

ox

Rice B
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(born from the mid 90s
to 2010s, aged 7-24)

Found to be more focused on experiences than on
traditional material items, it ticks a box with Gen Z-ers
when they can visit an establishment and truly share
a food experience with their family and friends. They
also support meaningful companies and their values
just as much as they do people, and they prefer
to spend their money in support of those things
whenever possible.
Key points to attract this age demographic
are strongly
• highlighting locally sourced produce
within menus
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• shouting about ethical values an
establishment has from packaging and food
waste to purchasing sustainable produce

Millennials
			

• Perhaps even add a completely plant-based sharing
concept to the menu!

(born from 1980 to
mid 90s, aged 25-39)

Rapidly re-shaping the way we eat and how the
restaurant business is formed, Millennials are bold,
confident and individual which makes them a demanding
consumer set with distinctive traits:
• They are more likely than older generations to buy
takeaway food from Middle Eastern, Greek, Mexican,
Caribbean and Japanese restaurants

34% interested in loyalty schemes
• They are a savvy consumer group, with

• Millennials want customisation, local produce, dining
experiences, healthy food, convenience and are also
more accepting of communal dining tables

More than 75% of
Gen Z-ers would consider
themselves as foodies

•

with a real
interesting in the next new flavour, menu or
establishment. Education caterers need to ensure
their menus are on trend to ensure the students
spend onsite rather than on the high street.
• Gen Z (aged approx. 5 to 19) are actually willing
to pay more for products and services that come
from companies who are committed to positive
environmental impact

(born from 1965 to 1979, age 40-54)

It is easy to lose Gen X needs in the mix
because they tend to get sandwiched in
between Baby Boomers and Millennials, but this
segment typically enjoy more disposable income
and they love to eat out. They are an important
demographic with proven spending power.
• Gen X is a generation which appreciates
artisan techniques of preparing food. They
prefer authentic menus and flexibility to
customise their meal

The Grey Pound

• Combining healthy options with house-made
beverages is a winning combination for Gen
X, serving some fun with signature sodas
made with premium ingredients will appeal to
their enthusiasm for the freshly made

41% of over 45 year olds

• A fixed price set menu appeals to
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Gen X

(born from 1964 and before, aged 55 and over)

In the UK, the grey pound is worth around £215bn
which makes them a significant target market. It is
such an important market segment and by 2028, it is
projected to account for

43% of the UK adult population

(up from 38% in 2018). Consisting of “Baby
Boomers” (born from 1946 to 1964, aged 55-73)
and beyond, this segment holds over three-quarters
of the nation’s financial wealth. They know what
they want in restaurants and will seek out those
establishments that have what they are looking for.

• Boomers are trend drivers and just as likely as
Millennials to snack on healthy foods, seek organic
or natural foods and fresh ingredients
• This generation favour familiarity and quality
of food when dining out over convenience
or experience which makes them brand loyal
consumers
• Although reasonably tech-savvy, they are not likely
to order from an app or mobile device

As we move out of the Baby Boomer
generation into the Silent Generation
(born before 1945), social isolation issues
affect this segment; from mobility to sight loss
and hearing, their needs for assistance will
be varied but they will reward you with
their loyalty.
• Special occasions and get-togethers drive
almost half of their dinner visits and they
are growing to be our highest spend per
visit segment
• Over a third of dining occasions occur at
pub restaurants for this segment – they
favour familiarity and are less adventurous
when it comes to menu selection, with fish
and chips, full English and roast dinners
being their most popular choices

Mushroom Risotto
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The Grey Pound generation is much broader
than most others before it. If we look at the
Baby Boomer generation in particular, they are
increasingly more active than ever before in a
bid to stay healthier for longer, preparing their
bodies for longer lifespans:
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Make way for

ECO 2.0

Eco 2.0 isn’t a fancy new feature on your dishwasher or
an undiscovered button on your washing machine, it’s
the second generation of a pre-existing environmentally
conscious movement which has evolved to really shine
a light on owning your own impact.
As consumers, we are increasingly recognising our individual accountability for
our impact on the environment and society. It goes further than talking about our
“carbon footprint” because consumers are now forming decisions on where to eat,
what to eat and what to purchase based on whether they feel their choices
genuinely benefit the local and global environment.
A recent Stir it up readers’ survey highlighted an overwhelming concern for
managing environmental challenges within their businesses, and rightly so
because this will be one of the single biggest influences on our industry.
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goes Viral

The organisers of Veganuary revealed that

168,500 people from 165

different countries

registered to take part in Veganuary 2018, an increase of

109,000

people from 2017.

82% of these

respondents said they managed to stay meat and dairy free for
the whole month and a

whopping 62%

they are going to try to stay vegan permanently.

said
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OF PEOPLE TRUST
RECOMMENDATIONS FROM
FRIENDS AND FAMILY OVER
ANY OTHER TYPE OF
ADVERTISING.

Culture
A CAL L O UT

ECO 2.0

about Veganism?

Whilst many vegans are making
the change for health benefits,
a large majority want to end
cruelty to animals. Rejecting
foods containing animal
derivatives, consumers are
influencing livestock demand,
reducing the overall need
for animals to be farmed for
consumption, which is overall
better for animal welfare and
also benefits the environment.

However, pro-active change doesn’t mean you
need big budgets to develop your own plastic-free
packaging or swapping out your seating for hay bales
and recycled pallet tables; it means making more
conscious and informed decisions based on what
your consumer needs to see from you. The vegan
trend is a prime example of this;

just because you may not be
vegan, doesn’t mean that %
of your market are not.

7

If you have neglected to add several vegan
options to your menus this January, you can
be sure your savvy competitors who have, are
benefiting from your oversight!
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What is

Today’s consumers are not afraid to speak
out, if we take the Millennial target group
as an example; 28% of UK consumers
(aged 18-37) are feeling more and
more confident about openly expressing
their opinion and the rise of social media based
customer complaints is on the increase across the
board. Caterers will be increasingly under fire for
what a consumer perceives to be poor, insubstantial
or untruthful environmental credentials and ethics.
If your consumer feels these are questionable or
untrustworthy, they will not hesitate to voice their
opinion to others in addition to voting with their feet.
Businesses who pro-actively secure a genuine change
within their operations will almost certainly win in the
long term over those who don’t.
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Plant
P OWE R
The target market for plant-based meals is broadening as an
increasing number of consumers join the vegan/vegetarian/
flexitarian movements. A study by Unilever Food solutions
Research reported that there are now more plant-based options
on school menus than meat. Restaurants are starring
plant-based dishes on their menus in place of meat
across the spectrum, along with a more nurturing
attitude to nature’s ingredients with the use of artisan
techniques added to the preparation of food. The overall
effect conjures a sense of care and an acknowledgement of
responsibility to the wider environment by the service provider.

Rages on
STIR IT UP | FOODSERVICE TREND GUIDE 2019/20

THE WAR ON PLASTIC

In recent months we have seen the ban of plastic straws and
the announcement of a potential deposit return system which
will introduce a redeemable, additional charge on consumers
purchasing refreshments in plastic bottles. The war on plastic
waste will continue to rage as consumers get exposed to hard
hitting documentaries such as David Attenborough’s Blue Planet
series, which will impact their purchasing habits and drive a
desire to avoid products in plastic packaging.

“Single-use” is the Collins Dictionary word of the year, but rather
than being heralded as a positive term, it is shrouded in negative
connotations which are driving the likes of Budgens to become
one of the world’s first supermarkets to introduce plastic free
zones as a result of consumer demand for more sustainable
alternatives. In the consumer goods industry, beeswax wraps
are taking place of cling film to keep food fresh, and a growing
number of independent grocers are inviting consumers to bring
their own packaging to transport dried goods such as pulses,
flour and sugar, so it’s no surprise that the hospitality industry
will increasingly face pressure to step up and make better
purchasing decisions when it comes to packaging.
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A
Plastic
Free
Planet

Whether it’s bio-plastics made from algae to
replace oil based plastics used for drinks bottles,
cardboard food containers for takeaway cartons
or the introduction of a “bring your own” container
scheme, businesses will need to be seen to actively
manage plastics out of their operations in order to
support the consumer’s desire to take responsibility
for their own impact
on the environment.
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Offer paperless
billing systems
to reduce the
amount of
paper receipts,
or introduce
a policy where
staff ask if a
consumer wants
a printed receipt
to reduce waste

Takeaway T I P S
5416-44
%
OF
YEAR OLDS

...are more likely to use their own
containers for takeaways and
leftovers as a money saving habit than
the over 45’s. Introducing a discount
or reward scheme for customers who
use their own containers will tap into
the cost savvy consumer.
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Top Tip

ECO 2.0 | 10

Become
A ZERO

WASTE HERO
Reducing waste is also influencing food trends;
from fermenting foods or making your own pickles,
to taking a “nose-to-tail” approach to fish and
meat products in order to use the whole animal
and reduce waste. Chefs are getting increasingly
creative with ways to support this global movement
and businesses are benefiting from introducing
uniqueness to their menus. A café, for example,
could become well-known for its changing variety
of pickles used for sandwich fillings in the same way
that restaurateur St John are renowned for strict
adherence to their “nose-to-tail” approach. Find what
works for your brand, exploit it, and get consumer
love for doing so.

STIR IT UP | FOODSERVICE TREND GUIDE 2019/20

Whether you are adding salted egg fish skin crisps
to the menu or introducing pulled pork to use
the trimmings of a joint, creativity is key both in
the kitchen and throughout your consumer faced
marketing activities. Creating and subsequently
telling a story to sell lesser known cuts of meat
not only helps to reduce food waste but can also
command a premium price, so thinking through
how to use the whole animal not only keeps you
on trend but it keeps you in profit too.
Whilst most trends come and go in our industry, this
one is undoubtedly here to stay and will continue to
evolve as investment in sustainability and increased
legislation to ban plastics is implemented. Being on
the forefront of this particular trend will not only
keep you ahead of the curve, it will yield a closer
relationship with your customer who will ultimately
reward your efforts with their affection.

Rising
the Challe

An entrepreneurial spirit wil
to turn this trend into a comm
Over-communicating your effort
as well as those who do nothing
every aspect of your busine
changes you can make and
to build a uniqueness that
marketable and profi

#OwnYourImpact

ll be essential
mercial success.
ts will be received
g at all, so examine
ess, assess the
d get creative
is appealing,
fitable.
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Health &
Hospitality Welfare Education

Add menu filters to online menus including vegan
and vegetarian categories
Call out organic, free range and locally sourced
ingredients – introduce your producers onto your
menu, marketing materials or on the walls of your
establishment
Explore plant-based options to be included in all
menu offerings from breakfast, brunch, lunch,
dinner, conferences and events
Make a feature of Veganuary, providing additional
options on the menu
Consider how transparent you are about where
your food comes from and how you communicate
that to your customer. Look for locally sourced
alternatives where possible
Offer a free “fill up” water station for consumers
using water bottles
Seek and introduce product packaging which
helps the consumer to clearly demonstrate their
environmental values to others
Use sustainable materials to present menus and
consumer facing information
Invest in reverse vending machines to
recycle plastics
Give your chefs a creative lead on how to
implement a nose-to-tail approach to food
Train your staff on food waste and ask them to
generate ideas to minimise it
Label all fresh foods as they arrive to help identify
what to use first
Donate leftovers to food banks, social enterprises
or charities such as The Trussel Trust, FareShare
or Plan Zheroes
Keep in mind that focusing on your businesses
ethics with regards to all areas of environmental
impact will not only affect the way customers feel
about your company, but will also have a positive
effect on your staff and recruitment success in
the future. This is especially true when recruiting
younger members of staff
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Translating the trend
to your business
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THE

Wellness
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Top Tip

We are
wat  we  eat

Use pickles or
fermentation not
only to reduce food
waste, but also add
uniqueness to your
menu with a changing
variety on offer
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KITCHEN
As the world’s population are coming to terms with the fact
that we are all going to live longer than our predecessors, the
obsession with continuing to look and feel younger grows.
No longer satisfied with daily yoga practise
or products provided by the beauty
industry to mask the signs of aging, we are
now turning to foods which help prepare
our bodies for longer lifespans.
The combined forces of food, exercise and
cosmetics are coming together to form a
complete Wellness package for a consumer
group who are less about Zen and more
attuned to understanding that “we are
what we eat”.
As a result, in come food trends such
as kimchi, avocado, quinoa, kambucha,
turmeric, veganism, and flexitarianism
and out go sugary drinks and salty
processed foods.

High on the agenda within the wellness
trend is the continuing growth of
prebiotics and probiotics as a natural
source of keeping the body healthy. We
have seen an increasing amount of these
featuring in supermarket products, but this
continuing focus on understanding what’s
in our food will continue to shape how the
hospitality industry prepares and presents
food to consumers.

GEN Z CONSUMERS
S AY C L E A N E AT I N G

IMPROVES THEIR

QUALITY

OF LIFE
Korean Chilli Beef Burrito with 		
Korean Mayo and Kimchi
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AND FRESH FOODS
P L AY A L A R G E R O L E
IN THEIR LIFESTYLE
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Labels are back
BUT NOT AS WE KNOW THEM ...

The wellness trend may have had its origins in more
mindful eating to avoid allergens and foods which cause
irritations, but it will now go much further. With 19% of
the British population suffering from a food allergy (and
growing), the industry is increasingly more aware and
open to the identification of certain allergens as well as
providing clearly labelled gluten free foods on the menu.
But what about the identification of dishes which contain
microbiome-boosting benefits? Skingestibles (ingredients
which benefit the health and appearance of our skin), as
well as meals which are gluten free and vegan, will be key
going forward to help facilitate a more informed choice at
consumer level.
Originating in the smoothie/juice bar sector,
the option to “add a shot of wheatgrass” broadens
as we see menus offering optional extras to
selected dishes.
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This personalisation of dishes may take the form of
options to add protein to foods, whether by way of meat
products or natural protein prevalent in pulses to satisfy
the growing popularity of Paleo and Keto diets, or (after
having learnt lessons from the beauty industry), adding
options which represent key vitamins or minerals to keep
us in tip-top condition through the course of our lives.

The Paleo diet

is all about eating like our ancestors did
such as opting for grass-fed meats, fruit, veg
and other wholefoods like nuts and seeds.

The Keto diet

or Ketogenic diet aims to send the body into
a state of ‘ketosis’ by only eating a very strict
low-carb diet. Foods that are generally allowed
include high-fat meats, fish, oils, nuts, high-fat
dairy such as cheese, and low-carb vegetables.

nutritional issues,
ensuring there is food that the resident

will like and is of good

quality.
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When selecting a care home,
there is an increased emphasis on

Food is seen as a key factor to improving a

resident’s quality of life when in a care home.

Superfood S
alad

Whether your consumers eat
meat or not, there is a call for
transparency in your food chain
so consumers can make more
informed decisions about what
they eat; free range and organic
labels as well as local produce
to reduce food miles are key
here, along with highlighting
vegan and vegetarian dishes as
feature segments in your menu.
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Superfoods will continue to evolve with more added
to a growing list as time passes. There are distinct
opportunities to continually present options which
have specific health benefits – whether improving
bone, brain or skin health. The target age group buying
into these food groups is fantastically broad, whether
we believe in their medicinal qualities or not, vanity
and err-ing on the side of caution gets the better
of most consumers. Turmeric, yuzu, miso and the
Mediterranean diet are prime examples of prevailing
health boosting foods, whereas more appealing nonalcoholic beverage options such as Sipsmith make
soft drinks more grown up to save our liver and plant
powered juice shots are taking centre stage in cafés,
grocery stores and sandwich shops.

THE WELLNESS KITCHEN | 16

Way of life
WE LLNE S S AS A

The health movement shows no signs of slowing down
with three key generations driving this trend; Gen Z who
have been raised by Gen X, and Millennials. Gen Z being
the youngest of the market segments are really
the first generation to take this trend to a whole new level.
Their consumption rates of organic foods and beverages
are higher than any other group, as healthy eating and
wellness becomes a way of life as opposed to a fad.
In a similar fashion, parents are becoming
increasingly aware of the nutritional content of
food given to their children, not just to avoid food
allergies but also to reduce the amount of sugar
and salt intake in their diets. In the same way,
most people over the age of 40 are keen
to turn back the hands of time through
specific properties found in food. The
overarching result on our industry will
be an increase in proactive products
which are marketed with positive
language to generations who are well
informed not just about food, but key
ingredients which help them look and feel
better whilst navigating their food intolerances.
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it’s in our

DNA

Businesses can expect to see a rise in
demand for personalisation as more consumers
become interested in diets tailored to their
DNA or to manage food tolerances. A recent
survey has already uncovered that 42% of
consumers would like options to customise
their meals, mirroring the surge of interest in
personalisation within the consumer
goods industry.

Dairy-free Chicken & Chorizo

Look at dairy alternatives which can be used
throughout your business to minimise using the
wrong ingredient in vegan food

Hospitality

Health &
Welfare Education
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Translating the trend
to your business

Which items on your current menu can be
personalised by adding extra protein or nutrient
rich foods?
Highlight foods which are rich in Omega 3 or high
in vitamins
Identify how many of a consumer’s 5 a day your
freshly made dishes represent
Increase the number of meals made with fresh
ingredients on site
Gen up on your superfoods and introduce them
to your menu
Add bottled or fresh juice shots to your beverage
offering
Keep up to date with proposed government
legislation and comply before it comes into force
to stay ahead of the curve
Identify items on your menu (or introduce new
ones) which are good for skin health, eye health,
joints etc – feature different ones each day/week
Introduce and clearly highlight new vegan options
to your offering
Offer milk alternatives for tea/coffee

Market the health properties of your offering to
your consumer, featuring news/information on
different key ingredients online and on site
In the same way that the beauty industry markets
to specific age groups, look at dishes which could
mirror this kind of market segmentation and
directly appeal to a specific consumer group
Link into local health clubs or sporting events
in the area for rewards-based/recommendation
activities
Health spas and wellness centres could provide
fresh juices and freshly made snacks/meals in
exchange for pre-prepared health food bars and
bottled juice

Calzone
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Look at ways of making healthy options more
appealing through the use of colourful ingredients
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DINING
Whether you are offering consumers the opportunity
to dine in the dark, play in a ball pit, be one of the
selected few at a pop-up restaurant, or celebrate
the big wide world of street food, spending on
experiences is fast overtaking material things.
Opportunities to make life more memorable help day
to day work life become bearable and offer superior
bragging rights over and above a new watch or pair
of shoes to colleagues.
There is no doubt that Gen Z and Millennials are
driving this trend. They have the most intrepid taste
buds and are often searching for something exotic,
adventurous or new to explore during their dining
experience. Such a heady combination of world
travellers and foodies is causing an explosion on the
experiential dining scene, with the street food market
benefiting from this demand for culinary innovation.
The street food sector was forecast to reach £1.2bn
in 2018, up 9.1% from 2017 with almost a third of
sales going to self-proclaimed foodies.

41% of
customers
surveyed
think that
restaurants/
takeaways who
don’t change
their menus
regularly
are boring.
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Experiences can also be about a

Social
Encounter,
with restaurants offering
cooking
classes
on site or hosting a
TedX talk.
They may also be just as simple as
an evening exploring regional cuisine
or a
event.

wine tasting

Whether you are offering “bunny chow” (a scooped
out loaf of bread filled with a creamy curry) from
South Africa, or “bing” (a light, airy pancake) from
China, to make inroads in this market, street food
needs to be high quality and easy to eat on the go.
Regional dishes from India, Mexico and the Middle
East are proving the most popular at present with
chains such as Wahaca, Dishoom and Masala Zone

(providing sit down alternatives to outdoor
street food vendors) growing in number. In
larger towns and cities, old warehouses are
being converted into street food venues and
the week long street food awards in London
are packed with consumers seeking the next
new food experience. Instantly responsive to
flavour introductions, the street food scene will
continue to take the market by storm as we
progress through the next 12 months.
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Refreshing loyalty schemes to
make them more interactive and
exciting for consumers is another
way to retain their interest.
Wagamama’s approach with their
recently launched app which rewards
consumers with loyalty points for
redemption against future visits
or exchanged for the chance to
win in-store prizes is a great
example of a scheme that fosters
the all-important interactivity
factor and an element of surprise.
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A H UN GER FOR

New Memories
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In a busy market place, serving up a new
experience grants you a point of difference,
but it takes energy and a constant evolution
of menus and environments to ensure you
keep your consumers coming back for more.
Gen Z and Millennials tire easily and want to
see new items on the menu as
well as new experiential
options in order to
return to a venue.
e
th w
Every mon hottest
e
th
at
take a look avour trends
Personalisation
fl
d
n
a
e
in
is
te
cu
a
e
cr
and customisation
to
t
n
e
of the mom cipes. Check
certainly help
re
w
tup
brand ne
www.stiri
t
a
te
to keep menus
si
b
e
e
the w
o.uk/recip
constantly
magazine.c th to see
every mon
new menu
the brand on.
inspirati

56%

of consumers surveyed who eat
in or order takeaway food would
like to see more outlets offering

dishes which
can be customised

Brioche Loaf Spiced Bombay Toast Fried In Ghee With
Mango, Banana, Honey And Cardamom Yoghurt

The internet generation have grown up
with experiences tailored to their needs by
technology and use their mobiles not to escape

the world around them but to connect with
and explore that world. A dining experience
is not limited to the tangible aspects, but
also how a consumer can use technology to
enhance the tangible aspects. Augmented
Reality will continue to be a growing trend as
an increasing number of creative methods push
the boundaries of the customised experience.

Both Gen Z and Millennials
are affecting the increase in

Millennials are more well-travelled and
adventurous, and Gen Z are unintentional
foodies who have grown up with a variety
of different flavours at home.
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demand for
world cuisines;
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evolving, as the hesitation to try a new
combination of ingredients is becoming a thing
of the past. Menu items such as poke bowls,
Chinese hot pots and Mexican foods make for
easy customisation, but it can also take the
form of omitting/adding condiments and sauces
to let customers create their own flavours.

In order to compete, restaurants
are “zoning in” on dishes
from specific regions as opposed
to country.

Translating the trend
to your business

Health &
Hospitality Welfare Education

Which items on your menu are customisable?
Take a look at how you can regularly introduce
new customisable dishes and ensure there are
specific call outs within menus to show customers
how they can personalise their own dishes. Don’t
forget to add the costs for swapping proteins and
adding additional items, sauces and dressings!

Assess options for hosting workshops, whether
cooking, cocktail making or a craft, which ties
into your brand
Use tablets to show residents and patients the
menu options rather than reading from a list so
they can see the dishes which can be so much
more appealing
Sit down with patients and residents to find out
about the places they’ve visited in their lives
and pull together some global cuisine inspired
menu specials. This can also be a great way to
bring together residents and visitors, putting
together themed days dedicated to a certain
country including creating special menus, music
and decorations. Not only does this help to
bring together residents and give an opportunity
to invite family members to participate in the
activities, it can also help to bring back positive
memories for individuals
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From the introduction of ordering via iPads to
projecting menus on tables and tracking the
progress of a takeaway delivery, how can technology
transform what your customer experiences?

I S O L AT I O N I N A S O C I A L WO R L D | 2 2

Isolation in a

SOCIAL
WO R L D
For many of us, dining out is a social occasion; the opportunity to catch
up with friends, relatives or colleagues is paramount to our physical
and emotional well-being. However, in an increasingly digital world we
are finding ourselves with growing pockets of isolated individuals who,
through circumstance, are suffering from loneliness.
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The situation is so severe that on
15th October 2018, the Government
announced new strategy on the subject,
enabling GPs to refer lonely patients to specific
community activities by 2023. A further
£1.8million of government spending has been
announced to create new community cafés
and gardens in order to facilitate new

connections and ease the pain and isolation that
loneliness causes.
Loneliness stretches across many generations; from
the bullied child to the stay at home parent, single
men (male suicides have consistently accounted for
approximately three-quarters of all suicides in the
UK since the mid-1990s), and the older generation
who struggle to get out or are hard of hearing.
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community spirit
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Dysphagia Afternoon Tea

There can be several reasons that a person feels isolated
due to their specific dietary requirements. This can
simply be the lack of gluten-free options in a person’s
local area making it difficult for them to dine out or
a person who is suffering with the complex dietary
condition dysphagia feeling embarrassed or anxious
about eating in any situation especially outside of their
own home.

For a party looking to dine out for a special
occasion who have a relative who suffers
from dysphagia will be all too aware of
how rare it is for hospitality settings to be
able to provide safe, suitable options. For
an establishment to market that they have
spend the time to train staff and develop
a menu to cater for their needs would
certainly provide the opportunity to create
an extremely loyal group of customers for
all eating-out occasions in the future.
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Dignity in Dining

Caterers in the care sector are all too aware
of the life-threatening medical condition,
which causes sufferers to struggle with
swallowing. Hospitality establishments
could create connections within their
local care homes that cater for
patients with dysphagia and
work together to help
give chefs an insight into
the condition and work
together to create a small
menu which adheres to
the IDDSI (International Dysphagia Diet
Standardisation Initiative) framework that
can be requested as an option to be booked
in advance.
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Take a seat
Campaign

The Take A Seat Campaign raises awareness of
how older people sometimes struggle to, or are
put off, accessing their local area because there
isn’t enough seating available for them to rest.

Cafes, pubs, bars, restaurants of all and any kind are
ideal places for consumers to meet and connect,
so there is no surprise that the number of initiatives
to combat loneliness are already taking place in
this sector.
Café Conversations are popping up in areas throughout
the UK, either facilitating conversation by way of
hosted events or providing signs for visitors to put
on their tables, encouraging visitors who would like a
conversation to join them. Other establishments offer
discounts to consumers for switching off their mobile
phones and placing them in a locked box on the table
so they can engage more with the people they are with.
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Through understanding the causes of loneliness, we can
create environments to combat it and increase turnover
as a result. The over 50’s currently control more than
two thirds of the nation’s wealth, so understanding
how to create a better environment for those
with hearing aids, or seating which isn’t
too heavy to move or too low to get up
from, and aisles wide enough for walking
frames and wheelchairs will help to

For more information visit:
www.ageing-better.org.uk/
publications/how-guidetake-seat-campaign.

Participating members receive ‘we are agefriendly’ window stickers, a branded fold-up chair
and ‘take a seat’ tote shopping bags to help them
promote the scheme. When an older person sees
the sticker displayed, they can be sure of a warm
welcome and the offer of a seat. There are no
strings attached and no pressure for them to make
a purchase. This can be a small gesture that can
create extremely loyal customers in those people
and their friends and families.

make your establishment a more accessible and
welcoming place to visit.
Facilitating networks and generating unique spaces
where communities can be built is the next phase
in fostering consumer loyalty. These communities
can be for any number of social needs; from the
older generation or the isolated stay at home parent,
to freelancers who work from home or use mobile
workspaces. Whether you are providing a quiet corner
of your café for conversation or advertising free wifi
and charging points for freelancers to work out of
home, the creation of a space where consumers can
meet whilst eating, drinking or undertaking social
activity, will not only increase your engagement with
consumers, but will positively impact on revenue too.
It is well documented that social
isolation and depression are huge and
growing problems within care homes,
impacting on residents’ quality of life,
physical health, and even mortality.
Care home staff and caterers put
a huge focus on creating activities
and themed days to encourage social
interactions within care homes.

Adapt your business to become a hub within
the community, featuring inclusive events
and activities
Trial “mobile free” nights where consumers agree
to switch their phones off or put them in a box on
the table to focus on conversation

Health &
Hospitality Welfare Education
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Translating the trend
to your business

Facilitate connections through a “Café
Conversations” approach to socialising
Have the option for people to add a ‘take a seat’
sign on their tables if they are sat alone but are
happy for another person or people to join them
at the table. This can also help in busier times as
it will free up more tables for other customers
Encourage and celebrate random acts
of kindness
Feature Quiet Zones without background music,
away from entrances, bar and kitchen areas
where possible to reduce noise so that the hard
of hearing can participate in conversation. People
who are hard of hearing can also find that being
seated next to a wall helps
Facilitate buggy parks or wider aisles for
parents with children so they don’t feel so
inhibited to go out
Children’s menus with pictures for colouring or
digital displays to keep them entertained will help
stay at home parents socialise

How can your online presence facilitate
conversations between your customers/students?
Within the marketing of your establishment –
whether that be window signs, direct mail, digital
advertising and social media – ensure you call out
the reasons why you are an environment suited
for all so that people who have various concerns
about eating out for whatever reason can clearly
see that your establishment is accommodating
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Can your facility cater for a combined OAP and
Kids meal time, following the success of TV
program “Old Peoples Home for 4 Yr Olds”?
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TIME

Scarcity

Ever since the industrial revolution, the pace
of life has continually increased. With the
digital age, it has become even more so, but it
is also developing a consumer who is hungry for
constant change and wants it now.
As a population, we commute into work, rush
around all day and then do the reverse in the
evening, fitting in child care, exercise and staying
in contact with friends and family. Electronic
media has meant that we are never off duty, our
standard working week extends by up to 50%
as many of us do free overtime because, let’s
face it, when would you not take a work call or
quickly answer an email?
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The result is a time pressured nation, seeking
ways to help us do more and get it done in
less time. Premium convenience foods are
therefore growing in popularity in supermarkets
because they help us manage our time better,
but this could be quite a threat to restaurants
as supermarkets continue to make meals as
tantalising as possible, selling the dream of a
gastronomic experience all effortlessly cooked in
the comfort of your own home.

Grab&Go

The resulting effect of this is the
emergence of a generation of consumers
who are no longer governed by
conventional meal times and eat when
they are hungry, giving rise to a new
trend called Snackification. Snackification
is used to describe the act of grabbing
snacks on the go throughout the day and
represents approximately 50% of all food
and beverage transactions. Whilst dinner
may remain as an important meal, breakfast
and lunch are routinely grabbed on-the-go

Capitalising on this
consumer group
means understanding
how to deliver time
saving services; from
self service drinks
machines to avoid waiting
at tables or long queues to
be served and an increase of
healthy foods in coffee shops and
fast food outlets to make eating on the
go or on a daily basis less of a treat and more
of a way of life, to facilitating deliveries of
consumers online orders to your business
premises to pick up whilst out and about.
There is a growing remote workforce whose daily
lives are fluid, they may start work at 5am then
drop the kids off to school, back to work, then
be in the gym for 11am – the working day is no
longer structured in the traditional 9-5 sense.
This doesn’t mean people are working shorter
hours, it’s just a more flexible approach to fitting
everything they need to do into the day.
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especially during the working week which
is driving the ever increasing demand for on
trend, nutritious and portable food items.
The danger with this trend is that
some snacks can be unhealthy, so
creating an offering of premium, healthy
and appealing snacks which can be
purchased and consumed quickly will
give you an advantage – this consumer is
predominantly of the Gen Z variety who are
not overly concerned by price, it’s premium
convenience that counts.

Onion
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Whether they are busy mums, a younger
generation looking to maximise every
minute in the day, or a career chaser,
businesses who seek methods of
supporting busy lifestyles will
be on the increase. Conversely
though, at some point there
stands the possibility of
burn-out, so perhaps
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A Santa Maria Report (where
they spoke to 500 kids ages
8-14 (years 4 to 11) found that
49% said that when it came
to school meals they were
sick of queueing, grab-and-go
options would help solve this
problem and encourage more
of the children to eat on site
and in the case of Secondary
Schools not go off site to
High Street Shops.

12% OF ALL CONSUMERS
SURVEYED SAID THAT THEY
WOULD BE KEEN TO USE A

self-service drinks
bar when dining out.
THIS FIGURE RISES TO 17% IN
THE MILLENNIALS (19-38YR OLD) SEGMENT.

Translating the trend
to your business

Health &
Hospitality Welfare Education

Can your operation offer snacks or meals for
visitors with relatives in care homes or hospitals?
Schools offering better quality lunchtime meals
will support a healthy diet for children with
snackification lifestyles
Can your premises become a delivery drop off
point for consumers’ online orders?
Adding self service drinks stations to eat
in operations
Offer free high speed broadband for consumers
who need to work out of the office

n
Bhaji Stuffed Naa

Offer power sockets for computers and mobile
phones to charge whilst dining
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Facilitate speed of transactions. Is the path to
purchase as efficient as it could be?

Country Range Group,
4 & 5 Jupiter House,
Mercury Rise, Altham Business Park,
Altham, Lancashire BB5 5BY
Tel 0845 209 3777
Fax 0845 209 3778
www.countryrange.co.uk
enquiries@countryrange.co.uk
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