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 s the evolution of commercial kitchens continues amid a 
challenging economic backdrop, smart kitchens still have some 
distance to go before hospitality operators across the board will be 
able to utilise a fully connected kitchen system.

Intended to help improve quality and consistency, as well as reduce the risk of 
human error, smart kitchens can be an effective way to improve efficiency and 
promote sustainability within a catering environment. But obstacles still remain 
before the catering equipment supplied by a variety of manufacturers can all be 
linked up seamlessly and used together in one collaborative network of machinery 
and devices. Industry experts speaking at the recent Foodservice Equipment 
Association Conference highlighted the need for “intimate” relationships between 
equipment suppliers and end-users, as well as continued collaboration, in order to 
achieve the best results and most effective connectivity solutions.

It seems that the real missing link for connected kitchens to become a mainstay 
in the industry is a centralised, unified system of operation that can enable 
many different pieces of equipment to function together effectively, rather than 
operators needing to use multiple apps or pieces of software to manage all of the 
individual devices. 

Data storage and analysis likely to be associated with running a fully connected 
smart kitchen would also be challenges that would need to be overcome by 
operators looking to use this technology, with some industry experts claiming 
that the cost of repairs and maintenance may also be an issue for businesses to 
consider, even if installation costs are not particularly high.

Operators looking to progress towards achieving their sustainability goals 
and improve connectivity can also gain insights about the latest green kitchen 
solutions and induction cooking technology in this month’s issue, and can catch 
up on industry updates concerning the extension of the Energy Technology List.

With the economic turbulence currently hitting the industry also comes the 
opportunity for operators to review their kitchen set-ups and ensure they are 
future-proofing their businesses, while many also look to reduce costs through 
menu alterations and reducing opening hours.
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ENERGY COSTS COULD ‘SINK’ PUBS  
IF BILLS RISE IN APRIL

B
ritain’s pubs could 
face losses of around 
20% and potential closure 
if the government’s energy 

bill relief scheme is not extended for 
businesses in April, new research 
has shown.

In a report by Frontier Economics, 
produced for trade body the British 
Beer and Pub Association (BBPA), 
calculations showed that if energy 
bills for businesses returned to their 
regular rate post-March 2023, pubs 
and brewers would face a loss of 
20% on average.

The report stated that energy 
costs were currently the biggest 
threat to the viability of operators, 
and would be even more “lethal” if 
the relief scheme was to end in April 
this year.

With price inflation in other key 
areas of their business, such as food 

and drink, and considerable wage 
increases, operators reported that 
their profit margins were already 
being squeezed.

Based on analysis of industry 
reports, accounts and interviews 
with pub operators and brewers, 
as well as a full review of the wider 
economic context from August to 
October this year, the report noted 
how businesses had already made 
changes to mitigate against cost 
inflation where possible.

Businesses have made alterations 
including changing menu options 
and reducing opening hours or the 
use of certain ingredients in order to 
cut costs.

Pubs and breweries across the 
country have also reported cases 
of poor practice and potential 
“profiteering ” by energy suppliers in 
recent months, with some operators 

claiming suppliers have sought to 
make money outside the restriction 
of the cap through increasing prices 
on other parts of bills or cancelling 
contracts at short notice.

Gemma Gardener, who runs The 
York Hotel, a pub with rooms in 
Morecambe, said: “Not only have 
our energy bills [been] extortionate, 
but our supplier has also added on 
extra unexpected charges outside 
of our standard rates as well, from a 
£2,000 installation fee to doubling 
our daily hire charge unexpectedly.

“We have tried to switch 
suppliers but been rejected…We’re 
struggling with our bills but so are 
our customers as well and so we’re 
being squeezed at both ends. We’ve 
even started offering free food to 
encourage customers to come in and 
buy drinks.

“Not knowing what we will 
be charged month on month is 
incredibly scary - this is not only our 
business but our home as well, but 
we are at the mercy of our energy 
suppliers.”

Emma McClarkin, chief 
executive of the BBPA association, 
commented: “A long-term guarantee 
that energy costs and contracts will 
be fair and reasonable come the 
spring cannot come soon enough for 
our pubs and brewers. 

“They are planning now for the 
months ahead and need assurance 
that bills won’t rocket and 
completely wipe out their profits.

 “This report demonstrates the 
unique position that our sector finds 
itself in - vulnerable to cost inflation 
across the entirety of its supply 
chain and acutely conscious of 
declining consumer confidence, and 
wanting to avoid increasing prices 
for struggling customers.” 
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RREESSTTAAUURRAATTEEUURRSS  
LLEENNTT  ££442244MM  

TTOO  TTHHEEIIRR  OOWWNN  
BBUUSSIINNEESSSSEESS  IINN  

PPAASSTT  YYEEAARR

R
estaurant owners were forced to lend 
£424 million to their own businesses 
in the last financial year, with the amount 
lent rising by 12% from the previous year, 

according to new research by Mazars.
The amount that restaurant business owners have 

been forced to lend to their own businesses rose from 
£377 million in 2020/21 to more than £424 million 
in 2021/22, according to data from the audit, tax and 
advisory firm.

The report found that rapidly rising energy bills were 
causing many restaurants to struggle, with business 
owners also facing reduced consumer spending due to 
the cost-of-living crisis.

While many restaurant owners saw reduced sales in 
their business, operators have also had to increase staff 
pay over the past year.

Some restaurant owners have turned to re-
mortgaging their own homes to raise funds to lend to 
their restaurants, while others have needed to cash in 
on their investments in order to find the funds to keep 
their business going.

Insolvency Service statistics showed that there 
were 435 restaurant insolvencies in the last quarter of 
the 2021/22 financial year, a 15% increase on the 395 
insolvencies seen in the previous three months.

Adam Harris, partner at Mazars, said that while 
taking this sort of action to fund a business may keep 
a restaurant afloat temporarily, a plan to turn the 
business around is crucial.

He added: “Restaurant owners having to loan more 
and more of their own money to their businesses is a 
real cause for concern. To take difficult choices like 
this, these business owners must feel they have no 
other viable way forward.

“It is understandable that restaurant owners want 
to take a risk on their businesses, as they are often 
passion projects. However, loaning personal funds to 
your own business is not the only one option to stave 
off insolvency. It’s really important that business 
owners seek out professional advice before making that 
kind of commitment.” 
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Mitchells & Butlers tackles FOG problem with 
£7m disposal unit installation across UK estate

Fuller’s food director to step down after ‘incredible journey’

Pub group Mitchells & Butlers is 
investing £7 million in installing 
grease removal units across its UK 
estate, following a prosecution for the 
group failing to prevent FOG entering 
the sewers at one of its pubs.

Jennie Smith, director of building 

maintenance at Mitchells & Butlers, 
said the pub and restaurant group has 
undertaken its own trials of grease 
management equipment due to the 
“lack of an industry standard to guide 
investment in new systems”.

The business, which operates more 
than 1,600 venues across the UK, took 
action after it was prosecuted in 2021 
over issues surrounding the disposal 
of fat, oil and grease (FOG) at one of 
its venues in Oxfordshire, which dated 
back to 2017.

Ms Smith said: “We had some grease 
removal units in our estate, but we 
weren’t installing them proactively, we 
were using them reactively when we 
had a problem.

“So, off the back of prosecution, we 
received quick approval to spend £7 
million putting grease removal units 
across our entire estate. We found there 
is no standard, no real transparency 
about what those machines do and how 
they work.

“Making a decision on how to invest 
this huge amount of money, I needed 
certainty this product will work and will 
be compliant. We couldn’t get that, so 
we did our own trial.”

On the opening panel of this year’s 
European Fog Summit, Ms Smith 
explained how the company trialled 
a range of equipment from different 
manufacturers and is now moving 
forward with the rollout of the 
technology across its portfolio.

At the summit, which brought the 
water and hospitality sectors together 
in Liverpool last November, businesses 
called for further clarity from UK water 
firms regarding their requirements for 
FOG disposal.

Equipment manufacturers and 
specialists in circular and renewable 
fuels also joined the conversation over 
three interactive panel sessions, with 
the aim of developing collaborative and 
sustainable solutions to keep sewer 
networks clear of FOG.

Fuller’s food director Paul 
Dickinson has revealed that he 
will be closing the chapter on “an 
incredible journey” and stepping down 

from the role after 12 years working 
with the company.

In a post on his social media 
page, Mr Dickinson announced his 
departure from the British pub group, 
writing: “Today closes a chapter of my 
life that has been an incredible journey 
I could have never imagined. Thank 
you, to all of you for allowing me to be 
trusted with your future over the last 
12 years.

“Thank you for allowing me to 
continuously push the boundaries of 
food and operations, supporting me 
through innovation sessions that you 
couldn’t see what I could, and that look 
on your faces when you delivered the 
product or dish.”

He said he aspired to help put the 
hospitality industry in a better place 
than when he arrived in the role, 
putting the focus on “standards of food, 

cooking techniques, invested kitchens, 
right kit for the job, chef attire, team 
culture, love of food and dyslexia font 
on recipes”.

Mr Dickinson added: “I arrived as an 
ambitious, driven, excited, confused 
and passionate chef, and all at Fuller’s 
past and present that believed and 
invested in me - a heartfelt thank you.

“I leave as a leader of people, you 
have all tailored my energy/focus to 
guide the food direction at Fuller’s 
and I leave with a heavy heart. 
This has been echoed in the many, 
many messages, voice notes. I have 
responded to each and every one 
personally. It’s very humbling to feel 
loved and appreciated.”

The experienced chef also won the 
Outstanding Service to the Industry 
award at the 2022 FEJ Awards in 
September last year.
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Wendy’s sets sights on 
northern expansion

D&D London puts seven UK 
venues up for sale

Burger restaurant chain Wendy’s is opening the 
doors to a new site in Sheffield as part of its 
planned expansion in the North of England.

The new site will be owned and operated by Square 
Burgers Limited, the first traditional franchise partner to 
open a Wendy’s restaurant in the UK.

Wendy’s opened the new restaurant almost 200 miles 
north of Reading, where the brand re-entered the UK 
market in June 2021.

The chain’s initial focus will be on expanding the brand 
in south Yorkshire and Lincolnshire.

Alongside franchise development, the company is also 
actively building a pipeline of traditional restaurants in 
the North West focused on the Liverpool and Greater 
Manchester areas.

The group currently has a total of 25 restaurants 
operating in the country and recently announced its 
newest restaurant opening in Sutton, which is its 10th 
company-owned and operated site in the UK.

Wendy’s plans to continue expanding further across 
the country and Europe over the coming year using its 
franchisee model.

Restaurant group D&D London has placed 
seven of its UK-based sites on the market, 
including four venues in London.

The London buildings that are being put up for 
sale include 100 Wardour Street in Soho, Avenue in 
St James Street, as well as Cantina and the Blueprint 
Café, which are both based in Butlers Wharf, Propel 
reports.

Klosterhaus in Quakers Friars, Bristol, and Issho 
and East 59th, which are both in the Victoria Gate 
scheme in Leeds, will also be offered for sale.

The group said its restaurants continue to “trade 
well”, seeing a total of £17m Ebitda for the 15 months 
since reopening following Covid-19 lockdowns, 
adding that it would continue to strategically review 
its portfolio.

Co-founder of D&D, Des Gunewardena, left the 
company after 16 years at the helm last year, with its 
chief operating officer and deputy chairman, David 
Loewi, being appointed as interim CEO.

Mr Loewi and Mr Gunewardena co-founded the 
company in 2006 after a period spent working 
together at Conran Restaurants.

Clifton Food Range sous vide baths
- Increase yield
- Accurate portion control
- Reduce energy costs

Economical cooking for
exceptional results.



TOP INDUSTRY TRENDS TO WATCH OUT FOR 
THIS YEAR

THE SET MENU
Amidst the cost-of-living crisis, 
price-sensitive consumers will be 
stricter in their management of 
dining out budgets, so we encourage 
restaurants to invest more time 
and creativity into their fixed 
price menus. Once established, 
it is essential that these prix fixe 
menus are well promoted amongst a 
restaurant’s standard à la carte and 
other dining options.

MENU ENGINEERING
In an increasingly competitive 
market, restaurants are pulling out 
all the stops to promote their dining 
experiences, however this should 
not stop once diners make their way 
through the doors. Once diners are 
seated, restaurants should be doing 
all they can to provide a positive 
experience that encourages not 
just positive reviews, referrals and 
return visits, but consumer spend.
Restaurants should therefore invest 
in carefully curated menus that 

position higher yielding items front 
and centre, while also utilising 
insights into consumer behaviour 
and menu design to identify 
psychological pricing as well as 
upselling opportunities.

LOYALTY
As consumers become more cost 
conscious and attentive to budgets, 
we anticipate more return visits 
to restaurants as diners look to 
manage expectations and the risk 
of underwhelming experiences. 
Restaurants should be investing in 
customer service now more than 
ever, appreciating the value of each 
customer and the impact this can 
have on repeat business.

LOCALLY SOURCED 
Across our Dish Cult platform, 
we’re witnessing a vast increase in 
searches for restaurants offering 
locally sourced produce, so we 
expect more restaurants to be 
looking at their supply chain where 
feasible to provide such an offering.

More than half (51%) of UK 
consumers factor sustainability 
into their food selection process, an 
eight per cent rise since 2019, so we 
encourage restaurant operators to 
think local when they are looking 
to appeal to the increasingly food-
conscious consumer.

CREDIT CARDS AND 
DEPOSITS
With no-shows showing no signs 
of stopping, more restaurants are 
preparing to accept credit cards 
and require deposits at the point of 

booking, especially for peak periods.
The cost of no shows is truly 

damaging. Not only does it result in 
zero spend from the expected diner, 
but it also obstructs other potential 
diners from pre-booking, directing 
their business elsewhere.

EMBRACING TECH
Phone-based pen and paper systems 
have two major drawbacks: time 
and staff availability. During a 
restaurant’s operating hours, staff 
can quickly become busy with other 
duties and, come closing time, a 
restaurant may struggle to take 
reservation requests.

Convenience will continue to 
be one of the most important 
factors in a consumer’s decision-
making process and therefore the 
pen and paper model is becoming 
increasingly less sustainable.

As an increasing proportion of 
the market becomes inaccessible 
without an online booking platform, 
the continued shift towards online 
booking systems such as ResDiary 
will signal the final blow to the 
feasibility of the traditional pen and 
paper system.

With this difficult year now 
drawn to a close, there are many 
challenging trends that will no 
doubt affect the ins and outs of 
businesses in the sector. 

The hospitality industry needs 
to focus on examining the benefits 
of technology to support business 
stability and growth through this 
year, and if the correct reaction is 
taken – the challenges will instead 
become opportunities. 

As the hospitality sector closes the chapter on another challenging year,  
Colin Winning, CEO of table management system ResDiary, shares his thoughts 

on the upcoming trends that he believes restaurants and other operators should be 
aware of as the industry enters a new year. 
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POKE IS IN THE HOUSE

H
ow has Poke House 
been aiming to expand 
its estate in the UK and 

what have been some of the 
biggest challenges during your 
roll-out in the country? 
I have worked in F&B for 17 years, 
give or take, and the challenges 
transcend the brand. For the UK 
market, London is where you go. 
It is a totally different beast when 
you compare it to the rest of the 
UK. Some of the other major towns 
or cities are at pace and will come 

onto our radar in the future. So the 
focus has been London, we have got a 
variety of locations, and I think with 
that variety – we have got five-day, 
six-day and seven-day locations - 
you’re in a test phase to understand 
who is your consumer and who are 
the ones who try it once and come 
back, who are your loyal consumers? 
We have a very interesting set-up, in 

so much as in store is more daytime 
but then delivery is more evening. It’s 
a trend that flows across everywhere. 
We are still honing where we want 
to take a site. Obviously sitting in is 
much better, eating out of a ceramic 
bowl is much better. You’re getting 
it fresh off the line and the rice is 
warm so you’re moving away from 
that sushi offer. Us English and the 

Europe’s biggest poke restaurant chain Poke House has reached double digits with 
its UK portfolio following the brand’s latest opening at London’s iconic Battersea 
Power Station. Newly-appointed UK co-country head Robert Wickenden tells FEJ 

about the chain’s plans to continue rolling out stores across the UK, the importance 
of sourcing the most energy efficient catering equipment, and why robots are not 

necessarily suited to the chain’s ‘poke artist’ service formula.

ULTIMATELY, THIS IS A HEALTHY OFFER. IT IS 
FRESH AND IT IS HEALTHY, SO IT APPEALS TO 

EVERYONE”
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inclement weather that we have 
constantly, sometimes you need 
a little hug in a bowl. You’ve also 
got the health and the colour that 
sits on top of it, that works best in 
store, and it’s not a small portion. 
You’ve got the ginger oil, the honey 
and mustard, teriyaki, soy, so you 
have got a variety of things to put 
on top that change the feel really. 
In terms of the first few sites, we’ve 
got some absolutely brilliant sites, I 
love all of them and think they are all 
great. Bank in London, for example, 
there are a lot of employees around 
there, so less evening trade and less 
weekend trade, whereas here in the 
heart of Covent Garden, it’s a seven-
day pitch. It starts at 11am and you 
get some hungry tourists in. We’ve 
got a good variety and ultimately 
a lovely product that we can offer 
at all times. It’s interesting that we 

get more deliveries in the evening 
than we do at lunchtime and I think 
that’s by the very nature of where 
we are located at the moment. We’ve 
got Portobello Road and that is a 
different environment to this one, 
to Bank, and to St Paul’s, so we are 
learning something from every site 
that we take. We have expectations 
but there are always surprises that 
come out of any site we take. That is 
the key thing for our expansion plans 
as we continue to move forward. 

With inflation and supply 
issues hitting the industry hard 
this year, how have you tried 
to mitigate against rising food 
and ingredients prices? How 
have you adapted your menus 
as a result of this?  
It’s difficult isn’t it, because 
sometimes you have to hedge and 

you agree contracts with suppliers, 
but when those contracts come off, 
what we don’t want to ever do is 
compromise quality. So everything 
in that bowl is fresh. Our avocados 
are fresh, our salmon is all fresh, 
our pineapples and likewise with 
our mangos. I was at the central 
production kitchen we have just 
this morning and looking at all of 
the suppliers that bring goods to us. 
There are obviously pains, and we 
are hesitant to pass that on to the 
consumer, but at the end of the day 
it is what it is. We understand there 
is a cost of living crisis and we are 
trying to do everything that we can to 
mitigate it, but ultimately we might 
have to in the future, so we’re looking 
at ways that we can make it easier, 
because the price is what it is for 
everyone. There are frozen avocados 
out there but we don’t use those 
because we believe you get a better 
product with the fresh produce. You 
want to get as many nutrients into 
that bowl as possible.

How tough is it to maintain 
standards across the chain’s 
sites in terms of chef training 
and development?  
We have different ideas and thoughts 
of what we should do. It would 
be great to have people chopping 
ingredients behind the till but we 
are restricted in terms of space and 
layout, so it’s about implementing 
things slightly differently, reviewing 
everything and seeing where we can 
pass on the savings. It is a difficult 
balance to find, because especially 
in London, there is an element of 
recession-proof. I was working in 
2008 in town and you wouldn’t think 
there was a financial crisis at that 
point. We are lucky we are in an area 
which is slightly less pressured on 
price rises. In other locations, it is 
pretty hard work. It’s about making 
sure we are perceived as good value. 
What I mean by good value is not 
how cheap it is, but the quality, the 
experience, the whole shebang. 
We are making sure that the whole 
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experience is still great value. You 
do that by using fresh produce, 
using good quality products, to make 
sure that people enjoy what you’re 
providing for them.

What are some of the latest 
kitchen equipment innovations 
you are using across your sites 
and how have these helped 
you achieve your sustainability 
goals? 
With the price of electric and all of 
those things, we are looking for the 
most energy efficient operation. We 
do have a lot of lights, so getting the 
energy bulbs in to offer the right 
experience when you’re dining in 
is important. We have to chill and 
warm our products, so it is about 
looking to make sure that we’re not 
comprising by what we are using, 
but we want to make sure we try and 
drive down those costs. Costs we can 
save here means we don’t have to put 
the price on to the consumer, and 
ultimately that is what we want to do. 
Obviously our service has to be top 

quality, and we look at all of the items 
in here to make sure we are cost 
saving, efficient, and not impacting 
ourselves. We’ve got quite a simple 
line, it needs a display to keep it at 
the right offer for everyone. We will 
be reviewing those to make sure we 
have got the best. There is lots of 
equipment that goes in here, even 
though we are not actually cooking 
on site. There is work to be done but 
it’s about making sure it’s efficient 
when staff are using it and when it 
is idling. It’s a methodology of just 
understanding which fridges need 
to be open more than others. It’s 
about being sensible. We will keep 
monitoring and making sure we are 
in front.

Across the company, how 
are you looking to improve 
sustainability efforts and cut 
down on carbon emissions, or 

food waste and other types of 
kitchen waste? 
These are the things that are very 
important to consumers, and 
obviously waste is not a good thing, 
so we try and make it as small as 
possible. Making sure all the lights 
aren’t on and everything like that. At 
Poke House, the actual colours that 
we use are the sea, and the logo also 
shows salmon and tuna, and a sunset, 
so it’s at the forefront of what we do 
and what we are trying to create, with 
the California theme and the vines in 
store. It is important to us to make 
sure that we have the right message 
for what we want to do. There are 
initiatives at the moment where we 
are looking at what we can do. 

How do you seek inspiration for 
the menu design process and 
what are some of the biggest 
challenges you encounter when 

WITH THE PRICE OF ELECTRIC AND ALL OF 
THOSE THINGS, WE ARE LOOKING FOR THE 

MOST ENERGY EFFICIENT OPERATION”
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putting menus together?  
We’ve got our set bowls and those 
are designed and set up to maximise 
flavours. The seasonal bowls we 
have, it goes through testing, it goes 
through tasting and it goes through 
all the processes you would expect to 
make sure that every bite is different, 
every bite is full of flavour. That’s 
the whole point. Adding things on 
top can give you that extra crunch, 
that extra flavour. I think the beauty 
of our offer is that you have things 
that are warm, things that are cold, 
spicy and mild. Things that are soft, 
things that are crunchy, and when 
you bring them all together and you 
top them with the sauces, that can 
change up a bowl massively. All of 
our house bowls are just fantastic 
but then we will also give you the 
option to change. You can have fresh 
seaweed, dried seaweed, you can 
have both at the same time. You can 
make it what you want it to be. We’ve 
got sweet, we’ve got savoury, we’ve 
got everything, so mango, pineapple, 
you can stick it all into a bowl. We’ve 
got acai bowls. You can get avocado 
on toast. So we have this massive 
variety. The great debate of putting 
pineapple on a pizza, do you like it? 
Do you not? With this there isn’t 
that, you can do whatever you want.

Has having that customisable 
option given you a more 
diverse demographic of 
customers?
Ultimately, this is a healthy offer. It 
is fresh and it is healthy, so it appeals 
to everyone. It provides that blend 
of different food types – a rainbow 
bowl. You’ve got all the herbs and 
spices so everything that works 
well together, so you are getting a 
great variety without even really 
thinking about it, that crosses all of 
the groups. It’s about making healthy 
food tasty and that’s possible. We are 
doing it.

How can equipment suppliers 
help operators to cut operating 
costs in the kitchen and is there 

anything you would like to 
see from suppliers to support 
restaurants?
For us, people still want to be 
served by people. You don’t just 
want a robot. I think you can 
definitely have technology helping 
you and there are things we are 
working on that we are looking to 
do on the service side of things, but 
ultimately this is quite a hands on 
operation, with the customisation. 
I would ask staff, ‘what do you 
recommend?’, because they will 
have tried the thing. Does that go 
together? So that kind of helping 
can sometimes be easy, but for 
those who know what they want, 
they have technology and type in 
what they want and they’re done. 
So it really depends on the push of 
what consumers are deciding they 
want. I suppose that innovation 
is more in efficiencies. We know 
what we need, and that is the 
chilling and keeping things warm, 
and as a consequence it is those 
things being more efficient in their 
performance. Staff recruitment is 
tough at the moment but they are 
the bridge between the consumer 
and us. We call them the Poke 
House artists because it is about 
building that bowl, setting it up and 
if customers want to ask questions 
about what works, they can get an 
answer. And that is what you want. 

How has the launch of your 
new Battersea Power Station 
site been received?
We are trading well. Again it is a 
different location. Office occupiers 
are moving in and more places 
are open, and it is that beautiful 
honeypot of where you can work, 
live and relax. It’s a wonderful offer 
and I think people really enjoy 
going there. People go over and 
come from quite a large radius, but 
that is the hub that they go to. We 
trade seven days a week and it’s 
great actually. We are very pleased 
with it. The only thing I wish is 
that we had a bit more space. We 

have less seating than here (Covent 
Garden) because it is a smaller site, 
but we are trading well and long 
may it continue.

   
What other expansion plans 
does the chain have in its 
sights?  
It is a difficult time for everyone. A 
lot of people are sort of anchoring 
down and saying, right, we will ride 
this out. So their expansion plans 
have been put on hold. But we want 
to look for those locations that suit. 
We are conscious of where we take 
sites – we have an expansion plan. 
There are areas that are not covered 
currently. The beauty is we have the 
in-store offer and the delivery so 
you can expand to different areas. 
We want to grow the brand, there is 
no doubt about that. I think the UK 
is an important market. There are a 
lot of places across the UK that we 
are looking at. 

FRESH VISION  

Poke House recently appointed 

Robert Wickenden as UK co-

country head as the brand looks 

to continue expanding its portfolio 

in the country and adding to 

its 120-strong global estate of 

restaurants. 

Mr Wickenden has a wealth of 

experience within the food and 

beverage industry, joining Poke 

House after two years overseeing 

Deliveroo’s expansion across 

international markets. 

Prior to his role at Deliveroo, he 

has also worked at Anheuser 

Busch, wagamama, Vapiano and 

Mitchells & Butlers.

In his role at Poke House, Mr 

Wickenden will oversee the 

brand’s digital and physical 

presence, including the acquisition 

of new stores as part of its 

expansion in the UK.
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Calling all Catering  
Professionals
Hotel, Restaurant & Catering (HRC) returns 
to ExCeL London from 20-22 March 2023

Supporting the industry in navigating the 
future of hospitality and foodservice.

Expert advice on 
reducing costs, 

increasing margins, 
sustainability and 
streamlining your 

operations!

Demo the latest 
cutting-edge 
professional 

equipment with 
1,500+ innovative 

suppliers.
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Calling all Catering 
Professionals

To learn more visit hrc.co.uk 

The home of International
Salon Culinaire and

The Pub Show @ HRC

Connect with your 
peers and grow 
your network at 

our networking and 
round table sessions.

Visit the “Ask the Experts” 
feature hosted by the FEA 
to help you navigate the 

products available to you 
and your business.

Gain expert insight on 
the latest trends from 

100+ talks, tastings 
& demonstrations, 
all led by leading 
industry pioneers.

Scan here 
to register 
your place

HRC 2023 will be co-located with:

HRC FEJ advert.indd   2HRC FEJ advert.indd   2 19/12/2022   15:3219/12/2022   15:32



W
hat are Burger & 
Sauce’s plans for 
expansion across 
the UK and are 

there any regions or markets 
you aim to target in particular? 
We have five stores in Birmingham 
at the minute but we are looking to 
expand in the West Midlands now. 
We’ve got a new store in Walsall and 
then we’ve got another four or five 

lined up – including West Bromwich, 
Derby and Leicester – so we have 
got quite a few lined up. We are 
slowly spreading out but we don’t 
want to go far out of the Midlands 
just yet. We want to learn about 
the new markets that we are going 

into before we go into them, so we 
are not branching out too far just 
yet. I think what happens is each 
store benefits another one as long 
as it’s close-by, rather than having 
stores spread out too much. And 
then within the next five years, we 

From left: Franchise director 

Anthony Round, founder 

Saad Masood, and franchisee 

Subhan Munir

I THINK BY THE END OF 2023, ALL OF OUR 
STORES WILL BE RUNNING ON ELECTRIC 

AND NOT GAS”
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MORE SAUCE,  
LESS GAS

Fast-growing burger restaurant chain Burger & Sauce has ambitious plans to expand 
outside of the Midlands and open its first bricks and mortar sites in London this year. 

Founder Saad Masood tells FEJ all about the company’s vision for future growth, how it 
hopes to take on many more multi-site franchisees, and its goal to cut out gas and only 

use electricity across its estate by the end of the year.



will look to expand out to the North 
East and North West, in Manchester, 
Liverpool, Yorkshire, Bradford, Leeds 
and Sheffield. We actually signed 
two sites in Sheffield so they will be 
coming in 2023/24. We’ve also signed 
three sites in London, which should 
be coming this year as well. We had 
a little dark kitchen concept that we 
did in London to try and see how the 
product does. We found it to be really 
successful, so now what we are doing 
is looking for franchisees for the 
London region and just to do a proper 
store in the capital.

How has the company been 
fairing with rising operating 
and energy costs, and what is 
the outlook like for your energy 
strategy this year? 
We’ve been hit in a few stores. Some 
of the stores are on the old tariffs and 
stuff like that but some are on the 
new tariffs and with those we have 

seen bills go higher and higher, as 
everyone has. What we are doing now 
is trialling new machines and trying 
to cut out the gas element, so we are 
going to go all electric within the next 
year or so. There are times where 
we have used electrical appliances 
instead of gas and even though 
electric is slightly more expensive 
in usage and consumption for the 
machine itself, it is a lot less overall. 
So we are trying it out and I think by 
the end of 2023, all of our stores will 
be running on electric and not gas.

How has the company 
been using technology to 
enhance the customer and 
staff experience within its 
restaurants and kitchens? 
We try and innovate as much as 
possible and I think technology 
really helps. It makes things easier 
for everyone – for customers and 
for staff. We use a system where 

each station has its own screen, or 
more like an information desk, so 
each order we get is processed and 
then separated in the kitchen, so on 
your chicken station, you’ll only see 
chicken, so that makes things easier 
for the guys. Staff will only see the 
order that relates to their station 
and they will just make that. It helps 
because people aren’t overlapping 
each other or shouting.

What are some of the latest 
equipment innovations or 
management strategies you 
have been using within your 
kitchens? 
First, switching to electricity 
throughout the chain to reduce 
the cost to franchisees with their 
usage, and second, to just become 
a bit more energy efficient and 
sustainable. We want to move away 
from the whole gas element of it, 
which I think will help our stores. 
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In terms of management, what we 
see is all these factors combined, it 
helps to make management easier 
and makes it easier for staff as well. 
We aim to use technology to reduce 
staff effort.

How has the franchise part 
of your company been 
developing in recent months 
and what is the outlook for 
franchisee numbers and 
growth over the next year? 
Rather than to just increase 
franchisee numbers, we are looking 
to increase store numbers with the 
same franchisees. I think that’s a 
good growth strategy in terms of 
getting more consistency that way. 
Rather than having 60 franchise 
partners for 60 stores, you have say 

20 franchise partners for 60 stores. 
That way each franchisee is only 
managing a few stores each, so it 
makes it easier to implement new 
ideas and technology in these stores. 
Where you’re spending an hour 
with each franchisee, instead you’re 
spending one hour with someone 
who owns several stores. It makes 
the brand more consistent. We’re 
looking for solid partners with good 
franchise background and who are 
willing to take on multiple sites.

How has the company been 
dealing with pressures 
resulting from staff shortages 

in the industry? 
In terms of staff, the best policy 
we’ve seen is to make work easy. If 
you’re going to make work difficult 
for staff then it’s only fair for them 
to go and find somewhere different 
to work. So I think it is more about 
what sort of effort you put in to 
make their lives easier. We want 
to create an environment where 
there is no pressure basically. We 
try and introduce new ways and 
technologies so their life is easier – 
for example, the screens. It makes 
life really easy. We sell about 1,000 
burgers on a Friday, and instead 
of thinking they have to make all 

WE’RE LOOKING FOR SOLID PARTNERS WITH 
GOOD FRANCHISE BACKGROUND AND WHO 

ARE WILLING TO TAKE ON MULTIPLE SITES”
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of these burgers, they only have to 
focus on making 250 beef burgers 
or 250 chicken burgers. Also, we try 
and make it as friendly as possible 
– that is the sort of culture we work 
with. It’s a good environment when 
people come in and they enjoy 
working here.  

What methods have you been 
using to mitigate against 
supply chain issues?
We’ve got a bespoke food supplier. 
We don’t work with the giants, we 
work with guys who are local. They 
are willing to help us help them. As 
much as we need them, they adjust 
in that sense. So it works well for us 
because they go out of their way to 
do things for us. We’ve just brought 
on a new site and they have stocked 
it up really well for us. Because 
we are their main buyers, we get 
priority. We haven’t really had much 
concern over stock because we get 
it in bulk. We see that the main 
distributors and suppliers, they 
find it easier as well to deal with us 
because we get bulk. They just come 
in, drop that one delivery off, which 
helps with lorry drivers as well and 
all that sort of stuff. It makes it 
easier for them and makes it easier 
for us. So that is how we cope with 
these challenges.

When it comes to menu 
development, what are some 
of the biggest challenges for 
your chefs?

Our chef really is my wife. We started 
this brand together – she is the one 
that has made all the in-house sauces 
that we sell now. She is a massive 
foodie so she is always looking for 
new recipes and new ideas. She 
travels the world quite a lot as well. 
Last year, she went over to Mexico 
so we did a Mexican range. We had a 
Mexican burger, Mexican-flavoured 
fries, and it was really good. She is 
going over to the Middle East soon 
so we are hoping to do something 
with the flavours of the Middle East, 
maybe Turkish or Arabic, so there is 
always something going on. 

How does the chain look 
to maintain standards and 
consistency across all sites? 
Getting new franchisees and multi-
site franchisees so they can focus 
on more sites. The second thing 
is to make our food easy to make. 
We’ve got manuals for every single 
item, so they can run across the 
stores. Anyone can make the burgers 
and make the food, and it will be 
consistent. We’ve also just taken on 
two audit managers. They go out 
to each store once every two weeks 
and do a full audit. They see what 
the costs and everything are looking 
like. We’ve now just taken on another 
company that is outsourced. They 
are health and safety consultants 
who are ex-Environmental Health 
officers. They are now working with 
us, so they will send out an officer 
twice a year, every six months, to 

carry out health and safety audits in 
all of our restaurants. That will help 
our franchisees to be able to improve 
their stores.

How do you think equipment 
suppliers can help you to cut 
costs as the chain continues to 
expand?
A lot of what we see is that they 
make equipment sometimes that 
is too complicated to use. I think if 
they could simplify how to use some 
pieces of equipment, that would be 
a massive help for this industry. A 
lot of the time our guys don’t get 
the chance to get trained on them 
properly and the machines tend to go 
down because they haven’t been used 
properly. So I think that is one of the 
ways they could help us.

Does the company have any 
new menu concepts or dishes 
launching this year? 
We had the lemon pepper wings 
coming out on 1 December, so just 
in time for the Christmas period. 
We trialled that as a teaser over a 
weekend a couple of months ago and 
they did really well – sold out across 
the board. Early this year, we’ve then 
got a Burger & Sauce wrap. We’ve got 
a range of products coming out and 
that is one of them. We will also be 
doing a Christmas burger later this 
year, so that is going to be turkey 
rashers and that sort of thing. So 
another three or four products to 
launch this year.  

www.foodserviceequipmentjournal.com January 2023 | Foodservice Equipment Journal | 21

BURGER & SAUCE

NEW
WASTEWATER PUMPING SYSTEMS

  DrainMajor
 Waste Water
Pump System

  DrainMinor C
 Combi Oven
Pump System

90°C
 Hot Water
PumpPumpPump

www.pumptechnology.co.uk

0118 9821 555



OPERATORS SIGNPOSTED TOWARDS 
MOST ENERGY EFFICIENT EQUIPMENT

O
perators struggling 
to calculate 
the total cost of 
ownership of catering 

equipment look set to benefit 
from the expansion of the Energy 
Technology List (ETL).

The ETL is a database of energy 
efficient plant and machinery 
that is managed on behalf of the 
Department for Business, Energy 
and Industrial Strategy (BEIS) by 

the Carbon Trust and ICF.
Up to now, the only foodservice 

equipment linked to the scheme has 
been refrigeration but the scope 
of it is now set to be widened to 
include combi steamers, convection 
ovens, undercounter dishwashers 
and hood-type dishwashers.

As items of equipment will have 
to pass strict criteria to qualify for 
the list, it will provide reassurance 
to chefs and procurement 

professionals that they are buying 
some of the most energy efficient 
equipment on the market.

Tom Lock, senior managing 
consultant at ICF, who has been 
involved in the expansion of the 
programme, said the ETL is “an 
approval which is government-
backed, verified and impartial”.

Speaking at the recent 
Foodservice Equipment 
Association (FEA) Conference, he 
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said: “The professional kitchen is 
largely unregulated from an energy 
consumption perspective- there 
are no mandatory minimum energy 
performance standards or MEPs 
and no household goods-style 
labelling. Even in the European 
context, regulatory or voluntary 
measures to reduce the energy 
consumption of professional 
foodservice equipment (PFSE) are 
still some way off.

“As we found through our 
own research, it is not easy for 
buyers to source independent, 
verified information on the 
energy consumption and relative 
performance of PFSE.”

In order for a product to be listed, 
it must meet the ETL’s energy-saving 
criteria – typically set at the top 25% 
of products in the market.

Consultations to include hobs and 
grills on the list will commence in 
January, while a third phase could 
include ventilation.

“By launching criteria for combi 
steam ovens, convection ovens 
and undercounter and hood-type 
dishwashers, it will take our total 
ETL categories to over 60 and 
approximately 10,000 products 
listed on the website across those 
categories,” said Mr Lock.

Paul Anderson, managing director 
of Meiko and current FEA chair, 
commented: “I remember a number 
of years ago when I was with a 
company that was first involved in the 
ETL in terms of refrigeration. It was 
a huge long process but there were 
some really good financial incentives 
for end-users for procuring a product 
marked ETL.

“That makes a big difference to 
an operator in terms of justifying 
the difference in expenditure to buy 
something that is dearer for the long 
term, is much better for the planet, 
much better for their business, and 
will save a lot of money. If you have a 
kick-off in terms of a rebate of some 
kind that really does push it forward.”

At the conference, Mr Lock did not 
comment on whether any financial 

incentives were being planned for the 
ETL initiative.

At the time of writing, the 
government commented: “In the 
coming weeks, we will launch our 
nineteenth technology family 
covering Professional Foodservice 
Equipment, with product criteria 
covering combination steam ovens, 
convection ovens, undercounter 
dishwashers and hood-type 
dishwashers. For manufacturers, 
this will be the first opportunity 
to showcase energy efficient 
Professional Foodservice Equipment 
in the UK – an approval, which is 
backed by government, verified and 
impartial.”

The government said that if 
proposals in its Public Sector Food 
and Catering Policy consultation 
earlier this year on government 
buying standards for food and 
catering services are implemented, 
it will be mandatory for central 
government to procure professional 
ovens and dishwashers that meet 

criteria in the ETL.
The scheme works with multiple 

manufacturers across the industry in 
order to collect data and insights, run 
workshops, build a wider knowledge 
base, share proposals and receive 
feedback from suppliers.

It will act as a way for operators to 
gain increased access to a range of 
suppliers and their equipment, with 
a direct sales channel being made 
available as part of the initiative.

The ETL has also become a key 
instrument for the implementation 
of FEA’s Five Point Plan for Net Zero 
Carbon emmissions. 

BEIS has commissioned multiple 
research strands, one of which 
was the Energy Technology List, 
scoping studies on commercial 
ovens, dishwashers, hobs and grills, 
spanning the last two and a half years 
in total.

The criteria for suppliers to make 
it onto the list is expected to be 
subject to regular review to keep it 
up to date. 

IT IS NOT EASY FOR BUYERS TO SOURCE 
INDEPENDENT, VERIFIED INFORMATION 

ON THE ENERGY CONSUMPTION AND RELATIVE 
PERFORMANCE OF PROFESSIONAL FOODSERVICE 
EQUIPMENT”
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CONNECTINGCONNECTING  THE DOTSTHE DOTS

W             
ith many commercial th many commercial 
kitchen products kitchen products 
utilising remote control 

mobile apps already on the market, 
the industry has ushered in a wave 
of progress when it comes to smart 
kitchens, but there is still some way 
to go before operators can enjoy the 
benefits of total connectivity. 

Speaking at this year’s Foodservice 
Equipment Association (FEA) 

Conference, Ian Machan, managing 
director at The Advanced Services 
Group, outlined some of the latest 
technological developments that 
can help improve connectivity and 
efficiency in professional kitchens and 
the wider foodservice sector.

He spoke on how advancements in 
technology and connectivity solutions 
will likely become more prevalent in 
commercial kitchens as operators look 

to alleviate staff shortages, and as they 
become more accepting of technological 
advances available to them.

Mr Machan said: “Are you going 
to influence or change what is 
happening in your customer’s kitchen? 
Connectivity can reduce the cost for you 
[manufacturers] of delivering a service…
and you can also solve things remotely 
and they will never see you.

“So we are interested in outcomes 
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aren’t we - not outputs. What we want to 
think about is how can we make sure we 
get the outcome we want?”

Some of the most prominent 
“operator pains” highlighted during the 
session that would need to be addressed 
when using smart kitchen systems 
include creating a worker-friendly 
environment, providing good customer 
service, consistent food quality, 
staff productivity, energy and waste 
management, food safety, cost reduction 
and flow optimisation. 

Mr Machan said that some of the 
key points to consider concerning 
the concept of applying connectivity 
in relation to kitchen equipment 

and fit-outs include understanding 
whether connectivity can reduce a 
supplier’s risk in offering a new value 
proposition, whether it can cut costs for 
both suppliers and operators, as well 
as understanding that in application, 
connectivity is a “means to an end”.

He said suppliers will need to look 
at ways to help make operators more 
successful, as well as what data will need 
to be collected to help keep the kitchen 
connected and how to provide added 
value for those who are purchasing 
catering equipment.

He also highlighted the importance 
of “intimacy” between suppliers and 
end-users in creating the desired impact 
for a business based on its current 
goals, whether that is in terms of net 
zero carbon emissions, sustainability or 
other targets an operator may have.

Mr Machan said: “Connectivity in this 
way is rarely done working with just one 
partner, it is normally a complex group 
of companies working together. For 
this to work, you have to make sure that 
things can flow through that network 
effectively. Users of the network 
need to be able to get value from the 
connectivity and from the service that is 
being provided.”

Even though the development of 
smart kitchens has come on leaps and 
bounds in recent years, there are still 
hurdles to overcome in order to allow a 
fully integrated system that can be used 
by operators.

With the general aims of improving 
the quality and consistency of products 
coming out of the kitchen, while 
also minimising the risk of human 
error during the production process, 
potential issues surrounding the use 
of these systems include the high cost 
likely to be associated with repairs and 
maintenance, even if installation costs 
are not very high, as well as potential 
cyber security threats.

Data storage and analysis procedures 
would also be an obstacle for operators 
to overcome, with smart kitchens likely 
to result in additional processes to 
manage, unless this is undertaken by an 
external service provider.

Therefore, although the connected 

kitchen has been billed as a potential 
solution to offset rising labour costs, 
questions still remain around the 
management of such systems and their 
integration with staff.

For large chains, total connectivity 
and a centralised management system 
would undoubtedly bring a range of 
benefits, but many are currently having 
to use multiple apps and different types 
of software to operate a range of smart 
equipment in their kitchens, rather than 
being able to use a unified system.

Another speaker on the topic of 
connected kitchens, Richard Fordham, 
managing director at Cuisine Europe 
Limited and Ki-Tech Solutions Limited, 
said it is not necessarily the easiest time 
to try and promote the use of smart 
kitchens, with operators still focusing 
on recovery, or “survival”, following 
the impact of the Covid-19 pandemic, 
Brexit, supply chain issues, and more 
recently, a troublesome cocktail of staff 
shortages and rising costs.

He said: “With that backdrop it 
hasn’t been very easy to get inside the 
operator’s headspace to introduce them 
to new technology that’s actually going 
to help them. To understand where we 
are going, we first need to understand 
where we have been, and at the moment 
currently where we still are.”

Mr Fordham said that the main 
problem with the smart kitchen market 
at present is that either the equipment 
from different manufacturers “does 
not talk to each other” or there is still 
too much technology being sold and 
used that does not have a working 
connectivity interface.

He added: “What we need to try and 
provide is information that is important 
to our customer. I think as an industry 
we have all been very conscious of 
providing this data, but I think we’ve 
gone about it in the wrong way in that 
we are considering what the customer 
should have, rather than what they are 
asking for.

“What we need to have for operators 
is one potential portal that they can 
access all data from. The only way we 
can do this is to collaborate on it. The 
rest is up to everybody in this room.” 
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INSIDE THE FILTAFOG CYCLONE

I
nnovation sits at the heart 
of Filta. The business is 
built on taking a great idea, 

investing time to evolve it and 
create a market-leading product 
which has potential to change 
what people accept as the norm, 
with its proprietary FiltaFOG 
Cyclone, Grease Recovery Unit, 
being the perfect example. After 
fifteen years and hundreds of 
thousands of pounds worth of R&D 
in the making, Malcolm Higgins, 
managing director of FOG Fellow 
Designs, manufacturers of the 
FiltaFOG Cyclone, outlines the new 
product’s journey from conception 
to launch.

EUREKA MOMENT
The oil industry has long-

used cyclone technology as a 
100%-effective means of separating 
oil and water. The challenge was 
that this solution relies on a pump, 
and if a pump mechanism were 
to fail in a commercial kitchen 
it would have serious knock-on 
effects - the restaurant might not 
be able to wash up, it will have to 
close and will then lose money. 

Plus, for those working in the 
servicing of grease traps, we would 
be so busy with constant reactive 
call outs to failed pumps that we 
would have no time to focus on 
innovation or maintenance. So, 
what was always at the forefront 
of my mind was how to create a 
cyclone GRU without a pump. 

On a journey home after 
installing GRUs in London I had 

a real eureka moment. I thought 
that if we placed a ‘Cyclone Plate’ 
underneath a food basket, it would 
develop a natural cyclone action 
rather than the forced effect you 
create with a pump. It was totally 
different to anything already on the 
market and had multiple potential 
benefits for operators.

A RISK-FREE SOLUTION
One key benefit of using a Cyclone 
Plate was that the solution would 
have no moving parts, making it 
easier to maintain and less at risk of 
damage or failure. Pumps, heating 
elements and valves can all fail over 
the lifetime of a grease recovery 
unit – whereas a Cyclone Plate 
relied mainly on the force of nature 
so it was simpler and cheaper to 
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maintain as a mechanism. 
Unlike skimming GRUs it is 

always on 24/7/365. It also has 
24-hour availability – skimming 
GRUs often work for an hour or so 
at a time then switch off, but if fat, 
oil or grease is discharged into the 
sinks during that time, there is a 
chance it won’t be caught and will 
reach the drainage network which 
is damaging for the environment.

Plus, while other flotation units 
use a submerged heating element 
which is typically rated at 1kw, 
Cyclone heating pad is rated at 
30W, making it 97% more energy 
efficient than most.

YEARS OF DETERMINATION 
RECOGNISED 
The version of Cyclone which is 
on the market today has been in 
continual development since 2019 
– and we have made a number of 
improvements to it.

For example, Gen 1 of Cyclone, 

released in August 2020, took 
longer to service than we 
anticipated. As such, Gen 2 
featured minor iterations which 
made servicing quicker and easier 
for engineers, including moving 
the heater pad and associated 
electrics from the centre of the unit 
to a water-proofed module that is 
accessible from the side, improving 
water security. 

Gen 3, which is achieving 
phenomenal success, benefits from 
a sealed electrical drawer, a two-
piece lid with no centre section, 
and internal venting to remove any 
possibility of syphoning.

The Cyclone Gen 3 is also 
PDI G101 certified, which gives 
us internationally-recognised 
compliance, and acknowledges 
the continual investment we have 
made to ensure Cyclone is future-
proofed, fit for purpose and boasts 
various unique selling points.

The continual development and 

innovation of Cyclone has also been 
recognised at the 2022 Footprint 
Awards, where it helped Filta 
to win the Sustainable Catering 
Equipment Manufacturer Award, 
and at the 2022 Commercial 
Kitchen Show, where it won silver 
in the Innovation Challenge. More 
recently, the FiltaFOG Cyclone 
has just received the German 
Sustainability Award 2023 in the 
design category.

THE FUTURE FOR FILTA AND 
CYCLONE 
We’re currently working on 
further upgrades for the Cyclone, 
which will be ready in 2023 and 
will feature various product 
enhancements. By continuing 
to innovate after enjoying such 
success in a relatively short space 
of time, we are ensuring we supply 
our valued customers with the very 
best available technology.

We have several large contracts 
in place to craft bespoke Cyclone 
solutions for international 
businesses, which involves working 
on different prototypes to cater 
for their specific needs and each 
unique setting. Our priority 
is always to understand our 
customers’ individual requirements 
and give them the best possible 
experience from our products and 
in-house design expertise. 

The clients already using Cyclone 
are reporting major improvements 
to their operations and spending, 
and we want to make that the case 
for as many businesses as possible 
around the world. 

At Filta, we have been at the forefront 
of innovation and technology in the 
management of FOG for over 20 years, 
with the manufacturing expertise 
of FOG Fellows. We’re proud to be 
able to bring the foodservice industry 
a GRU which boasts low running 
costs, reduced energy use and needs 
minimal daily maintenance. For more 
information, visit https://www.filta.
co.uk/ or call 01788 550 100.
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GOING GREEN
In this special product feature, foodservice equipment suppliers showcase some of 
their most innovative and efficient products that can help operators become more 

sustainable and potentially cut running costs in the process.

TRAKKD DIGITAL QUALITY MANAGEMENT 
SYSTEM

Gone are the days of 
time-consuming piles of 
compliance paperwork. As 
an entirely paperless app, 
Klipspringer’s TRAKKD 

offers a digital checklist feature and real-time, Bluetooth-
compatible wireless monitoring. 
Local data, global visibility – TRAKKD’s automatic data 
synchronisation means that any team member, anywhere, 
can make detailed calculations for regular food waste 
savings. This cuts costs and carbon footprints, as TRAKKD 
limits the amount of paper discarded in landfill sites. 
What’s more, TRAKDD is also proven to significantly free up 
employee time to complete more important tasks. That’s 
why it has been widely implemented by brands including 
McDonalds, KraftHeinz, and Albron. 
Contact Klipspringer’s team (01473 461 800) to start a 
free 30-day trial today. 

DUOBATHS™ BY CLIFTON FOOD RANGE®
The Duobaths™ by Clifton 
Food Range for sous vide 
cooking have two chambers, 
which allows chefs to use 
each chamber at two different 
temperatures simultaneously 
with a single energy source.

The water baths can be used either for slow cooking (i.e. 
overnight, when many conventional cooking methods 
may not be permitted) or during service to regenerate two 
different food items.
As the sous vide cooking process uses extended cooking 
periods, once the water bath is at a set temperature, 
the intelligent temperature controller minimises energy 
consumption; for example, the typical energy usage of the 
FLD-14/14 Duobath™ costs £0.028 per hour and the cost 
over a 15-hour cooking time is approximately £0.42p based 
on £0.255/kWh (based on the average December 2022 tariff 
rates). Operators switching to cooking food in a water bath 
and then finishing it on induction makes the whole process 
energy efficient.

https://www.cliftonfoodrange.co.uk/ 

THE LAZAPORT MONO
Inaccuracies; uncontrollable 
drifts in displayed 
temperatures; needlessly 
time-consuming calibration 
processes – the issues with 
traditional thermometer 
checks are well-known. Using 

a UKAS-accredited certified test medium, Klipspringer’s 
‘Mono’ verifies thermometers in a matter of seconds 
against the critical temperature point for food safety: 75°C. 
That means no bias or subjectivity in checking food 
temperature, and no manual preparation or clean-
up is required. Rather than unnecessarily replacing 
thermometers, the Mono allows users to recalibrate them, 
saving costs and reducing the amount of equipment 
discarded. A big tick for sustainability. 
Another benefit is enhanced efficiency. The Mono was also 
a Gold Winner at the 2021 Commercial Kitchen Innovation 
Challenge. 

FL4CA IMMERSION CIRCULATOR BY 
CLIFTON FOOD RANGE®

The Clifton Food Range® 
immersion circulator for 
sous vide cooking can be 
fitted in seconds to standard 
gastronorm containers up to 
approximately 56 litres.
Accessory stainless-steel 
lids fitting common-sized 
gastronorm tanks help 

provide insulation when cooking sous vide to ensure 
water is not lost through evaporation when doing long 
slow cooks.
The case is constructed from high quality stainless steel 
for durability. The heater and stainless-steel propeller are 
surrounded by a removable cage preventing sous vide 
pouches coming into contact with them.
Sous vide cooking extends the shelf life of cooked items, 
therefore reducing waste while saving money at the same 
time. This British manufactured product has a two-year 
warranty.

https://www.cliftonfoodrange.co.uk/
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SPEED-X™
SPEED-X™ is the first self-
washing combi speed 
oven. Delivering the perfect 
combination of quality and 
speed, SPEED-X™ achieves 
unimaginable performance 
without compromise. A single 
unit that can perform the 
function of a combi oven and an 
accelerated cooking appliance, 
SPEED-X™ has a capacity of up 

to 10 GN 2/3 trays, as well as a dedicated SPEED.Plate tray to 
perform up to four accelerated cooking processes at once.
It’s not just during cooking that SPEED-X™ stands out. 
Featuring the first automatic washing technology in a 
speed oven, the unit includes Unox’s unique ROTOR.Klean 
automatic wash system.
Using an inbuilt tank, filters and smart sensors, SPEED-X™ 
can accurately detect the cleaning requirement before 
suggesting the most suitable cycle to avoid waste.
A completely redesigned, connected Digital.ID™ control 
panel also offers unrivalled performance, allowing a user 
to log on and operate any SPEED-X™ unit using their own 
profile and personalised settings, including menus and 
screen layout. 
www.unox.com/en_gb

FLEXESERVE ZONE
The Queen’s Award-winning Flexeserve Zone hot-holding unit from industry leader, Flexeserve, 
offers a greener way to serve hot food. It’s the world-leading heated display and the only one 
capable of hot holding food-to-go products with different temperature requirements in the same 
unit.
The patented technology creates a consistent air temperature throughout each shelf, which can 
be individually controlled. This unlocks new opportunities for major operators to expand product 
ranges, achieve unrivalled hold times and reduce food waste, whilst maintaining excellent food 
quality – for the best possible customer experience.

Flexeserve Zone offers a variety of innovative energy-saving features:
•  Insulative materials and hot air curtains retain heat within the unit. This prevents energy being 

wasted, in heat lost to the surrounding environment.
•  Each shelf of Flexeserve Zone can be independently switched off – so you only use the energy 

you need.
•  Products can be double or even triple-stacked within the unit. Utilising the three dimensional merchandising space allows 

you to hot hold many more products within a unit – saving on equipment spend, energy usage and store footprint too.
•  Hot air recirculation technology is highly efficient and heating elements are not required to be on all the time, unlike many 

competitor units.

In addition, Flexeserve Zone drastically improves food quality – increasing shelf life and reducing food waste. This pioneering 
technology, accompanied by Flexeserve’s industry-leading expertise, delivers a transformational impact on a hot food 
programme. 
Flexeserve.com

CHEFTOP MIND.MAPS™ BIG COMPACT PLUS

One of the industry’s most popular ovens, CHEFTOP MIND.
Maps™ BIG COMPACT PLUS is an intelligent trolly oven 
that is designed for large kitchens that need to maximise 
on space. Using a combination of steam, dry air, controlled 
air speed and precision manufacturing, CHEFTOP MIND.
Maps™ BIG COMPACT PLUS delivers outstanding results on 
a compact footprint.
State-of-the-art technology and quality materials ensure 
models in the CHEFTOP MIND.Maps™ range not only 
support productivity, but also maintain efficiency. Going 
from 30ºc to 300ºc in as little as 270 seconds, and with up 
to six, close-pitch reversing fans, the oven is able to evenly 
distribute the air to each tray, delivering uniform results on 
even the most delicate items. Compatible with GN1/1, GN1/2 
and GN1/3, the oven has a width of just 650mm, achieving a 
21% smaller footprint than a non-compact trolly oven.
www.unox.com/en_gb
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ADANDE BORA CABINET POWERED BY AIRCELL TECHNOLOGY 
Newly launched for 2022, the BORA cabinet steals the march on next-generation chillers. The BORA cabinet is powered 

by Aircell technology, meaning that true to Adande DNA, the BORA holds the cold. The 
BORA has achieved a B rated energy label as per the new 2021 Ecodesign and Energy 
Labelling Legislation and scores significantly better than any other cabinet of a similar size 
on the market today. 
Customers no longer have to reach to the back of the cabinet for the cold items, the 
temperature does not waiver where the produce sites. Instead, the BORA delivers stability 
and reliability, plus its low energy use has been proved to reduce energy bills by £££s. If you 
are looking to extend food freshness, reduce waste and pay less to run your cabinet, the 
BORA is the chilled open-display cabinet for you.
www.adande.com

ADANDE CASSETTE DRAWERS  

Adande cassette models are designed to be fitted into kitchen 
workstations, providing cold storage capacity at the point of meal 
preparation and service. They are suitable for new installations and 
may be retrofitted as part of a kitchen refurbishment. Cassette units 
are appropriate for a wide range of foodservice operations from dark 
kitchens to fine dining restaurants. 
The range includes one or two drawer units, with a generous capacity 
of 40 kg of food per drawer. Shallow drawer options, with a capacity of 
30 kg of food per drawer are also available. You can also choose a pass 
through ‘matchbox’ facility, allowing food to be accessed from both 
sides of the unit. Cassette models offer customers a choice of side or 

rear-mounted engines.
The temperature of each drawer may be independently controlled, through a range of -22°C to +15°C, at 0.1°C 
increments, for frozen or chilled holding of food at the optimum temperature. Modules may also be supplied with one 
of the drawers configured for A+ energy rated fridge only temperatures of 0°C to +15°C. For greater food prep versatility, 
one of the drawers may be a blast chiller, which is ideal for cook/freeze regimes, or a tempering drawer.
www.adande.com

MEIKO BIOMASTER 4 HIGHLINE FOOD WASTE RECYCLING SYSTEM  

Waste to energy solutions such as BioMaster dispose of food waste where 
it accumulates and prevent discharge of food residue and fats from plate 
waste to drains. There are different sizes of system to suit all kitchens and the 
BioMaster 4 ‘Highline’ is Meiko’s most powerful. Featuring a 3kW motor, it can 
process 1000 kg per hour with ‘standard’ and ‘dry’ programmes to ensure it 
handles any waste.
It makes kitchen work more ergonomic – waste is tipped at waist height, 
meaning no more lifting of bins, which increases employee satisfaction and 
reduces injury risk.
Collection costs are reduced as collections can be changed to every few 

months instead of weekly or fortnightly. BioMaster reduces secondary handling. Instead of scrapping into a bin, then 
hauling the bin to the waste collection point, waste is scrapped directly into the BioMaster hopper, which can stand 
alone or be fabricated into tabling.
BioMaster only needs energy to homogenise food waste and then pump it to a storage tank. Energy is no longer 
required to clean bins and food waste storage areas or for pest control. BioMaster 4 Highline has its own wash 
programme and comes with integrated cleaning programme and hand spray.
BioMaster creates the ideal foodstock for creating biogas and the system is serviceable. Key parts such as pumps are 
replaceable, which can result in a much longer equipment working lifetime.

www.foodserviceequipmentjournal.com30 | Foodservice Equipment Journal | January 2023

GREEN PRODUCTS



W
hile commercial hile commercial 
kitchens across kitchens across 
the country face a 
barrage of ongoing 

challenges, ranging from rising 
costs to staff shortages and supply 

chain pressures, suppliers have been 
updating their induction ranges to 
offer operators a helping hand. 

Gareth Newton, managing director 
at BGL Rieber, said one of the key 
benefits of its Rieber Varithek 

induction option is that it is mobile, 
and comes in wok format and as 
flat hobs 1/1 GN. This feature helps 
efficiency and sustainability in several 
ways. As a fixed cooking station, 
Rieber induction has the option 
of self-ventilation, which removes 
the need for overhead ventilation. 
As a mobile cooking station, the 
Rieber Varithek induction modules 
work within a mobile front cooking 
station which has the option of self-
ventilation and fire suppression.

He said: “Mobile equipment 
improves sustainability because it 
provides multiple forms of cooking, 
in a hygienic modern format. 
Varithek hobs include wok, flat hobs, 
pasta cooker, fryer, griddle, and 
also hot holding. These can be used 
independently, for example, within a 
fixed servery counter under overhead 
ventilation, for lunch service.

“With the current energy crisis, 
induction is an outstanding winner 
over gas in terms of cost in use. 
The efficiency differential between 
gas and induction always meant 
induction proved more economic in 
the long term and this has now been 
accelerated by recent price increases. 
With operators looking to cut bills 
long term, demand has never been 
stronger in the UK.”

Wayne Bennett, VP for sales 
and marketing in UK and Ireland 
for MKN, said: “The decision for 
operators has always been whether 
to cook on a real gas flame, or use 
electric cooktops. Often this has 
been a matter of choice for the chef, 
but chefs invariably move on before 
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the average lifetime of a kitchen 
investment. Now, with the added 
pressure of running costs, it is 
becoming a wider business decision 
and we are definitely selling more 
electric appliances than we were two, 
three or five years ago.

“This is reflected in the 
development and availability of 
modular appliances such as induction 
hobs, with greater choice on electric 
products than ever before. Electric 
options comprise the majority of 
appliances in our Counter SL modular 
range, which is new to the UK market, 
reflecting current trends for lower 
running costs.”

Mr Bennett said that induction 
cooking in modular ranges such as 
Counter SL and Hotline can reduce 
boiling time by 55% compared to hot 
plates, with additional energy saving 
helping to ensure 2.5 tons of CO2 
reduction per year. 

He said when these savings are 
multiplied over a large chain estate, 
it becomes easy to see the potential 
for significant cost savings and carbon 
reductions across the board.

“In terms of their energy efficiency 
and sustainability, the benefits of 
induction units remain unchanged in 
as much as that they only use energy 
when a pan is in contact with them 
and are a much more efficient medium 
for transferring heat when compared 
to gas,” noted Steve Hobbs, director at 
Grande Cuisine.

Mr Hobbs added: “The primary 
difference when comparing open gas 
burners to induction is that power 
is only used once the pan is in place 
above the induction coil, whereas gas 
burners tend to be left on all the time 
thereby consuming energy constantly. 
The secondary aspect to induction 
is the reduction in residual heat in 
the kitchen because only the pan is 
heated, unlike an open gas burner 
where, on average, only 50 per cent 
of the energy goes into the heating of 
the pan and the rest escapes into the 
kitchen environment.”

Changing attitudes towards energy 
usage and the types of equipment 

used in professional kitchens are 
leading chefs to ask new questions 
around the use of induction cooking 
systems and technology. 

Trevor Burke, managing director 
at Exclusive Ranges, said: “With 
ever-increasing energy costs and the 
nearing of the net zero target in 2050 
we are seeing a new attitude among 
chefs in wanting to use more energy-
efficient induction in their cookers 
due to increased functionality, better 
design, enhanced control and their 
cost-effectiveness to run.

“In advising our customers, we 
focus on three keys areas: economical, 
environmental and operational. The 
economical argument is indisputable; 
for operators of multiple sites, or 
owner-operators, there is no question 
that induction cooking appliances 
are more cost-effective, even when 
comparing the return on investment 
of the cost of purchase over time.”

He added that from an operational 
perspective, many establishments 
will not be able to afford a full 
refurbishment and in this situation, 
the company has a cost-effective 
alternative to introducing induction 
to a kitchen, providing free-standing, 
table-top and built-in appliances as 
part of a complete solution.

Shaune Hall, product development 
chef at Falcon Foodservice 
Equipment, noted: “Induction 
products are the most energy-
efficient appliances you can have in 
a commercial kitchen. Automatic pan-
sensing technology ensures no wasted 
energy as energy is only generated 
when a pan is placed on the heat zone. 
This means there’s no kitchen staff 
turning everything on before service 
in preparation, sending heat into 
the kitchen environment and money 
down the drain. As a result, extraction 
systems don’t have to work so hard 
and savings will be made on energy.”

Mr Hall said that in his experience, 
chefs are “definitely becoming 
more and more pro-induction”, due 
to “speed, instant heat, absolute 
controllability, less chance of burns 
with pot handles staying cool and 

minimal heat emissions”.
He added: “It’s so easy to clean – 

no scrubbing spillages at the end of 
service, just wipe clean as you go. 
Most people want to be able to use 
the latest and best technology in their 
workplace, and chefs are no different. 
Gas and electric hobs have been 
around for decades, but induction 
feels new and modern. That can help 
to inspire creativity and make the 
kitchen a more enjoyable place to 
work. Falcon’s new induction solid top 
is a good example of this, providing 
operators with the useability, power 
and versatility of a gas solid top 
combined with all the benefits just 
mentioned of induction.” 

Mark Hogan, commercial director 
at Foodservice Equipment Marketing 
(FEM), which distributes the Vollrath 
range of induction cooking equipment 
in the UK, said: “Modern, advanced 
induction products, such as our 
Vollrath range, offer valuable, reliable 
solutions, with smart features and 
cutting-edge technology, helping 
operators run their kitchens more 
efficiently. Whether you need a 
powerful wok, a fast fajita heater, or a 
versatile, compact unit, our Vollrath 
range includes single, countertop and 

WITH THE 
CURRENT ENERGY 

CRISIS, INDUCTION 
IS AN OUTSTANDING 
WINNER OVER GAS 
IN TERMS OF COST IN 
USE”
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drop-in models with various power 
specifications available.”

He also noted that there are many 
ways in which induction cooking 
offers both sustainable and practical 
benefits for chains and larger 
operators. He commented: “Because 
induction only works when a pan is 
on the hob, it only uses energy when 
you need it, which can make a huge 
difference in a commercial kitchen, 
leading to significant savings across a 
chain’s portfolio of sites.”

David Chesshire, national accounts 
manager at Blue Seal, said the feature 
benefits of induction far outweigh the 
initial outlay, which is currently still 
relatively high for commercial heavy-
duty products. 

He added: “Induction for prime 
cooking is still relatively fresh to be 
accepted into the general commercial 
kitchen environment, however the 
big energy savings and high efficiency 
far outweighs the cost of changing 
the cookware and initial higher cost 
outlay for the product. This cost 

will no doubt reduce and become 
more competitive as the trend and 
demand for induction manufacturing 
inevitably increases. 

“Induction equipment also avoids 
the additional very costly legislation 
requirement involved with gas canopy 
extraction and make up air, and 
interlock systems.”

Weighing up the cost efficiencies 
offered by gas and induction cooking 
systems is a vital step for operators 
that are considering switching to 
induction appliances. 

Mr Chesshire commented: “When 
you compare the efficiency of using 
induction over gas, the induction 
is approximately 85% efficient 
compared to approximately 45% 
efficiency for gas. This is achieved by 
the magnetic fields heating up the 
entire surface of the cookware with 
virtually all of the energy transferred 
into the pan. Where gas disperses the 
heat, licking around the sides of the 
cookware more so, losing energy into 
the ambient air around the pan.

“Using induction massively 
reduces heat transfer into the air 
flow, lowers the overall temperature 
in the kitchen, promoting a more 
comfortable working environment, 
as well as the practicality of a simple 
wipe down of the glass cooking area 
at the end of a shift, which is very 
appealing to an operator.”

As long-term strategies become key 
for operators looking to achieve their 
sustainability targets and optimise 
kitchens to become more efficient, the 
after-sale value that can be offered 
by suppliers remains paramount to 
the end-user when making a decision 
about which product to purchase.

Mr Bennett concluded: “Kitchen 
appliances will always be one of 
the biggest areas of energy use for 
restaurant chains and groups, which 
means there are inevitably key 
decisions to be made. 

“Too many operators are still 
buying appliances based on the initial 
capital investment, not the ongoing 
running costs.”  
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HOSPITALITY RISKS BEING LEFT BEHIND 
WITHOUT ‘COLLECTIVE ACTION’ ON NET ZERO

B
osses of some of the 
UK’s biggest hospitality 
operators came together 
in the wake of COP27 for a 

roundtable debate focusing on how 
to maintain the strategic focus on net 
zero goals in the industry, while also 
managing the ongoing energy and cost-
of-living crisis.

The Zero Carbon Forum CEO/CFO 
Roundtable held at Carousel, London, 
brought together business leaders from 
25 hospitality organisations to leave 
competition at the door and discuss 
how the sector can decarbonise while 
facing multiple economic pressures.

Leaders from companies including 
Azzuri, Greene King, IHG, Gaucho, 
Revolution Bars, Peach 2020, Punch 
Pubs and WSH joined together, 
attended the event for an informal 
evening of updates on Zero Carbon 
Forum activities and an opportunity 
to provide feedback on priorities for 
collaborative action to reach net zero.

Attendees discussed and debated 
how to build more resilient, profitable 
and sustainable businesses in a time of 
crisis.

Both the cost of living and energy 
prices are issues of “survival”, according 
to the group of business leaders, who 
also reasoned that interventions have 
the potential to address both the short 

and long-term challenges facing the 
industry.

Forum founder and CEO Mark 
Chapman and forum director Bob 
Gordon chaired the session, opening 
with questions focused on how the 
current climate has affected priorities 
and in relation to sustainability, carbon 
reduction and energy saving.

Attendees were in wide agreement 
that the current crises facing the 
sector has made sustainability a 
higher immediate priority, whilst 
demonstrating the importance of 
adopting more sustainable practices 
over the longer term.

The group collectively discussed and 
debated the importance of continuing 
to provide healthy menu options 
and a good customer experience 
while significantly reducing the 
environmental impact of the sector’s 
products and services, particularly the 
food served. 

It was widely agreed that customer 
education is a huge part of the process.

Mr Chapman said: “Achieving net 
zero will require transformational 
change and that collective action will 
drive the sector to cut carbon and cost 
through more efficient energy use, 
more plant-based options and better 
supply chain initiatives.  

“If operators do nothing, they will 

have a higher cost base from being 
inefficient in use of energy, water and 
waste, lose sales from reputational 
damage of not taking action on climate 
change, and miss consumer trends for 
more plant-based meals. In addition to 
this, their global supply chains will be 
more prone to supply disruption and 
cost inflation.”

The session covered two main 
themes - the connection between 
business transition and survival, and 
the importance of reducing impact and 
building resilience collaboratively.

Many of the 150 carbon reduction 
initiatives in the Climate Action Plan 
aim to enable operators to secure 
supply, reduce operating costs and 
attract talent, customers and investors.

Engaging supply chains collectively 
is an effective way to reduce emissions 
and build resilience, with collaboration 
being an effective option to help 
operators unlock this potential and 
survive the challenges they are 
currently facing.

The forum is exploring opportunities 
to cut costs, engage suppliers, share best 
practice and align strategy across the 
food value chain together. 

In just under two years, the Zero 
Carbon Forum has brought together 
more than 40 operators from across 
the industry, and created and shared a 
plan to achieve zero carbon emissions 
through its Roadmap.

The forum has identified and 
prioritised 150 initiatives, provided 
Climate Action Plans to all members 
to take individual action and created 
action groups to take collaborative 
action across the sector, from dairy 
to low carbon technologies, as well as 
engaging the supply chain, tenants and 
franchisees to take action. 

The next CEO/CFO Roundtable event 
will take place in April 2023. 
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The first 
and still 
the best.
For decades, we’ve been ahead 
of the game. Now, we change it. 
With our revolutionary technology 
and unique expertise, we can help 
you achieve unrivalled efficiency 
and food quality. 

Sell more. Waste less.
flexeserve.com

Flexeserve Zone
2 Tier – Countertop, Model 1000

Flexeserve Zone
4 Tier – Floor Standing, Model 1000

Flexeserve Hub
Model 600

Achieve the impossible with the best technology and our world-renowned expertise

Reduce your food 
waste to zero with 
unrivalled hold times

Offer the widest range 
of hot food at 

just-cooked quality

Realise next level 
energy and operational 

efficiency
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