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Headlines

ÅIn 2009 the market* fell to £42.0 
billion
Å-£583 million

ÅOver the next 18 months the market 
will grow:
ÅFrom an impoverished base
ÅIt wonôt reach 2008 levels until 2011
ÅPoor performers will be winnowed out

* Food and Beverage sales to consumers

Source: Market Dynamics Toolbox



0

5

10

15

Q4 09 Q1 10 Q2 10 Q3 10

£
 B

ill
io

n
s
 i
n
 t
h
e
 Q

u
ar

te
r

40

41

42

43

44

£
 B

ill
io

n
s
 M

A
T

F&B Sales
The short term: Q4 ó09 ïQ3 ó10

Source: Quarterly Briefing Report



£40

£41

£42

£43

2008 2009 2010 2011

£
 B

ill
io

n
s

F&B Sales: 2008 - 2011

£0

£10

£20

£30

£40

2008 2009 2010 2011

£
 B

ill
io

n
s

Source: Market Dynamics Toolbox



-4%

-2%

0%

2%

4%

6%

R
est

aur
an

ts

Q
S
R

P
ub

s

H
ot

el
s

Le
is
ure

S
ta
ff 

C
at
erin

g

TO
TAL%

 c
h
a

n
g
e

 2
0
0
9

-1
1

F&B Sales:
% change 2009 - 2011

Source: Market Dynamics Toolbox



Itôs time to go down to the pub

ÅBoom and bust

ÅAt the same time!

ÅTwo business 
models

ÅWet sales down

ÅFood is the answer

ÅOr is it?

Food Sales
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Source: Market Dynamics Toolbox

Dramatic change in 2 years

+20.7%

-9.9%



Mark up: 2008 - 2011

ÅOperatorôs margin

ÅPressure to grow it

ÅRe-build balance sheets

ÅBut ñprice per mealò 
wonôt shift

ÅSomething has to give
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How the food is delivered

Distribution channel:

Change 2009-2011
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Fresh is on the up

Temperature:

2009-2011
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Itôll be tough at the coalface

Å Battered in 2009
Å Unemployment is ticking up:

Å March: +43,000
Å The first rise in 6 months
Å More to come?

Å Govt is hugely indebted
Å Less on public services
Å Fewer public sector 

employees

Å Contract catering will suffer
Å Contract caterers will 

innovate
Å +2.8% 2010 -2011
Å Added value offers
Å Facilities management

Å é or die

Turnover 2003-2014
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The Olympic effect

ÅIn 2005, we said:

ÅOlympics will add 
1% to London 
eating out

ÅPlus impact on rest 
of the country

ÅPlus Olympic 
venues

ÅIn 2010, we say

ÅVenues: £80 m

ÅLondon: £85 m

ÅRest of UK: £30 m

ÅTotal: £195 m

ÅOffset:        -£50 m

ÅNet:       +£145 m

ÅAn additional 0.6%



Who have outperformed their 
sector in 2009?

1. Carluccioôs
Å Sales: +8.0%

Å Sector: -1.1%

Å Maximise revenue ïcover 
costs throughout the day

2. JD Wetherspoon
Å Sales: +1.2%

Å Sector: -1.5%

Å Maximise customer spend 
on profitable lines

3. Dominoôs
Å Sales: +17.5%

Å Sector: +2.1%

Å Increase sales by being 
available everywhere, all 
the time

Å The lessons?
Å Itôs possible to grow in 

the midst of a recession

Å Be available

Å Offer what the customer 
wants

Source: Market Dynamics Toolbox, Key Brands and Accounts



Which operators will do well?

ÅCompanies and sectors that offer 
real value

ÅCompanies that can ïand do -
invest

ÅThat means:
ÅGroup operators in restaurants

ÅManaged pubs

ÅFast food



Which suppliers will do well?

ÅThose that can respond to the needs 
of successful operators

ÅAbove all, those that:

ÅSpecialise/focus in foodservice

ÅHelp their customers:

ÅGrow their top line

ÅGrow their bottom line

ÅExceed customer expectations



Who wonôt do well?

ÅSectors that depend on public 
funding

ÅContract catering

ÅTenanted pubs

ÅIndependents



Success will come 
to those who have 

everything in 
the right place



Menus and innovation:
leading from the front

Paul Backman
Service Development Manager

Horizons



Menu trends

ÅPricing trends:

Åover time

Åby course

ÅRole of promotional offers
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Meal pricing
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Promotions
Operators & Retailers

0

10

20

30

40

50

60

Dec Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar

N
o
. 

o
f 

O
ff

e
rs

Retailers (Other offers)

Retailers (%/£ off)

Retailers (Meal Deals)

Retailers (2 for 1)

Operators (Other offers)

Operators (%/£ off)

Operators (Meal Deals)

Operators (2 for 1)



Innovation distinguishes between a 
leader and a follower - Steve Jobs

ÅImpact of fixed and mobile internet

ÅSocial networking

ÅDish descriptions

ÅAppeal to your core demographic

ÅReach out to new consumers

ÅInspire truly innovative dishes



ÅPre-dining research

Åat outlet, dish and nutritional level

Å80% have online menus, 66% downloadable menus

Impact of the internet: fixed 
and mobile

Nandoôs



Giraffe

Scream pubs (Mitchells & Butlers)

Social Networking



Social Networking

J D Wetherspoonôs Curry Club

Å Direct engagement with 
and feedback from 
consumers

Å Resulting in increased 
brand loyalty

Å Targeted channel for operators to 
spread promotional messages


