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International Sandwich & Food To Go News
magazine is the only publication totally 
dedicated to the food to go sector and an 

acknowledged source of information and data! 
We’re the fi rst port of call for anyone wanting 
to know anything about the industry. 
   
A long-established and authoritative title - 
we’ve been going for 27-years -  we are also 
the voice of the British Sandwich Association. 
Editor Simon Ambrose has been at the helm 
for 19 years `and knows the industry (both 
sandwiches and food to go) inside out. 
  
We know all the players and we have 
established relationships at all levels with 
buyers, suppliers and top level management. 
   
The bi-monthly magazine includes regular 
profi les on outstanding outlets and 
individuals, case studies and dedicated 

sections to all aspects of the sandwich and 
food to go business, as well as pages devoted 
to new product developments. We also carry 
a regular section contributed by IGD – the 
well-respected industry analysts - providing 
additional authoritative coverage of the sector.
   

British Sandwich Association activities 
are covered comprehensively, together 
with industry news and trade activity. We 
include comprehensive coverage of our own 
prestigious BSA Sammies Awards in the July 
issue every year, as well as the Sandwich 
Designer of the Year competition and 
regular events such as the British Sandwich 
Association Annual General Meeting and 
technical committees.   
  
It is a ‘must’ read for those needing to keep up 
with legislation connected with all aspects of 
the industry. International Sandwich & Food 
to Go News refl ects the growing popularity of 
sandwiches and food to go around the globe.

‘EditorSimon Ambrosehas been at the helm for 20 years `and knows the industry (both sandwiches and food to go) inside out’ 

www.coveris.co.uk

Coveris’ Pack Positive® 

range provides a new 
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Lorraine Duthie
Founder, Lettuce Eat Healthy, 
Independent Peterhead sandwich shop.

 I joined the British Sandwich Association within a year of 
opening my doors. I felt I wanted to take the business very 
seriously so, I thought, why not, we’ll go straight to the top. 
I felt I wanted to know what was going on outside my door 
and beyond. Now I know what’s going on in Parliament and 
the current legislation - I also read the magazine Sandwich & 
Food To Go News cover to cover.

TESTIMONIALS

“

“

“
“

“
“

Mark Arnold: Head of Innovation, Street Eats, 
a sandwich and food to go manufacturer   

 Sandwich & Food To Go News is the magazine you come 
to for information on the fast-moving food to go trade when 
you want to know the inside story, and also acts as a great 
reference to all involved in the industry.

Rachael Sawtell: 
Marketing Director, Planglow

 Sandwich & Food To Go 
News is always an interesting 
and informative read - it’s the 
magazine I look out for in the 
post. It’s a well respected trade 
publication and we fi nd it an 
effective way to launch and 
promote new products to the 
market. 

Mark Arnold: Head of Innovation, Street Eats, 

Colour Me Delicious

Find us at www.                .com for labels, packaging and more!

The Botanical Plus Packaging & Labelling Range Creates a Vibrant New Look for 2019

INTERNATIONALSandwichfood to go news        www.sandwich.org.uk
     ISSUE 179 FEBRUARY 2019



SANDWICH & FOOD TO GO MAGAZINE MEDIA PACK 2020www.sandwich.org.uk

The magazine is read by over 5,000 
people within the industry, including 
British Sandwich & Food To Go 

Association members such as Greencore, 
2 Sisters and Greggs. We also mail out to 
non-BSA members including independent 
sandwich bars and retailers. The circulation 
is created by subscriptions, targeted 
promotional activity and BSA membership, 
offering a diverse readership.

PRINT

WEB

www.sandwich.org.uk - the home of the British 
Sandwich & Food to Go Association – is the 
UK’s leading online resource for the sandwich 
industry.

Whether searching for a new supplier, 
technical advice or the latest industry trends, 
an average of 7,000 unique visitors come to 
the site each month.

With around 20,000 page views delivered each 
month, advertising across the site provides 
excellent brand exposure while specifi cally 
targeted ads – for example, a mayonnaise 
supplier with a banner ad on the “Dressings, 
Sauces and Mayonnaise” directory page - can 
achieve click through rates as high as 22%.

Analysis of our visitor behaviour suggests 
that most are sandwich industry professionals 
and our supplier directory is one of the most 
popular destinations on the site. In other 
words, many of those who come to the site are 
looking for products or services, so advertising 
with us gives you the opportunity to directly 
reach potential customers.

 There are a number of packages we can offer, 
so get in touch to take advantage of online 
marketing opportunities with us.



SANDWICH & FOOD TO GO MAGAZINE MEDIA PACK 2020 www.sandwich.org.uk

We are known for our outstanding magazine design, which 
helps make us the best-read publication in the business. Unlike 
our competitors, we are also completely focused on the area 

you want to know about, so you don’t have to wade through a lot of 
miscellaneous material. 

OUTSTANDING DESIGNS
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Over the last 12 months we have been 

working on a huge project resetting 

the sandwich brand, Adelie’s Urban 

Eat. 
We understand that the market is 

hugely competitive and consumers 

want more choice, so we’ve gone 

about creating something that is fit for 

our customers and end-consumers as 

well. 
We are currently the UK’s No.1 

sandwich brand and this has been 

all about creating bigger and bolder 

flavours with the brand, making this 

our best ever tasting Urban Eat range. 

We’ve benchmarked hundreds of 

products and there’s a huge investment 

going into this  with a £5m marketing 

spend over the next three years. In 

effect, we want to move from the UK’s 

No 1 sandwich brand to the UK’s 

No 1 food to go brand because we 

understand that the market has moved 

way beyond just sandwiches. 

It will be the 10th anniversary of 

Urban Eat next year and this relaunch 

is all about making sure that this 

is right for the next ten years.  The 

brand has grown from nothing in 

2010 to a brand worth £120m at 

retail sales value. 

In terms of food to go, we are 

currently in a really buoyant market. 

Whether you’re a coffee shop, 

foodservice restaurant, convenience 

store, supermarket or a forecourt, 

the predicted growth of food to go is 

between 4-6% in each of those sectors 

over the next five years. From that 

perspective, we’ve ensured that Urban 

Eat is fit for purpose.

We’re targeting a broader reach of 

consumers. Traditionally the heartland 

for Urban Eat was universities 

and students as a huge part of the 

marketplace, and it still is very 

important. But we conducted some 

research with consumer focus groups 

prior to Christmas with a really 

broad food to go demographic, from 

students, people going to work, retired 

people. 
We’ve developed a brand new 

identity, working with a leading 

creative partner called Honey, based 

in London, who have completely 

reset what we have done with the 

brand. The brief was not just about 

making it look great (although we 

hope we’ve achieved this) but also  

making sure it’s right strategically 

for the consumer in the different 

channels that we’re operating in: for 

instance, making sure we’ve got ranges 

suitable for our coffee shop customers, 

our convenience customers, retail, 

foodservice, hospitals and leisure – 

making sure it’s got that broad appeal. 

We also needed to ensure that the 

brand flexes across a range of difference 

missions with a much broader range, so 

there are more products in the breakfast 

range, more hot products with bigger 

packs such as the triples, and there are 

more salads because of health needs.  

On the sustainability front we’ve 

put in a huge amount of work with 

our sustainability message on the side 

of the packs. We’re still on a journey 

with that: we’ve made some huge 

improvements and moved forward. Like 

a lot of retailers, we’ve still got a lot of 

work to do … but we have absolutely 

moved the brand forward.  

     As a team, and as the wider 

Urban Eat team, I can honestly 

say we have sampled a great many 

sandwiches over the past few months 

for quality benchmarking, just to 

ensure we have the best tasting range 

in the marketplace (that’s the reason 

this shirt’s so tight! ) and we’ve also 

researched that with consumers. 

NEWS FOCUS

Urban Eat’s 
huge 12-month 

relaunch project 

Resetting the Urban Eat brand has been a huge task, undertaken 

over 12 months. The company now aims to progress from the 

UK’s No 1 sandwich brand to the UK’s No 1 food to go brand. 

Wayne Greensmith, Head of Category Marketing at Adelie 

Foods, spelt out the details at the recent London launch
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There are a number of key food 

to go trends shaping the Urban Eat 

range. We’ve extended the breakfast 

range with more hot eat products, 

we’ve got our street food range and 

also cold eats – breakfast is still one 

of the fastest growing day parts and 

there’s still a big opportunity there. 

What we’re finding with the breakfast 

offer is that because consumers don’t 

have a lot of time, they are buying 

a lunch product at the same time as 

their breakfast product because they 

know they won’t be able to get out 

later. So breakfast is the key to getting 

customers to spend more. 

With salads, there has been some 

tremendous growth in this area in the 

last five years, so we have improved 

and extended the range to give 

consumers more choice. On the hot 

food front, hot food was about 5% of 

the category five years ago – now its 

13%, and that includes products like 

toasties, paninis and hot boxes, which 

have to be heated to eat. Consumers 

are demanding more choice and hot 

food is a big part of it. 

We’ve extended our range of 

wraps, which as a sub category has 

grown the most over the last few 

years, with perceived health and less 

carbs in particular playing a big part 

in this. Then meat free is the key to 

our Roots vegan and vegetarian range, 

which has been extended, and this 

trend is going to continue into the 

long term. 

Street food is all about taking 

it to the mass market now. We’ve 

launched a Street food range which 

includes products such as burritos 

and flatbreads, all very different from 

previous products. 

In terms of the range as a whole: 

it was big before but it’s now been 

extended to a huge range of over 200 

products and the big message is this 

is the best tasting Urban Eat range to 

date. 
We’ve also changed the range 

architecture. Previously we had Eat 

Better, our healthy brand, but it was 

confusing because consumers didn’t 

know if it was actually healthy or 

healthier ingredients. We also had our 

premium top tier - Posh Nosh - which 

wasn’t really that posh at the end of 

the day! So we’ve completely reset 

what we’ve done in terms of premium 

and health. 

So we’ve simplified the range 

hierarchy but made sure it’s fit for all 

the channels we’re operating in. 

Essentially, we’ve got Urban Eat Core, 

which is the bulk of the range – all the 

sandwich classics are in there, such as 

ham and cheese, ham and mustard, 

and a range of mixer salads and wraps  

- along with paninis and toasties. 

There’s also a mix of gluten free, 

halal and vegan/vegetarian as part of 

that range plus a new premium range 

and a CQUIN-compliant light range 

called Light Choice to cater for those 

looking for healthy options under 

400 calories. The range includes more 

salads than before to accommodate 

growing demand and a range of 

vegetarian, vegan, gluten free and 

halal products

Urban Eat Deli is a new range 

and we’re particularly excited about 

this one. This is a café and coffee 

shop focused range which has a very 

different look to a traditional retail 

range, with toasted paninis, salads and 

hot boxes.

Urban Eat Roots was launched 

about three years ago and was ahead 

of its time – now we’re giving it a 

refresh but it’s already doing really 

well as a business with the meat free 

market growing.

URBAN eat Street is a new 

collection of innovative and 

flavoursome products inspired by the 

latest food trends, including a fantastic 

Bacon naan product, Vegan Bean 

Burrito and Mozzarella & Tomato 

topped Flatbread. All the products are 

microwaveable. 

  
PACKAGING AND BRANDING

We’ve done a huge amount of work on 

the branding. We’ve now got a brown 

kraft background, which is more 

natural on the fixture. A key insight 

from the research was all around the 

nutritional information: we used to 

have it back of pack, but Adelie came 

through for the Urban Eat brand in the 

research so strongly  - and consumers 

want to know front of pack what they 

are eating [traffic lights]: am I going to 

have a green and amber day, is it going 

to be a red on a Friday?  People don’t 

have time: they want to quickly grab a 

sandwich and and a coffee and go out 

again, and this is a really good way of 

showing consumers we’re not hiding 

anything. 
We’re also trying to get as much 

information as possible on the side of 

the pack: provenance, free range egg, 

wholemeal bread – we’re including all 

that. Then on the flip side, there’s our 

sustainability messaging. 

Light Choice (under 400 calorie), 

has a slightly different look with a 

lighter background. We’re particularly 

excited about the Deli range: we’ve 

gone for a particularly striking teal 

colour, which really stands out, 

compared to the 

retail range.  

Roots is a bit 

more arty with the 

approach and is 

really key to our 

growth plans.  

Finally, the 

Street Food range 

is all about carnival 

colours with some 

really exciting key 

flavours. 
This is an edited 

version of Wayne 

Greensmith’s

presentation.
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2010 to a brand worth £120m at 

retail sales value. 

In terms of food to go, we are 

currently in a really buoyant market. 

Whether you’re a coffee shop, 
Whether you’re a coffee shop, 

suitable for our coffee shop customers, 

our convenience customers, retail, 

foodservice, hospitals and leisure – 

making sure it’s got that broad appeal. 
making sure it’s got that broad appeal. 

in the marketplace (that’s the reason 

this shirt’s so tight! ) and we’ve also 

researched that with consumers. 

Fantastic Bristol sandwich bar Sandwich Sandwich (so good 

they named it twice) took the coveted Gold in the Independent 

Sandwich Retailer category in this year’s Sammies Awards.
Outstanding long-established Bristol sandwich bar Sandwich Sandwich won Gold in the Independent Sandwich Retailer category in this year’s Sammies Awards.

  The Baldwin Street store won the award on a variety of aspects including eating experience, service, product range, hygiene and cleanliness.  The mystery shop judges visited the outlet and, aside from scoring top marks in every aspect of the report, the judges’ comments 

included: “Very friendly and so busy, full of regular customers. The recipes and combination of ingredients were spot on. Despite being so busy, the service was quick and professional and the staff showed so much passion and knowledge of the sandwiches. With very attractive and appetising displays of food and excellent service standards, Sandwich Sandwich is a very worthy winner.”    The family-run store has been a staple in the west-country city for over 30 years and is well known 

for its wide selection of high-quality, home-made sandwiches.   Situated in the heart of Bristol, the shop’s deli-style menu largely comes from locally sourced local ingredients. Their sandwiches are stuffed full of delicious ingredients and customer reviews are uniformly good. If there’s a consistent theme it’s that while not the cheapest, their sandwiches are large and the quality is fantastic.    Their best seller on the cold sandwich front is their southern fried chicken with 

coleslaw and creole sauce.   There’s also an excellent range of hot sandwiches - their biggest seller here is the crispy chicken stack with onion rings and chipotle mayo.    Other hot sandwich stacks include Herby Pulled Pork with Mac n’ Cheese, sweet onion & mustard relish; Spicy meatballs in tomato sauce with swiss cheese, crispy onions & jalapeno mayo; and Posh fish butty with crispy battered fish fillet, rosti potato, minty mushy peas, dill pickles, chunky tartar sauce, 
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Bristol Sandwich ShopWins a Sammies Gold

Bristol Sandwich ShopWins a Sammies Gold

THE SAMMIES

cheddar cheese & iceberg lettuce. 
  There’s also a flatbread range and the spicy beef chilli flatbread is a particular favourite, thanks to its generous tasty filling. But the overall flatbread top seller is the jerk chicken with sautéed onions, cheddar cheese and jalapenos.   Also worthy of note are the shop’s soft-boiled Scotch Eggs, with almost legendary status in Bristol.   Originally from London, Chef Nick Kleiner and his wife Anita originally ran Cotham Sandwich Co. before transforming the shop into Sandwich Sandwich. There are now four shops across Bristol. In addition to the Baldwin Street flagship store, Temple Way, Clifton and Cotham Hill all boast Sandwich Sandwich shops, which are hugely popular with locals and commuters. And there’s more expansion to come. “We would like to open two or three more stores in Bristol and also explore the catering side of the operation. We do outside catering already but we really want to grow that side of things over the next few years.”

  Expansion further afield is also a future possibility but likely operational problems of long-distance control and maintaining consistency of product across a growing chain always figure for any sensible operator. “We’re temped to open outside the city - particularly in London, where I came from around 20 years ago. but it’s difficult. You need to have someone there who is in tune with the food that we do, for one thing,” muses Nick. 
   The store’s hallmark is the home cooked deli feel, which is geared to look as inviting as possible. It’s an office-centric lunch time business, targeted particularly at office workers and students, of which there are many in Bristol, a university city. 

“We’re not so much about shoppers because they want to sit and have a coffee – we are more in and out,” explains Nick.    They use a central kitchen at Baldwin Street and food is delivered fresh every morning to the other three shops. Service is absolutely at the heart of the business. “It’s obvious,” says Nick. “Apart from the food, it’s the most important thing. If 

you’re happy, people want to be around you – that’s how it works.”   So how did they arrive at the curious but arresting shop title? “It was my father’s idea originally,” says Nick. “He was thinking along the lines of the ‘New York, New York’ song and we adapted it to ‘Sandwich Sandwich, so good we named it twice’, but the second part got dropped  – it 

was just too long.”   Like all great awards programmes, the Sammies covers every aspects of the sandwich and food to go industry with awards for companies large and small. There is recognition for everything from Best New Sandwich to Marketing and Retail. The Independent Retailer Award takes the Sammies judges around the country looking at quality independent sandwich shops.   Nick at Sandwich Sandwich said: “It’s great to be recognised with a national award. Sandwich Sandwich is a Bristol institution but to be recognised nationally is such a wonderful accolade for our family-run business.”  Amazingly, all their fillings are home made – including cooking all their meats – unusual for a sandwich bar to take care of everything, but it’s the only sure fired way to guarantee quality, which is one of the hallmarks of the operation.How do they develop new products? “Just inspiration really. We go out to eat a lot and we spend a lot of time visiting sandwich shops in America.”
  Even more amazingly, unlike the majority of sandwich bars, they have a very low turnover of staff. “We’re a family,” says Nick.” 
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cheddar cheese & iceberg lettuce. 
  There’s also a flatbread range and the spicy beef chilli flatbread is a particular favourite, thanks to its generous tasty filling. But the overall flatbread top seller is the jerk chicken with sautéed onions, cheddar cheese and jalapenos.   Also worthy of note are the shop’s soft-boiled Scotch Eggs, with almost legendary status in Bristol.   Originally from London, Chef Nick Kleiner and his 

was just too long.”   Like all great awards programmes, the Sammies covers every aspects of the sandwich and food to go industry with awards for companies large and small. There is recognition for everything from Best New Sandwich to Marketing and Retail. The Independent Retailer Award takes the 
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C
russh Fit Food & Juice Bars is 

tapping into the trend that’s 

likely to dominate 2019, with a 

new vegan trial unit in Soho, close to 

where Pret launched Veggie Pret – a 

coincidence rather than deliberate, they 

say. 
The fast-expanding company, with 

35 stores across London, turned its 

Broadwick Street 100% plant-based 

for the entire month of January as part 

of Veganuary.  

At the time of writing the prognosis 

looked favourable, with its customer 

voting  system showing 4:1 in favour 

of those wanting it to stay as a vegan 

store.
Opening Thursday 3rd January, 

the Soho pop-up included over 70 

vegan recipes, with highlights including 

what’s claimed to be the high street’s 

first vegan feta ‘cheese’. 

Crussh’s aim was to show how 

plant-based food can be simple and 

really delicious, encouraging people 

to think about their meat intake and 

consider reducing it in a way that 

works for them. They also, of course, 

sense a commercial opportunity. 

Turning one store completely plant-

based is enabling the healthy food 

& juice chain to see how consumers 

respond to a fully vegan Crussh, and 

whether this may be a sustainable 

business model for the future.  

It also forms part of the brand’s 

‘Powered by Plants’ campaign, an 

initiative that will see eight new vegan 

CRUSSH launches 
100% VEGAN
 store tria
In a bold new move, Crussh has launched a trial format,  

plant-based pop-up in a bid to appeal to growing numbers of 

meat-avoiders and vegans. Simon Ambrose investigates

PROFILE
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products launch across all Crussh 

branches, celebrating “plants in all 

their glory” – including Butternut, 

harissa & vegan ‘feta’ wrap, Red 

pepper & corn chowder, Lemon tart 

pot,  Banana & coconut cacao spread 

bagel and freshly pressed Power 

Greens Juice.

The Instagram-worthy vegan pop-

up brought nature inside with plants 

hanging from walls and ceilings 

throughout the store.  London-based 

illustrator, Mark Harrison, was 

commissioned to create a series of 

illustrations celebrating the Power 

of Plants, which are also being used 

throughout all Crussh stores for the 

next few months.

Already a destination for vegans, 

Crussh stores across London and 

the South East include a food & 

drink range that is over 45% plant-

based (an increase from 22% in Jan 

2017), and is currently selling over 

50 vegan products at all of its sites, 

including best-sellers Jackfruit Tinga 

Fit Bowl, served with sweet potato 

mash, guacamole & fresh slaw and 

an Avocado, red pepper & cashew 

nut tapenade wrap. Over 70% of the 

Crussh food range is vegetarian.

An undoubted pioneer in the health 

& wellness market, Crussh, London’s 

original green juice retailer, was 

said to have been first to introduce 

dairy-free porridge to the high street, 

launched back in early 2000s, and, 

most recently, was the first to launch a 

vegan ‘cheese’ toastie. From Jan 2018. 

Crussh offered the broadest range of 

alternative milks on the high street, 

at all of its locations – soya, almond, 

coconut and oat.

I spoke to project leader Helen 

Harrison, Head of Marketing, about 

the new format and the response so 

far.  But firstly, how significant is their 

commitment to vegan customers, with 

many recent formats downplaying this 

side of things, looking to offer a catch-

all and not disenfranchise elements of 

their customer base?

“The new front has signage 

highlighting it outside as Vegan Crush, 

so it’s a clear statement of intent,” she 

told me. “Yes, we had conversations 

around this: do we say plant-based 

or don’t overly communicate vegan? 

It can be a challenging area but we 

decided to make it 100% vegan as the 

main message. 

“We’re definitely really excited to 

be turning our Soho store vegan for 

THE MENU 
Highlights included:

Protein Gains smoothie (from £4.00)

Soya milk, raspberries, tofu, banana, agave & a 

plant protein booster.

Choco Flax smoothie (from £4.00)

Oat milk, oats, banana, ice, cacao, dates,  

flax seeds.

Vegan ‘cheese’, mushroom & chestnut sourdough 

spelt toastie (£4.50)

Sourdough spelt toastie with vegan ‘cheese’, 

mushroom & porcini tapenade, roasted chestnuts 

& spinach.

Black rice & avocado vegan sushi (£4.95)

Avocado, black sushi rice, shredded carrot, spinach 

& nori seaweed.

Courgette & lime cake (£3.00)

Vegan courgette, pistachio & lime cake with a 

vegan ‘cream cheese’ frosting.

Chocolate fudge brownie (£2.75)

Vegan chocolate brownie with a fudge  

style frosting.
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It’s been a pretty torrid time for 

Adelie over the last three years 

or so. They’ve had four different 

owners in five years, the loss of the 

Sainsbury’s account and the closure 

of the Tamworth factory. Then there 

was the acquisition of the N. Ireland 

sandwich manufacturer The Bite 

Group from administration in October 

2015, which was placed back into 

administration, just under a year later. 

So how do you deal with that: 

turn the proverbial tanker around, 

change the company culture and set 

a new course? This has to be one 

of the hardest things to achieve in 

business and it has undoubtedly been 

a testing time for Martin Johnson, 

who has been CEO for just over a 

year but already achieved a prodigious 

amount, it seems. (He was previously 

COO for six months, joining from 

BMI Healthcare, where he was chief 

commercial officer). 

But it seems the turnaround has 

already started to pay off. Adelie 

has now locked down all its major 

contracts. In fact, there was a period 

last year when all four of its major 

contracts were up for renewal and 

these have been extended or renewed.  

One of them is a six-year contract with 

a major customer, which is almost 

unprecedented, certainly in Adelie, but 

perhaps in the industry as a whole, 

testament to their willingness to work 

with customers and drive revenues for 

both parties. 

They have also got some new 

business coming on stream very soon 

- a 5,000 location opportunity for 

Adelie with Urban Eat. “We see that 

as a significant opportunity.  We are 

going to work with them to try and 

step-change their offer as well,” he 

says.
“In general terms we want to 

grow, but in a controlled way that is 

sustainable and profitable. We will also 

be fairly selective about what we do 

and don’t do. We have spare capacity 

so we can take on new customers 

and that’s really healthy as we have 

room to grow without spending a 

lot of money. We’ve put some new 

production lines in, so there’s nothing 

stopping us now other than the rate at 

which we can win customers.

“The last few years have been 

challenging,” he admits. “In any 

business your reputation is hard won 

and easily lost. We had to deal with 

the loss of the Sainsbury’s contract 

which was significant, and we’ve had 

to reinvent ourselves. In a way, it was 

actually easier coming in as a new 

CEO without any attachment to the 

past to see things cleanly, and assess 

what we needed to be and how we can 

be successful in the future.

“I’ve been leading a turnaround of 

this business since last February and 

really focusing on four key things: 

innovation, quality, value and service. 

I know there are four things that any 

business should be focused on, but, 

Adelie Foods’ CEO 

Martin Johnson:
‘We’re on a journey to be the best’

Martin Johnson, Adelie Foods’ relatively new CEO, is looking to get the company back on track after 

a couple of diѝcult years, including the loss of the Sainsbury’s account, and a succession of owners. 

He’s confident that investment from the latest owner, IC., in manufacturing, innovation and staќ is 

now making the diќerence, with a major new range launch, e_tended contracts in the bag and a big 

new account lined up. He talks here to Simon Ambrose 

www.sandwich.org.uk May 2017   23

PROFILE

with food to go particularly, it’s really 

critical that we’re always ahead of 

the innovation curve, and that we’re 

driving and creating innovation in our 

products. 
“`The approach has already 

resonated massively with our 

customers and consumers and been 

a big part of the turnaround,” he 

says. “That’s also supported by great 

quality and consistency, great service 

because we do direct deliveries as well, 

and having things priced at the right 

point. We have also been offering 

value to business customers who can 

sell on our products, and that works 

for all parties.”

The culmination of that so far has 

been the recent premium Daily Bread 

range launch, of which more shortly 

(also see the inset panel for detail).

INVESTMENT

A major factor behind the success 

of the turnaround so far 

has been significant 

investment across the 

board, at a time 

when a lot of 

businesses 

would have pulled back. “We’ve done 

the opposite because we know that 

getting the products right and meeting 

the consumer need is going to grow us 

in the future.

“Under the ICG transaction 

we did last summer we now have 

the investment we need. They are 

extremely supportive as an owner 

investor: decisions are simple, we are 

very joined up, and they understand 

the importance of quality, image and 

reputation – it’s important in any 

business, but in short life, chilled food 

you’ve got to be great every day.

“When I arrived I could see some 

opportunities in terms of upping 

our game and delivering the finished 

product, both across manufacturing 

and distribution. In the last 12 months 

we have really targeted that with some 

game-changing elements of capability 

in terms of manufacturing, taking 

opportunities to be more efficient or 

offer better quality. We have invested 

in manufacturing equipment in quality 

and consistency for instance, and that 

has paid dividends. 

“We did some recent blind taste 

tests with our Urban Eat range, 

which is fairly substantial, and they 

benchmarked higher than Marks & 

Spencer’s products.  That’s partly 

down to the investment in equipment 

for consistency, but also because we’ve 

uprated the ingredients in most of the 

range. We’ve added better flavours and 

deeper fillings and that’s the kind of 

product we want to be proud of in our 

business.
“In terms of physical infrastructure 

we have just invested a significant 

amount in a new production line at 

our tops and toasted facility in west 

London, so we now have the facility 

to make some really great tops and 

toasted products where we saw an 

opportunity in the market that wasn’t 

really being met.

  “We’re also investing in 

technology and IT in distribution. We 

have over 260 vehicles on the road 

that are delivering to most high streets 

every day and we are investing in an 

Amazon or Ocado-style messaging 

system for our customers so they know 

what’s happening with their delivery 

– when it’s arriving and so on. Also, 

if anything does change, they can then 

be involved in that decision-making 

process. Most of our vehicles are under 

18 months old, so in terms of the food 

delivery network we’re right at the top 
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M &S was recently accused of cultural appropriation by a number of top Indian 
chefs and restaurants in the national 
media, unhappy with their new vegan 
‘biryani’ wrap launch. They dismissed the cooking 

method and ingredients used in the 
new wrap, and the fact that it was 
a vegetable-based offer.  Classic 
biryanis would normally be served 
and cooked with Mutton, Chicken or 
even Fish.

And there were other criticisms. 
Maunika Gowardhan, for example, 
author of ‘Indian Kitchen,’ was 
adamant that a biryani should be 
accompanied with rice (although the 
wrap actually included rice!) and in 
a bowl as oppose to a wrap. ‘Biryani 
needs rice, isn’t stuffed in bread and 
doesn’t include lettuce,’ she protested. 
Traditionally, she said, a biryani is 

also a labour-intensive method of 
cooking involving layering all the 
ingredients. 

My view, however, is that all 
traditions inevitably change over 
time, and when translated to a larger 
market place, they evolve of necessity. 

In any case, her argument just 
doesn’t stack up. Many Indian 
meals are served with bread of some 
description, often with the bread 
acting as the cutlery when eaten by 
hand, so this undermines the bowl/
wrap argument. As for the lettuce, well, every 

biryani meal I have had this side of 
Mumbai, comes with a salad garnish, 
and often topped with depressingly 
warmed sliced tomato and cucumber 
when served, along with the standard 
sliced egg. Unfortunately, this 
would render the product non-vegan 
friendly, which would not do. Maybe 

at a later stage of redevelopment, it 
could come with a microwaveable 
side of a vegan veg curry, that could 
act like the fashionable, (at least 
two years ago) Indian version of the 
‘French Dip’ from the States.AUTHENTICITYBut when we talk about authenticity 

in the sandwich world, or ready 
meals, how authentic is authentic? 
Everything in reality will get dumbed 
down to an extent, however much 
we extol the credentials and level 
of effort gone into sourcing the 
black pepper that was hand-picked 
by natives on an obscure island 
in an archipelago in the southern 
hemisphere.

With tandoori chicken sandwiches, 
for example, has the chicken been 
anywhere near a tandoor oven? 
Does that make them less authentic? 

Biryani or Biryainti that is the question? M&S’s new vegan biryani wrap raised a fi restorm of protest from Indian chefs recently, outraged by 

the absence of meat and other classical elements. Can ‘cultural appropriation’ be justifi ed if it’s not 

totally authentic?  Mark Arnold, Street Eats’ Head of Innovation, and a well-known developer of fusion 

sandwiches, takes a broad view
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We are lucky I suppose at least 
in the EU (whilst still in it) that 
some methods and recipes have a 
Protected Designation of Origin 
(PDO), such as Cornish Pasties or 
Melton Pork Pies, so we cannot 
replicate them without using authentic ingredients or methods. 

Does this however make the non-
PDO a lesser product,  even if made 
with exactly the same ingredients in a 
different location?What do we feel about Chicken 

Tikka Masala? Is it Indian? Is it 
fictionally created in Britain to the 
taste of the English palate? Rumour 
has it that it originated from the 
Shish Mahal restaurant in Glasgow, 
created by Pakistani chef Ali Ahmed 
Aslam. He improvised a sauce made 
from yoghurt, cream and spices - not 
authentic Indian, yet held by many 
as the most popular Indian dish in 
the country, whether that be in retail 
ready meal or restaurant experience.BRAMBLES’ ONION BHAJI SANDWICHWe have in the past, probably 

committed many ‘cultural appropriational’ sins ourselves, 
unwittingly. We launched around 15 
years ago under the Brambles brand, 
an Onion Bhaji sandwich, when 
combining an onion bhaji with a 
traditional accompaniment of mango 
chutney, mint raita, yoghurt, mint, 
coriander and red onion in sliced 
bread, was considered bold. 

It did however become a talking 
point, sold really well, and went on 
to win ‘Sandwich of the Year’ at The 
Sammies. It still exists in our range 
under the Cranks brand. As my old 
boss told me, ‘copying is the best 
form of flattery’, and this is now a 
staple in different guises in many 
ranges.

Speaking of the Sammies, having 
been lucky enough to be on the 
judging panel for the Sandwich 
Designer of the Year Awards, we 
are often faced with a conundrum 
of what the definition of a sandwich 
really is, and what rules can be 
stretched or broken when pushing 
the boundaries of design and product 
development. Two years ago, we had such a 

problem at the London heats, when 
an entry was deemed amazing, but 
could not be called a sandwich, and 
was in reality a sushi-style product, 
not encased in any bread, but Nori. 
It did taste fantastic and looked 
the part, but split the judges, and 
eventually was not short listed. But it 
did win a new award for design, but 
not ‘Sandwich Design’. The year before, if you remember, 

there was outrage from Piers 
Morgan, on the Sunday Brunch 
Channel 4 programme, aired the 
week of The Sammies, over a 
‘sushi-esque’ product that had 
made the finals, but as he said, was 
emphatically not a sandwich.Maybe two years ago, the world 

was not ready for sushi sandwiches, 
but Californian rolls have been 
mainstream for some time, but I am 
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Dear Mr Davis
I am writing on behalf of three trade

bodies, including the British Sandwich

& Food To Go Association, which

together represent over 2,000 food

businesses in the UK and which

together employ over 300,000 people.

Our members range from major

manufacturers and retailers, to small

‘mama and papa’ shops.

While many in the food industry are

very concerned about the outcome of

the Brexit negotiations, our

Associations take the view that many

of the more negative concerns can be

positively resolved and add value to

the sector.

Employment
The foodservice sector is a major

contributor to the UK economy.   The

UK sandwich industry alone is now

valued at over £8 billion and the pizza

pasta and Italian food sector adds a

further £5 billion to this.   The outside

catering market is also worth in excess

of £1 billion.

Furthermore, the sandwich industry

in particular is a major indirect

contributor to the tourism industry

and is the envy of the world in terms

of the way it operates.   Indeed, we

regularly host visitors from overseas

interested in replicating our industry

and we market this expertise abroad as

well as the technology that goes with

it. 
From manufacturing to small corner

sandwich shops, cafes and pizzerias,

our industry is extremely dependent on

manual labour of which there are

already shortages in some areas. While

in manufacturing this might in the long

term be addressed through

automation, the complexity of making

products such as sandwiches makes

this more difficult than in industries

where components are more regular in

shape.
In the foodservice sector, which

accounts for a substantial part of these

markets, where there is already a

shortage of people in some areas, there

is a vital need for recruiting people

with good service skills.   This is

particularly true in London and the

South East.  See addendum.

With natural growth in our

markets, our industries can provide

substantially more jobs in the future

but we are already reliant on

employees from outside the UK,

particularly young people who are

generally here to study or gain work

experience.
While we fully understand the need

to control immigration, we believe

there is a real opportunity for the UK

to both support the growth in these

industries and provide those working

in them to gain skills that they can

take back to their own countries.

Various suggestions have been made

BREXIT
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WORK FOR THE SANDWICH

AND FOOD TO GO INDUSTRY

An Open Letter to Rt Hon David Davis MP, Her Majesty's Principal Secretary of State for Exiting the

European Union, from Jim Winship, Director, Sandwich & Food to Go Association
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for a points system for allowing

workers into the UK.   However, this

would penalise those without specific

skills, which our industry needs.

Our alternative suggestion is that

the UK creates a ‘training’ programme,

which would allow workers into the

UK on a six or 12 month visa provided

that they are receiving training.   The

visa might be specific to an employer,

so that the individual is bound to that

employer for the period.

In return, our industries would be

prepared to put together a structured

training programme for them.

In addition, in areas where there are

already specific skills shortages – such

as with experienced pizza chefs – we

would welcome a points system

provided that it allowed for the

shortages of such skills.

Our members would also undertake

to advertise vacancies in the UK before

seeking candidates from abroad. 

We believe this approach could be

used to continue to provide these

industries with the employees they so

rely upon while also introducing

controls on immigration in a

structured way.

Food Legislation
If the UK food industry is to maintain

its markets in Europe, we fully

appreciate that it will be necessary for

us to continue following European

regulations and that it will be difficult

to have separate rules for those

operating exclusively in the UK

market.
However, there are some anomalies

that can make a difference in the UK.

One of these is the term ‘Use by’.

The UK sandwich industry, where

products have an extremely short

shelf-life of generally two days, used to

be allowed to use the term ‘Use by end

of’.    This was, however, ruled out in

the Food Information Regulations

from Europe.    

We would welcome the flexibility to

return to this as we believe it is both

clearer to consumers and to retailers.

This simple change would have a

significant impact on food wastage at

the end of shelf-life.

This is a good example of where the

UK’s lead - in this case in chilled foods

- can be compromised by legislation

due to lack of full understanding of the

markets by EU legislators.

The UK leads by some way as a

European nation in the Food-to-Go

sector.   As other EU markets are less

well developed, this can lead to ‘one

size fits all’ legislation being created

that does not fit with the developing

UK market.   

We would welcome an open

approach that would enable UK

businesses to negotiate regulations

before they are adopted into UK law

that can have a negative impact on our

home market.

After Brexit, the UK will no longer

have representation on EU committees.

We would welcome the setting up of a

body, with representation from across

the UK industry, to advise on the

adoption of new regulations and

guidance.

Yours faithfully

Jim Winship
Director
The British Sandwich & Food-to-Go

Association

Signed additionally on behalf of the

following organisations:

• The Asian Catering Association

• The Café Society

• The National Catering Association

(NCASS)

• The Pizza Pasta & Italian Food

Association (PAPA)

Assessing the impact of

a ‘hard’ Brexit on staffing

Currently more than two-fifths

(43%) of workers in the restaurant,

QSR, hotel and pub sectors are

foreign nationals, according to latest

figures from Fourth Analytics.

The research, which was based on

a sample comprising 25,000

employees, graphically illustrates the

impact a ‘hard’ Brexit would have –

if Britain’s exit from the European

Union served to limit hospitality

businesses’ ability to recruit non-UK

nationals.
The numbers spike dramatically

for restaurants, with 57% of

workers originating from outside of

the UK; split 51% for front-of-house

(FOH) and a significant 71% – for

the kitchen and back-of-house

(BOH) roles.

The study also revealed:

• The average length of tenure

hospitality workers spend at a

business is 12 months.

• BOH employees take an average

of 9.5 sick days a year – up from

8.5 in 2015.

• FOH employees take an average

of 6.9 sick days a year.

• The gender split FOH in the

hospitality industry is 41% male,

59% female.

• The gender split BOH in the

hospitality industry is 58% male,

42% female.

• 86% of hospitality workers are

paid by the hour.

• The average hourly pay of

hospitality workers is £7.71 –

51p higher than the NLW.

• The average ages of hospitality

workers, split by sector, are:

hotels, 35.5; QSR, 30; restaurant,

29.8; pubs, 28.6.

• BOH employees work an average

of 34 hours a week – 12 hours

more than FOH employees,

where part-time work is more

prevalent.

• 9% of BOH employees are under

21, compared to 20% for FOH.

Mike Shipley, analytics & insight

solutions director at Fourth, said:

“These figures clearly demonstrate

how heavily reliant hospitality is on

foreign nationals, especially in the

restaurant sector, and especially back

of house.
“As we know, there is already a

battle for talent, with companies

working extremely hard to attract,

retain and engage staff. It’s an issue

that is exacerbated in restaurant

kitchens and it’s driving up wage

levels well beyond legislative

thresholds, such as the national

minimum wage. With Brexit

uncertainty looming over the

industry, the sooner the Government

can deliver clarity and reassurance,

the better.” 
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The magazine includes regular profiles on outstanding outlets and individuals, and 
dedicated sections to all aspects of the sandwich and food to go business, as well as 
pages devoted to new product developments. British Sandwich Association activities are 

covered comprehensively, together with industry news and trade activity.  
It is also a ‘must’ read for those needing to keep up with legislation connected with all aspects 
of the industry. International Sandwich & Food to Go News reflects the increasing popularity of 
sandwiches around the globe. 

The magazine is also available online by visiting www.sandwich.org.uk

May Issue 187
Advertising deadline: May 5th

Publication date: May 19th

n  Online ordering and other delivery options: 
beat the Coronavirus

n  Breakfast/morning options.

n  Salad ingredients.

July Issue 188
Advertising deadline: June 26th

Publication date: July 3rd

n Labelling/packaging - a detailed review of recent 
legislation and new products on the market..

n Drinks focus: the latest in soft drink news.

n  Snacks focus

n Supplement: Sandwich & FTG Recipe Book (Deadline - 1st week of June)

February Issue 185
Advertising deadline: January 17th

Publication date: January 29th

n Veganuary: a look at the latest vegan launches.

n Environmentally-friendly packaging review..

n Mayonnaise, sauces, pickles and relishes.

n Seafood for sandwiches and food to go.

March Issue 186
Advertising deadline: March 2nd

Publication date: March 16th

n  Packaging: new developments.

n  Meat products and ingredients for sandwiches

and manufacturing. 

n  Foodex preview..

September Issue 189
Advertising deadline: September 3rd
Publication date: September 18th

November Issue 190
Advertising deadline: November 16th

Publication date: November 30th

NEW
 

DATE

NEW
 

DATE

NEWDATE  

NEWDATE  

n

n

n

n

 Sammies 2021 preview.

 Seasonal fayre.

 Breads. 

 Shopfitting and design.

n

n

n

n  

n

Sandwich Cheese: latest products on the market.

Soups and hot products.

Hot beverages and equipment.

Packaging developments and trends.

Safety products for the workplace and retail outlets.
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RATE CARD

DOUBLE PAGE SPREAD
Type area = 260 x 385mm
Bleed = 303 x 426mm
Trim = 297 x 420mm

FULL PAGE
Type area = 260 x 182mm
Bleed = 303 x 216mm
Trim = 297 x 210mm

HALF PAGE HORIZONTAL 
130 x 180mm

QUARTER PAGE VERTICAL
86 x 130mm

HALF PAGE VERTICAL
247mm x 86mm

THIRD PAGE VERTICAL
Bleed = 73 x 303mm
Trim = 70 x 297mm

Display Advertising Rates
Front cover panel £2000

 Inside front cover £1800

Outside back cover £1950

Inside back cover £1750

Double page spread £2500

Page £1450

 Half £875

Third vertical £695

 Quarter £495

Tip on page Available on request

 Inserts Call for more details

Classified Advertising Rates
Sixteenth Page - 
60mm high x 42 mm wide  £115

Eighth Page -
60mm high x 88mm wide  £215

(Discounts are applied for series bookings)
All charges are subject to VAT at the current 

rate.

Artwork Specification
If you are supplying your own artwork to 
Sandwich & Food To Go News please be 
sure to make note of the specifications 
below to comply with our standards.

1. High resolution (260dpi images) PDF 
press ready

2. 3mm bleed on Full Page 
  advertisements
3. All fonts to be embedded or converted 

to outlines

We offer a standard banner size at 300pixels 
by 250pixels width. Please contact Paul Steer 
for other options.

We also produce e-letters twice a month 
within which we can offer to run press 
releases and links etc. Availability is limited 
so pre-booking is recommended. Prices 
start from £150 per e-letter. For more details 
contact Paul Steer (see final page for details). 

Website Options




