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Street Food Live is always an 
enjoyable time and we were 
on hand throughout the show 
to support, listen and guide 
anyone and everyone who 
came our way. 

But don’t just take our word 
for it, take our word for it! 
We asked some of the team 
who were there to share their 
experience at Street Food 
Live 2022.
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And just like that, another 
year comes to a close! This 
year has defi nitely been 
one for the history books 
but we remain excited to 
see what the future holds. 
As we come to the end of 
2022 it’s important to refl ect 
on our accomplishments 
and use them to guide our 
goals for 2023. Taking the 
time to not only review, but 
celebrate your achievements, 
encourages you to give 
yourself a well-earned pat 
on the back whilst creating 
specifi c, targeted goals 
for next year based on 
experience and previous 
results.  In this year’s fi nal 
issue of Catering Quarterly 
you will fi nd information on 
our new Safety Management 
System, tips for how to 
engage with the experiential 
economy and as always, 
inspirational stories from our 
members. We hope that you 
enjoy Issue 48 of Catering 
Quarterly and from all of 
us at NCASS we wish you 
all a Merry Christmas and a 
Happy New Year!
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“Street Food Live is the foremost street food sector exhibition. It’s a great place 
to learn new tips and tricks, meet other traders and gain valuable insight and 
knowledge on everything from equipment advice, to how to brand your 
business. It’s a terrifi c opportunity to seek out suppliers, get access to 
discounts and savings, speak to professionals and learn from other 
trader’s experiences. It’s always fantastic to witness the camaraderie 
between traders and it reminds us all of the strength of the community. 
It brings together key industry stakeholders so that together we 
can infl uence, promote and drive the sector and helps to improve 
standards. 

Every year brings with it the same joy; talking to members. It’s always 
a fantastic opportunity to meet and spend time with NCASS members 
and to see old faces, as well as meeting plenty of new ones.

The seminars and workshops that we put on are fonts of information. 
They are put on for traders of all levels, regardless of experience and 
we are always confi dent that everyone who attends leaves each session 
knowing something that they didn’t before. We look to get the best of 
the best, turning to the most experienced traders to share their insight, 
knowledge and understanding with all, regardless of experience or expertise. 

My top takeaways this year were that despite the many challenges that hospitality faces, 
there will also be opportunities. Moreover, standing out and not standing still has never been more 
important. Finally, collaborating with other traders and cobranding menus, events and experiences, 
is a fantastic way to share followers, supporters and champions. Overall, it’s important to remember 
to keep things interesting and fun and in turn this will grow your business and your brand.”

Alan, CEO 

“Street Food Live helps people who are thinking of getting into street food 
by giving them the chance to meet and speak to likeminded people who all 
want to succeed in the sector. I love that it gives new businesses the chance 
to get information from people who have years of experience. 

I honestly think that without Street Food Live they may not otherwise have 
the opportunity to speak to or listen to these people. It’s amazing that it also 
helps established businesses by giving them the chance to network and 
build relationships, everybody is there for the same reasons so it’s incredibly 
benefi cial to both new and established businesses. It’s a great event to be at 
the heart of. “

Sarah, Account Manager 

“Andrew James from The Catering Accounting Company said something that 
really stuck with me throughout the whole event. He said, “take half a day each 
week to work on your business, not in your business.” I think this is great advice 
for anyone, regardless of how much experience they have in the industry. I often 
hear how hard it is for small business owners to step back from the day-to-day 
stuff and think more about the bigger picture issues, so this is fantastic guidance 
to counteract that.  Street Food Live is a wonderful opportunity to gain useful 
insight like that and I know that anyone, regardless of what stage of their 
business they are at, benefi ts from these little nuggets of wisdom.” 

Alex, Senior Account Manager 

What I enjoyed most about the show was meeting members in person and 
helping them with their technical queries.  We have incredibly creative and 

hard-working members and they came with valid, thought provoking questions. 
In most cases they had already thought through the solution and just wanted to 

share their thoughts and hear they were on the right track.  

It highlighted to me that members are still struggling to understand allergen 
and food labelling requirements. They are still hesitant to approach their local 

authority for advice or alternatively their local authority do not have the time and 
resources to support them. This is why events such as Street Food Live are so 

important as visitors can pick up on some handy tips and key bits of information 
on these, and other, topics by taking part in the seminars and workshops.  There 

are experts on hand to answer questions and that face-to-face interaction with 
other members and experts in the industry is invaluable.  

Fiona, Environmental Health Specialist 

“Street Food Live is important as it puts a face to our name and gives us chance 
to meet our members in person. It is a great opportunity to network and remind 
people what we do. I always enjoy listening to those who are just starting 
out, learning about their plans and then fi guring out how we can help. It’s 
also incredibly informative fi nding out how members are fi nding trading in the 
current climate. The seminars give key nuggets of information that policies and 
procedures can’t tell you; it’s important to hear from experts and those that have 
made the mistakes already.”

Demi, Partnerships Manager 

If you would like to 
speak at Street Food 
Live 2023 or would 

like to fi nd out more 
about the show, get 
in touch with Roxy at 

roxy@ncass.org.uk 
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It is also important to identify the 
specifi ed allergens in any drinks 
that you prepare from scratch, such 
as cocktails, as well as those in any 
prepacked or readymade drinks that 
you serve. To ensure the accurate 
and effective communication of this 
information to customers, it is best 
to make a record. Just like a food 
business, it is advisable to record this 
information in an Allergen Matrix. Don’t 
forget to include allergen ingredients 
that are used for garnish or decoration 
such as a celery stick in a Bloody Mary. 
Allergens could also be highlighted on 
drinks menus or via signage placed on 
the bar for customers to see.  

Are there cross contamination risks?
 
It is important to be aware of your 
use of allergens within the business 
so you can manage the risks of cross 
contamination.  Cross contamination 
can occur at all stages of drink 
preparation including delivery, storage, 
preparation, service and as a result of 
cleaning practices.
    
When asked to make a specifi c drink 
for a customer with a food allergy, 
ensure that any equipment used such 
as glasses, blenders and shakers, 
are thoroughly cleaned before use. 
This will remove any remaining 
allergen residues that may be present 
from previous use. If using allergen 
ingredients such as celery or peanuts, 
ensure that these are stored in sealed 
containers to manage the risk of cross 
commination.   

allergens 
&alcohol 

How do I know if there are 
allergens in the drinks I’m serving? 

The Food Information Regulations 
require that the 14 main allergens 
must be identifi ed in food and drink 
products. Food business operators, 
including manufacturers of alcoholic 
drinks, must notify consumers 
when these allergens are present 
in a food or drink product. For 
prepacked products such as bottles 
of beer, wine, spirits, mixers, soft 
drinks etc. this information should 
be clearly printed on the product 
label in the form of an allergen 
warning. Allergen information 
should accompany casks or 
barrels supplied by breweries or 
wholesalers. If this information is 
missing you can request it from 
the supplier or use the Cask Finder 
App, which contains a wealth of 
information on beers and ales, 
including which allergens are found 
in the different varieties.

The main allergens found in 
alcoholic drinks are gluten and 
sulphites. Nevertheless, other 
unexpected allergens can also be 
present hence why it is important 
to check and have a good 
understanding of the contents of all 
the products that you sell. 
For example, there are many 
different fl avoured beers and ciders 
on the market that contain traces 
of one of the 14 allergens to 
enhance the fl avour. For example 
shellfi sh, which is a mollusc 
allergen, or peanut butter, which is 
a peanut allergen. 

What do I have to look out for when it comes 
to gluten? 

Most beers, lagers and sometimes even ciders, 
contain gluten cereals such as barley, wheat, 
oats and rye and are therefore not suitable for 
people who are Coeliac or gluten intolerant. 
Check the product label for allergen warnings 

to be certain. You may want to include 
some gluten free alternatives as 

part of your offering. If so, make 
sure these are from a reputable 

manufacturer or supplier who 
can verify that the product is 
gluten free.  

Some spirits may also 
contain gluten. It is 
important to check for 
allergen warnings on 
the bottle to see if 
gluten remains present 
in the product after the 
distillation process.  
  
What about nuts? 

Peanuts and tree 
nuts e.g. almonds, 
walnuts and 
pistachios, are 
specifi ed allergens.  

Some beers, as well 
as some spirits such 

as Southern Comfort, 
contain nut derivatives.  

Other drink products 
which contain nuts are: 

• Almond syrups 
used in many cocktails, often 

referred to as ‘Orgeat’ and 
‘Falernum’ on cocktail menus. 

Similarly, almond sparkling wine, 
Amaretto and Galliano liqueur contain 

almonds. 

• Hazelnut derivatives can be found in 
some liqueurs such as Crème d’amande 
and Crème de Noyaux as well as in 
some beers such as Dirty Squirrel by 
Phillips Brewing & Malting Co. and Stubs 
Old Crow Hazelnut Porter by Alameda 
Brewhouse. 

• Peanuts (also known as ground nuts) can 
be found in Harp Lager and in peanut 
fl avoured vodkas and liquors such as 
Castries Peanut Rum Crème.

7Catering Quarterly
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I use egg whites in some cocktails, what should I be 
aware of? 

Eggs are also a specifi ed allergen. If you are using 
eggs to create fi zz or body in your cocktails then be 
sure to take steps to minimise cross contamination 
during preparation. Be careful not to contaminate other 
surfaces and equipment such as glasses and carry out 
effective handwashing and cleaning after handling 
eggs. This is important in terms of maintaining general 
hygiene standards and in the prevention of allergen 
cross contamination.  

Is there hidden milk in some drinks? 

Lactose (milk) sugar is frequently used in stouts and 
low-alcohol beers. Many cocktails have milk ingredients 
e.g. White Russians, Pina Colada, Lumumba, Panda 
Bear and Brown Cow. Baileys liqueur contains cream 
and some ready-made margarita cocktails contain milk.  

Milk can be present in drinks where customers may not 
expect it to be. Therefore, it is important to provide an 
allergen matrix that highlights the key ingredients and 
any allergens present in the drinks that are prepared. 
 
If a customer asks you about the presence of a specifi c 
allergen whilst the bar is busy and there are lots of 
customers to serve, it can be a challenge to check 
whether this is the case. Hence why it is better to be 
prepared and have this information already to hand. 
That way you can focus on making great drinks for your 
customers to enjoy and they can use the information 
that you provide to make informed decisions that will 
keep them safe.  

Are people allergic to sulphites? 
Yes, sulphur dioxide, also known as sulphites, is often 
used as a preservative in dried fruit, meat products, 
soft drinks, wine, beer and vegetables. If a person has 
asthma then they have a higher risk of developing 
a reaction to sulphur dioxide. If present above the 
specifi ed levels then it will be highlighted on bottles of 
wine and beer.    

How should I communicate allergens in my drinks to 
my customers? 

Allergen information can be communicated either 
verbally or in writing. For example, on menus and 
signage or via an allergen record folder which is 
available at the bar for customers to review. 

I serve bar snacks that are kept in jars on the bar, 
what should I do?

As with any other products that you serve, you need 
to be clear on the allergen content of any bar snacks 
that you serve. It is advisable to retain the ingredients 
list from the packaging to ensure you are aware of any 
allergens and so that you can provide information to 
customers. It is also worth labelling the jars to highlight 
specifi ed allergens i.e. contains peanuts.

What happens if something goes wrong?

Common mistakes that businesses can make are:

• Offering products that are ‘free from’ allergens 
but then forgetting to assess the risks from cross 
contamination and inadvertently introducing 
allergens into a product. 

• Adding last minute ingredients and then not 
realising that this has introduced allergens to a 
product e.g. relish added to a drink as decoration, or 
offering a last minute bar snack.  

• Taking a guess and providing incorrect information 
to a consumer instead of accurately checking the 
ingredients.

The consequences of getting it wrong could be very 
serious for someone suffering with a severe food 
allergy. It is helpful to know what steps to take to help 
someone who may be suffering with an allergic reaction 
and you can fi nd more information about these steps on 
the NHS website. 

If a customer has an allergic reaction to one of your 
drinks then you must review the circumstances to 
determine if incorrect information or advice was 
given and if you were aware of the presence of an 
allergen. Ensure that lessons are learnt and the allergen 
information system Is improved. Likewise do the same 
if there is ‘a near miss’ incident so you can prevent 
a serious incident occurring later.  Remember; good 
management requires constant monitoring of these 
risks.  

How can NCASS help me with allergen management?

Allergens in drinks cannot be ignored. Taking a keen 
interest and being proactive, not only helps to avoid any 
unpleasant problems further down the line, but will also 
highlight your business as one that cares about legal 
compliance and prioritises their customers’ well-being.

NCASS have provided members with guidance 
on allergen management in the NCASS Safety 
Management System. We have included a template of 
an Allergen Matrix and ingredient/product specifi cation 
record sheets. These are also available to download 
from the additional resources area of the website.

Within the NCASS food safety risk assessments, 
allergen controls are now incorporated at each stage 
of food processing to support with the development of 
an allergen management system and compliance with 
updated regulations.

Furthermore, the NCASS Allergen Awareness course 
will be available shortly. This will be invaluable to 
anyone who wants to enhance their knowledge of 
allergen controls and familiarise themselves with 
practical tips to ensure the compliance of their business.
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Brownies. AKA little slabs 
of chocolate heaven. 
Those irresistible blocks 
of glory, often gooey, 
always oozing away 

our troubles. Providing slices of 
happiness, one bite at a time is 
exactly the experience you get with 
father and son business Brooklyn 
Brownie Co. We put in some time 
with them to fi nd out a bit more 
about their recipe for success.

When you fi rst hear the name 
Brooklyn Brownie Co, you may 
be forgiven for believing this is an 
American style brownie brand – 
because in effect that is exactly 
what it is. Owner John candidly 
describes Brooklyn Brownie Co as 
“an over the top American brand 
that is family focused and treats 
every customer like an extended 
member of family.” This is an ethos 
that has rewarded the business 
and seen their popularity rise like 
their speciality in the oven. To the 
point they now boast having fi ve 

people with their logo tattooed on 
them! What began as a humble 
hobby, making damn good 
brownies, has evolved organically 
into a sweet-treat success vehicle. 
While always humble about the 
endeavour, John knows his product 
is the real deal. And he really 
doesn’t need to shout about this – 
anyone paying a quick visit to their 
website or social media channels is 
inundated with insanely attractive 
propositions of the brownie variety, 
and must fi nd it as hard as we did 
to navigate away without placing 
an order!

One often overlooked aspect 
in business that is particularly 
relevant in the hospitality world, is 
recognising your own strengths – 
this is something Brooklyn Brownie 
Co have realised right from the 
start - “I think people buy into us 
more than actually the product. 
So we have realised that over the 
years as our vehicle was partially 
crowdfunded.”

Having a great product is 
necessary to succeed, but how 
you conduct your business and the 
perception of the company that 
you build up and enact can be the 
difference between completing 
a sale, and creating a customer: 
“From the customer’s point of view 
you’re spending money with that 
individual. And we just don’t want 
us to feel like it’s a transaction. So 
you know, we just treat everybody 
like extended family.” And this 
family aren’t hard to fi nd – it’s no 
wonder that John and Leo are 
so revered when you look at the 
reviews they attract online, for 
example. “It’s just what we do. 
Every transaction, every single 
thing, we just talk to everyone else 
the way we’d like to be 
spoken to.”

Some might be surprised to 
learn that a business that has 
achieved the success that Brooklyn 
Brownie Co has – not to mention 
the awards amassed (a couple 
of Great British Entrepreneur 
Awards and a Northampton 
Business Excellence Award 2020 
to mention a few) – comes from 
a point of no prior hospitality 
experience. John’s background 
consists of involvement with 
training programmes for big global 
brands like Jaguar Land Rover. 
Often being drafted in to a lead a 
team or provide consultation, he’d 
have a lot of work for teams to 
get through and not always have 
the luxury of time to complete 
projects. He thought about how 
best to motivate his teams, and 
began incentivising colleagues 
with his homemade brownies. 
Little did he know it at the time, he 
was organically building towards 
Brooklyn Brownie Co, essentially 
carrying out lots of product 
testing. Needless to say, 
the brownies always did 
their job! Many more 
rounds of product testing 
among friends and 
colleagues later, Brooklyn 
Brownie Co was born. 
It took on a whole new 
meaning when only a 
few days after opening 
the business in 2019, 
Leo’s mother sadly 
took her own life. John 
realised then that “I 
couldn’t be out of the 
house for days at a 
time. I had to always be 
around for Leo, for him 
to know where dad was 
after his mother passed. 
I needed to make sure to 
talk to him every day.” 

He refers to this as the 
moment the business “pivoted”, 
and became their full focus. 
Brooklyn Brownie Co really acted 
as a vehicle for John and Leo to 
connect more, to build something 
together while working to support 
one another, all the while creating 
delicious brownies! Adopting a 
“more collaborative, more open” 
approach allowed the business 

to anchor their relationship 
further, and enabled greater 
communication:
“I guess with making this sort 
of easy product which most 
people loved, that is built on and 
brings people such positivity, 
it just made it easy for us to 
facilitate conversation, especially 
considering this is a typical male 
dynamic. Guys don’t really talk too 
much.” 

There still prevails, despite 
increasing awareness of the topic, 
a stigma regarding opening up 
to talk about their mental health. 
Everyone can struggle with their 
mental health, but by increasing 
awareness and reducing stigmas, 
Brooklyn Brownie Co hope to 
encourage the conversation and 
help people fi nd it easier to talk:
“Me and Leo believe in speaking to 
people. We believe in taking that 

moment to talk a little bit 

more to people in lines, hopefully 
to change people’s day ever so 
slightly. And make people smile 
just for a second. Because that 
instance of momentary happiness, 
really can go a long way and 
might just be enough to prevent 
something happening that can 
have a detrimental ripple effect to 
a family.”

As mentioned earlier, it is this 
kind of approach, this ‘service 
with a smile’ attitude and genuine 
compassion that sets Brooklyn 
Brownie Co – and in particular 
the experience that customers 
receive – apart, above and beyond. 
What those customers who clearly 
enjoy their dealings with John and 
Leo perhaps don’t realise, is the 
positive effect they have on the 
proprietors just the same, and how 
it is much more than just a brownie 
they are investing in. 
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This facet has been carefully 
considered in their branding, 
which comes across clearly and 
straight away works to give 
customers a strong perception of 
exactly who they’re dealing with. 
In terms of advising someone 
just starting out in their catering 
journey, John would recommend 
to “delete all ego and focus on the 
brand’s ethos.”He touts being as 
transparent, honest and open as 
possible with customers about the 
business and pour this into the 
brand persona: “I think customers 
are a lot more receptive to, and 
more likely to purchase especially 
from small businesses when 
there’s a face to it. So defi nitely 
put yourself across and give the 
business a face that people can 
relate to.” The face of the brand is 
clear straightaway with Brooklyn 
Brownie Co, they invite customers 
behind the curtain to see it’s just 
a father and son that they are 
interacting with and investing in. 
Speaking about the father and 
son dynamic of the business, John 
states how “it’s helped us bond 
signifi cantly as it has allowed 

us to talk about everything.” 
Furthermore, he recognises how 
the business has “just allowed Leo 
to grow.” And grow Leo has, now 
proudly boasting two Great British 
Entrepreneur Awards to his name 
at fi fteen years old (!!) which is 
undeniably an incredible feat and 
speaks volumes to the working 
model and success of Brooklyn 
Brownie Co. 

In John’s eyes, getting to work 
so closely with Leo is “fantastic” 
– even on days where they’re 
catering some big events and have 
to get up and active as early as 
3.30 – 4AM to get prepped and 
ready to trade on time, he doesn’t 
complain like you might expect a 
teenager to, but just gets on with 
it, always with a smile. John has 
no qualms talking up his praises, 
and rightly so: “he’s taken to it like 
a duck to water and just runs with 
it. And I couldn’t be prouder. He’s 
done so well.” Those early starts 
and long days can be gruelling 
experiences, where the two pay 
for their success with long lines 
of customers seeking their own 

slices of chocolate heaven. But hard 
work brings about pertinent rewards, 
and on days catering at large scale 
events like the MotoGP where 
the experience is becoming more 
immersive, comprising concerts and 
elements to entice all the family, John 
cites being able to “shut our hatch, 
run over and watch the concerts” as 
one of the biggest perks of the job. 
Not a bad way to fi nish a day at the 
offi ce! 

When asked what would be the 
antithesis of this; the worst thing 
about working events like this, he 
references customers who come 
over with a bad attitude that just 
won’t seem to budge: “If a dark 
cloud comes to your house and just 
wants to be a dark cloud and rain 
all over you, no matter what you do, 
you’re not going to be able to push 
sunlight into that cloud. It’s quite 
disappointing at times, but you just 
have to walk away because there’s a 
line full of people who want to smile.”
Well, they say you can’t please 
everyone, and if a Brooklyn Brownie 
Co brownie can’t put a smile on 
someone’s face, we’re not sure 
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anything will! Perhaps the luxury of 
choice the business boasts can be 
at fault for making the all-important 
decision so hard for customers to 
make. 

Considering the range and mouth-
watering temptation every product 
seems to instil, it seemed only 
right to ask John himself which of 
their items he’d recommend for 
a fi rst-time customer to get the 
quintessential Brooklyn Brownie Co 
experience: “I would recommend 
someone try the Biggie brownie. 
It’s a speculoos brownie with 
a caramalised biscuit on top, 
drizzled with milk chocolate and 
white chocolate and then there’s 
white chocolate balls smuggled 
in, complete with a nice textural 
crunch. And with each mouthful, 
it’s just fi lthy (in the best way) with 
complete pleasure. The textures 
just keep playing off each other. 
The tastes, they keep changing. I 
mean this is not one fl avour notes!”

Sounds good to us! Much like 
the vision and aspiration for the 

business moving forward – as we 
approach 2023 and consider plans 
for the upcoming year, Brooklyn 
Brownie Co clearly have exciting 
times ahead. Building on the latest 
expansion that was the launch 
of their dark kitchen/ collection 
hatch allowing them to bake up 
to 15,000 brownies a week (!) as 
well as adding a whopping 25 new 
products to the delivery menu. 
John’s fi ancé Becky has joined the 
business and got well involved 
with constructing the dark kitchen 
– all the while pregnant with their 
daughter Liberty who has “become 
the glue that has truly bonded our 
family together” and completed the 
duo’s expansion to quartet!
While looking to solidify their 
presence on some more delivery 
platforms and expand the reach 
and operation that way, another 
avenue to be explored is expanding 
the team itself. Getting some extra 
hands in the dark kitchen would 
allow John and Leo to focus on 
the point of delivery and provide 
that customer service they are 
renowned for, mindful of how 

“with any small business, you’re 
invested in, you know, the other 
person is just an employee. So we 
just need to make sure that we 
get that balance, right.” Another 
exciting thing to look out for that 
could be on the horizon this year, 
is a second trailer allowing focus 
to turn towards providing savoury 
goods aka traditional New York 
style, fully loaded hot dogs – now 
that’s the full package. You can 
picture it now, hungry punters 
gorging on authentic hot dogs in 
all their gluttonous glory, then with 
what room they have left diving 
into a brownie!

Many exciting times ahead for 
a business that has earned and 
deserves every bit of success that 
comes their way. Keep an eye out 
for Brooklyn Brownie Co catering 
at an event near you and you can 
look forward to receiving your 
own little slice of heaven from the 
inspirational father-son duo John 
and Leo, complete with a big smile 
of course!

Follow their journey: 

@BrooklynBrownieCo
@BrooklynBrownee

www.brooklynbrownieco.com
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A new year looms, so new 
ideas are being thought 
of and new opportunities 
are ready to rise behind 

the curtain of 2023. At the time 
of writing this, we are just under a 
month away from the fi rst whistle 
of the 2022 Qatar World Cup. An 
event taking place on the other 
side of the world, yet through being 
widely broadcast across the globe 
– especially in the UK – bringing 
with it a plethora of opportunity. 
Events create interest, and for food 
businesses provide a reason – 
beyond the usual – to draw people 
in.  

It goes without saying that food and 
experiences are and have always 
been synonymous  - you can’t really 
have an event without food and 
drink. As time has gone on, and 
possibilities within both food and 
events as separate entities have 
widened and been explored, tastes 
have developed, and with them 
expectations among audiences. 
This has created a need to provide 
more to keep alluring audiences and 

pushed the bracket of this time-
old relationship between food and 
experiences to new heights. After 
all: Food is the glue that brings 
people together and is a driver to 
keep them coming back. 

Sticking with the theme of football 
for a moment, it is testament to 
the quality of street food vendors 
fi lling bellies with goodness that 
while the age-old tradition of pie 
and chips still holds up and retains 
its charm, the shifting dynamic 
and evolution of consumer tastes 
and demand has led to the ready 
availability of great food choice on 
matchdays for supporters. This 
speaks volumes to the popularity 
of multifunctional experiences 
sweeping across hospitality and the 
wider entertainment industry. To 
the extent that the food experiences 
on offer – now widely (and rightly) 
considered an event in their own 
right – can almost frame the ‘actual’ 
event, as something of a subtext. 
Being based in Birmingham, we 
have seen this development right 
on our doorstep – Aston Villa 

and Birmingham FC have both 
been somewhat pioneers of this 
approach, and have seen great 
results from it. One example is an 
Indian grill street food vendor that 
began trading in the Holte End 
stand at Aston Villa, offering a 
range of Desi pub classics.  

Fans have been vocal about their 
appreciation, fl ocking to the vendors 
pre-match and at half-time to 
get their fi ll. This is a pre-existing 
culture – Birmingham, football fans, 
Indian food – that the marriage 
of Aston Villa and caterer have 
celebrated. There is no reason to not 
encourage this degree of innovation 
and widen the choice on offer to 
fans – it enhances a consumer’s 
enjoyment of the main experience 
(attending the football) while 
also existing as a totally unique 
food experience on its own. This 
combination of what is effectively 
two separate events is a mutually 
benefi cial relationship as they play 
to one another’s advantage and 
ultimately has a positive impact on 
the attendee. 

Enhancing 
Experiences F� d is the glue that 

brings people together 
and is a derier to k� p 
them coming back

The acceptance and welcoming of 
street food vendors into sporting 
stadiums can be seen as a nod 
to the wider potential of similar 
arrangements that can elevate 
the enjoyment of a huge range 
of different events. This rise can 
be charted as something of a 
phenomenon on social media, 
with accounts like Footy Food and 
Footy Scran documenting the fi ne 
foods found at football, detailing 
from which ground and how much 
it cost. Furthermore, it serves as 
great inspiration for the sector and 
individual caterers to see what can 
be achieved and can open the doors 
for a wealth of opportunities in the 
future.

One of the biggest events the UK 
will host in 2023 is Eurovision, 
set to take place in Liverpool 
throughout May. Similar to the 
World Cup in the hybrid event 
sense, that it will be broadcast and 
consumed remotely across the 
world. Viewing habits of consumers 
are also shared as groups will 
congregate to host watch parties in 
their homes as well as bigger, public 
screenings that take place, bringing 
people together. There is also a 
vested interest in a home nation – 
a reason for people to engage on 
such a scale. With all of this, comes 
ample opportunity. Engaging with 
an event like Eurovision can be a 
fruitful venture that you can tailor in 
line with your business speciality. 

It gives a reason for people to 
visit – and ultimately spend money 
with – your business. The event 
is a pre-set theme for you to 
base everything around. For the 
World Cup as an example, a quick 
and easy way to align with the 
event and show the public you 
are engaging is to dress up the 
premises – draping the fl ags of 
competing nations all over your 
business is a classic tactic.  

This would be no different with 
an event like Eurovision – a simple 
temporary ‘look’ matching the event 
will tell people straight away that 

Sing your praises

it serves as great inspiration for the sector and 
individual caterers to s�  what can be achieved
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Opportunity knocks

It is a well-established feature that music festivals, 
while striving to host and attract some of the most 
exciting live artists, have become synonymous with 
boasting mouth-watering line ups of food vendors. To 
the point many festivalgoers will head into the fi elds 
with one eye on trying the chili vegan burritos all their 
friends were raving about last year, and the culinary 
experience on offer can be just as fondly remembered 
as the moment of magic when favoured bands deliver 
the goods. They serve as a great example of the 
multifunctional experience working well, and it is great 
to see the doors for these kind of experiences bursting 
open to your local street and engulfi ng communities 
across the UK, presenting so many options and 
opportunities for caterers. 

2023 is a fresh set of 365 days – that’s a whole lot 
of opportunity. And opportunity really is everywhere 
– if you look for it, you will fi nd it. As stated in the 
beginning of this piece, event’s always need catering 
and people’s enjoyment of an event is often heightened 
by quality food. So the demand is already there, you’ve 
just got to capitalise on it. Whether you cater indoor 
and/or out, are mobile, function or fi xed-site, there’s 
often events taking place that you can serve well 
and opportunities you can make good on. Focus on 
events relevant to your specifi c business, play to your 
strengths, think outside the box, be bold and plan for 
success.

you are on board with the event and more simply put, 
mark you out as a preferential establishment for them 
to enjoy the occasion with. Advertising is a must with 
this endeavour – a sign outside your premises goes 
a long way, you can also drum up loads of interest 
through social media and create a palpable sense of 
involvement.  

Eurovision will be enjoyed by many from the comfort 
of home, so there is a huge takeaway market to access 
here too. You could put together a package deal to feed 
everyone, sharing platters, drinks packages – there is 
so much room to explore and different products you 
could make good on and have the potential to serve and 
engage with a huge pool of customers doing this. 

Think about menu items with quirky, relevant titles 
– these always pique interest and are a great talking 
point. Why not host your own Eurovision contest, 
with prizes for the best costumes? This adds another 
dimension of engagement for customers and will 
increase the likeliness of them staying at your premises 
for the duration of the event. It’s always worthwhile to 
consider taking bookings pre-event, and advisable to 
offer some form of group discount as well. An event like 
Eurovision gives you a fantastic chance to show off your 
creativity and leave a lasting impression with customers 
who can quickly build up an affi nity with you following 
an impressive experience, just keep your efforts aligned 
with the event in question and it will be an enjoyable 
endeavour all around.  

gasproducts.co.uk
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W      hat encouraged you 
to move from mobile 
caterers to bricks and 
mortar?

Getting a bricks and mortar place 
was always a goal of ours and 
following the great feedback that 
we were consistently getting, it 
made us push for this even harder.
 
What do you love most about 
being a bricks and mortar 
business?

Having your place is by no means 
an easy feat but there is nothing 
quite like seeing your name above a 
door and seeing people come in and 
enjoy themselves with friends and 
family. That is what it’s all about. 

Do you still cater mobile events? 

Yes we do still cater mobile events, 
and we will always, always love 
a festival!

What inspired you to create 
DIY kits?

This is simple! Survival! We had 
to do this to make it through 
numerous lockdowns and 
roadblocks constantly being put 
in our way during the pandemic. 
Thankfully they went down a treat 
and we were able to bring lots of 
happiness to locked down homes 
during Covid! It was great because 
our food and products suddenly 
became available to people all over 
the country, so people who had 
been admiring from afar were now 
able to experience what we were 
about. 

With an incredible six locations under their belt, a popular range of DIY kits and 
a well deserved reputation as one of the best burger restaurants in the country, 
Burger & Beyond know how to make an impression. They’ve come a long way 
from trading out of a Citroen H van and have soared to magnifi cent heights with 
locations across the capital; and they aren’t stopping there! We caught up with 
Craig for a quick fi re discussion about all things bricks and mortar, the power of 
social media and the dish that every customer must try.

“I think the safety and security of an NCASS 
membership was always helpful, in terms of getting 
advice and being part of a network, regardless of 
whether we were mobile or bricks and mortar.”

To fi nd out more about Burger & 
Beyond visit: 
www.burgerandbeyond.co.uk

@burgerandbeyond

Your website and Instagram are 
fantastic with strong impressive 
branding across both platforms. 
Why is a notable online present 
important for both your business 
and others within the sector?

As with anything in this day and 
age having a strong online social 
media presence is key. You can’t 
be a success without it! Instagram 
started initially with people 
sharing what they’d had for dinner 
essentially! So for restaurants and 
food traders, getting your food seen 
and featured on social media is 
crucial. We have people follow us 
from all over the world and when 
they are in London they message 
us often and tell us they are coming 
and make their bookings via Insta! 
That is the power of social media.

Your story is an incredibly 
impressive one of growth and 
development. What are you plans 
for the future and do you see 
yourself expanding outside of 
London?

In all honesty we have lots of plans 
for the future. At the moment the 
market is unpredictable and the 
cost of living I am sure will present 
us with many challenges. 

Presently we are focused on 
making a success of our two 
newest sites in Soho and Borough 
and yes, one day we will expand 
out of London! 

Did your membership help the 
transition from mobile to bricks 
and mortar?

I think the safety and security 
of an NCASS membership was 
always helpful, in terms of getting 
advice and being part of a network, 
regardless of whether we were 
mobile or bricks and mortar.

If you could go back in time, 
what is one piece of advice that 
you would give to your younger 
selves?

Have faith and believe that 
everything will work out for the 
best! If you work hard enough and 
really believe in what you are doing 
you’re on the right track.

I’ve come down to London to visit 
what must I try?

Easy, my favourite will always be a 
simple BBB which has sort of be-
come our signature burger. It has no 
gimmicks (except an amazing burnt 
butter mayo) and the simplicity of 
the burger really does the talking. 
Served with some Truffl e Tots, 
a side of fried chicken bites and 
washed down with a B&B Punch 
or two!!
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2022 has seen us 
take detours, dodge 
curveballs and weather 
storms that no one 
could have foreseen in 

2021. Whilst few will be ending 
the year completely unscathed, 
it is important to learn from the 
diffi culties of this year and use 
those to positively infl uence the 
year ahead. In lieu of a trusty 
crystal ball to reveal what the 
future may bring, we turned to 
our members to share with us 
their hopes, aspirations and of 
particular importance, their needs 
for 2023. It goes without saying 
that targeted action is a must in 
order to actualise these goals and 
whilst creative problem solving 
and innovative thinking go hand in 
hand with independent hospitality, 
it would be short sighted to ignore 
external infl uences that would help 
the sector to thrive. Despite being 
one of the largest contributors to 
the U.K. economy, the needs of 
the hospitality sector are often 
overlooked. Nevertheless, by 

identifying the specifi c areas in 
which help is needed, we can help 
to drive deliberate and targeted 
change for the betterment of the 
sector. Subsequently, we also asked 
members what external support 
they felt would help the industry 
to ‘strike back.’ Our crystal ball 
has yet to shine light on whether 
this support will materialise in 
the needed manner, yet it is of 
indisputable importance to still note 
the areas in which targeted aid 
would be benefi cial for the industry.

A NEW HOPE
It is clear that there is a shared 
hope for growth and evolution next 
year, with many members seeking 
to branch out and expand their 
businesses.  For Ed of Ed Bakes, 
2023 will be ‘a year themed as a 
push for growth. Our artisan bakery 
[…] is still in its baby stage and we 
are hoping 2023 will enable us to 
grow the team and substantially 
scale up our productions and 
diversifi cation of our baked goods.’  
Vimal of Baked Bird shared a similar 

hope for ‘more exciting […] new 
opportunities in the street food 
sector, alongside the growth of 
Baked Bird.’ 

For both businesses, 2022 has left 
them wanting more, but one can’t 
help but wonder what key lessons 
from this year, have shaped and 
driven their aspirations for next 
year. For Vimal and Baked Bird, 
the key take away is information. 
‘Choose your events and festivals 
wisely, do not just believe what 
[you’ve heard] in terms of numbers, 
do your research and ask other 
traders about their experience.’ 
With this mentality, traders can 
make better informed decisions 
about what events to prioritise next 
year and how these events can 
help facilitate the growth of their 
business.  Sophie and Holly from 
What the Cluck emphasise the 
importance of ‘trusting the process 
and staying true to yourself. It’s so 
easy to worry about what’s going to 
happen next, but as long as you’re 
sticking to your core values as a 

Episode 2023:

A NEW 
H   PE

business […] things will work out in 
the end.’ 

It is important to be prepared and 
to have a plan for your business. 
However, life is often the part 
in between plans and there are 
only so many things within your 
control. Taking a leaf out of both 
What the Cluck and Baked Bird’s 
book, we can see that thorough 
research, coupled with a trust in 
the groundwork that you have 
already done, can encourage your 
business to grow organically (no 
pun intended), guided by past 
experiences and research. 
A key goal for any business is 
growth, whether that is a larger 
net profi t, expanding menus or 
branching out into new fi elds. 
Nevertheless, there are other areas 
in which businesses can show 
growth, such as an increased 
awareness of global concerns such 
as sustainability. The ‘need to act 
together and be more responsible 
around environmental factors’  
stands now more than ever. Other 

areas of growth could include 
evolving the way your business 
operates, creating a strategy to 
retain staff, getting that website 
in place, better promoting what 
you do across social media or 
setting up collaborations with other 
independents. In short there are lots 
of moving parts when it comes to 
growing your business. 

THE INDUSTRY
STRIKES BACK
So how do we go about 
securing this growth? Individual 
accountability is an important 
factor in this and by taking steps 
to review your previous year and 
identifying what well and what 
needs improvement, businesses 
can ensure a targeted approach 
to 2023. Moreover, innovative 
thinking, garnering inspiration from 
others and ensuring that you stand 
out from the crowd will further help 
to bring these goals within reach. 
Nevertheless, external support also 
plays a role in making these goals 
attainable. The current economic 
crisis, coupled with continuing 
efforts to recover post-covid, have 
left the industry in desperate need 
of external support. It is integral 
that we look within the industry to 
discover what kind of support can 
help to actualise these goals. 

Governmental support at both 
local and national levels can be 
the extra push that enables many 
businesses to thrive, not just 
survive, in the coming year. A stable 
economy is at the top of many 
businesses’ Christmas Wishlist, 
however, just like sunshine in July, 
this can be hard to predict. This 
year has highlighted how external 
factors can have a massive knock 
on effect to supply chains, in both 
availability and price, and how 
energy crises disproportionately 
impact the sector. Though the root 
cause of these issues are outside of 
industry control, industry specifi c 
considerations can help to reduce 
any negative impacts. 

But what would this support look 
like? For What the Cluck, welcomed 
support would come in the form of 

‘It is clear that 
there is a shared 
hope for growth 
and evolution next 
year, with many 
members seeking 
to branch out 
and expand their 
businesses.’

revisiting the structure of VAT and 
recognition of the impact that it 
can have on independents. ‘During 
lockdown when VAT was reduced, 
it was a massive help and it would 
be a massive help again. Very few 
of the products that we buy have 
VAT on them but as soon as we 
make them into our delicious street 
food we are charged the full 20%.’ 
Soaring energy prices and the 
impact of the cost of living crisis on 
the spending power of consumers, 
renders, for many, VAT an additional 
fi nancial burden. Subsequently, 
adaptions in the structure and 
implementation of VAT so that 
it better refl ects the economic 
pressures felt by the industry, has 
the potential to alleviate gratuitous 
fi nancial strains. 
Comparatively, others have noted 
the impact of increasing event 
and festival fees and their impact 
on accumulated profi t. Baked 
Bird echoed that paying large 
commission rates can make it 
harder to make a profi t due to very 
small margins. ‘Events and festivals 
are already incredibly hard work 
for traders and it would therefore 
be helpful for the events industry 
to have a greater understanding of 
this and refl ect this understanding 
in their rates.’ The notion of 
affordability can also be extended 
to retail parks and market halls 
etc. with Vimal noting that ‘there 
needs to be more platforms made 
available for smaller street food 
businesses to thrive in.’
And so how does the industry 
strike back? By identifying the 
specifi c areas in which external 
support is needed, the industry, 
and the collective voices within 



22 23www.ncass.org.uk Catering Quarterly

it, can champion and advocate 
for the betterment of the sector; 
striking back against policies 
that fail to recognise their unique 
needs.  And this is where NCASS 
comes in. We will continue to 
support our members by looking for 
opportunities to secure the growth 
of the sector. Additionally, we will 
continue lobbying government, 
at both local and national level, 
highlighting the challenges that 
the sector faces and the possible 
solutions to counteract these 
diffi culties. 

RETURN OF THE SECTOR
In last issue’s article Independent 
Innovation we explored the ways 
in which businesses can attract 
customers and consequently 
boost the rejuvenation of high 
streets. From using seasonal and 
local produce to ensuring strong 
branding across all platforms, the 
drive for growth begins with the 
internal choices that an individual 
business makes. Yet, these choices 
have wider implications for local 
and national economies through 
the subsequent revival of town 
and city centres as cultural hubs. 
Therefore, when actioned in tandem 
with specifi c and considered 
support from governmental bodies, 
these choices can have a greater, 
more tangible impact for both the 
individual business and the wider 
community. In and of itself the 
sector does not need to ‘return’; it 
never went away and has in fact 
continued to fi ght and thrive in 
spite of unprecedented adversity. 
Nevertheless, in order to go back to 
its Jedi Knight level glory (we had 
to make a direct pun at least once), 
the importance of external support 
and the difference it will make to 
the return of the sector, should not 
be ignored.

‘Individual accountability is an 
important factor in this and by 
taking steps to review your previous 
year and identifying what went 
well and what needs improvement, 
businesses can ensure a targeted 
approach to 2023.’

Exclusively for NCASS Members 

2% Cashback

Find out more and sign up at 
www.ncass.org.uk/bookerdeal 

or call 0300 124 6866

Over £1.5 Million given back to NCASS members!

When you spend £1,500 at Booker 
or Makro in a 6-month period*

3% Cashback
When you spend £10,000 at Booker 

or Makro in a 6-month period*

*excludes VAT, Stamps, phonecards & tobacco.

Cashback Deal

£193
Average cashback of:

In the last 12 months



24 25www.ncass.org.uk Catering Quarterly

Jamon Jamon

So I’m no chef,’ Nick Friedman 
of Jamon Jamon tells us 
after we ask him how it all 

began. A bold statement from 
the founder of Jamon Jamon and 
Deluxe Dogs, a Portobello Market 
stall operator of 18 years and an 
irrefutable festival connoisseur. 
Yet not a completely unsurprising 
one after you spend time talking 
to him. Nick’s journey to founding 
his business didn’t necessarily 
originate from a love for cooking 
that needed to be shared with the 
world. Yet, his passion for what 
he does is palpable, so when one 
listens to the organic journey that 
led to him founding Jamon Jamon 
and turning it into the success that 
it is now, you begin to understand 
why he would make such a 
surprising assertion. When ‘no 
chef’ Nick came to London from 
South Africa, he had ‘never really 
cooked much.’  Nevertheless, as 
an immigrant in a new country, 
Nick was poking his fi nger into 
many different pies (pun very 
much intended). ‘I think it comes 
with being an immigrant. It’s never 

enough to do just one job.’ And so 
he didn’t; working in tech during 
the week and hustling delicious 
imported Spanish meats online at 
the weekend, Nick had his sights 
set on retiring and living the life of 
Riley within three years. 

‘Fast forward three months later, 
I’d sold fi ve portions through my 
terrible website, two of which were 
to friends of mine and I was broke 
sitting there with a few hundred 
quids worth of vacuum packed 
ham and cheese in the fridge, 
thinking that this retirement thing 
was not going to work out.’ So 
how did Nick go from an expensive 
inventory of Spanish ham and 
cheese getting cosy in his fridge, 
to his fourth year in a row booking 
Christmas at Kew Gardens? Simple; 
incredibly hard work, imaginative 
thinking and genuine enthusiasm. 
‘A friend of mine said ‘why don’t 
you try the street market, selling 
ham and cheese baguettes?’ and 
so I went and got a stall, picked 
up my Spanish friend and stayed 
up through the night making 

‘There is something 
incredibly 
aspirational about 
this scope to 
attend festivals, 
not out of 
necessity, but out 
of choice.’

20 Spanish omelettes.’ Those 
Spanish omelettes, the successor 
to ham and cheese baguettes, 
soon became chorizo rolls before 
fi nally settling on paella after, as 
Nick himself says, ‘just generally 
cooking and buying bits and pieces 
of equipment and generally fi guring 
it out.’ You would be forgiven for 
thinking that Nick’s journey was 
simple. He tells his story in such 
an honest, open and seemingly 
obvious way, one could almost 
believe it easy to replicate. But 
what sets Nick apart is his love for 
what he does, driving him to seek 
out what makes him happy and in 
turn better his business. 

‘I wasn’t making crazy money in my 
day job, so [the stall] was a nice 
supplement to it but I wasn’t that 
bothered by the money. I think I 
was more enjoying the dopamine 
hits of engaging with customers 
and the other traders.’ A joy for 
engaging with customers is a 
golden thread that runs through 
Nick’s narrative and it is clear to 
see how this, coupled with a great 
sense of community with other 
street food traders, is a notable 
factor in why he has stuck it out 
for so long. ‘I’ve always aimed for 
the best value, which means I want 
you to buy it, enjoy it and go ‘you 
know what? I’m happy with what I 
paid and happy with the food.’’ 

Ensuring that customers are happy 
with their food is often easier said 
than done, but the authenticity 
of Nick’s paella undoubtedly 
helps. So much so that in an 
article disparaging the quality of 
paella outside of Spain, he was 
listed as one of the few places 
where you could get decent grub. 
‘There was a very well-known 
Spanish blogger lamenting the 
paella that people were buying 
in supermarkets and how drab 
and soulless it was. Then in the 
bottom paragraph she listed two 
places in the UK that actually save 
paella for Spain. One of them was 
mine.’ Small wonder then that 
such a compliment had Nick racing 
through the airport to show his 

partner the article, forgetting that 
it was entirely in Spanish and she 
couldn’t read it! 

Authenticity is arguably a hard 
line to tow when you’re ‘a South 
African kid making Spanish food in 
London.’ It can be hard to balance 
staying true to a dishes’ tradition, 
whilst adapting to the realities of 
serving food on a much larger scale 
at a market in cold, rainy England. 
‘It took me fi ve or six years to learn 
about reheating our paellas after 
they’d gone cold, especially in the 
winter. A member of my staff said 
‘why don’t we reheat it?’ and I said 
‘no you can’t do that, they don’t 
do that in Spain.’ He was Spanish 
and he said ‘but Nick, we’re not in 
Spain.’’ This lightbulb moment is a 
lesson that Nick admits he wishes 
he had learnt sooner. ‘We didn’t 
throw away food very regularly, 
but it was a lost opportunity to 
make some more money. 

I was thinking about every time 
I’d been in Spain, I’d never seen 
anyone reheating paella, but of 
course not! It’s like 55 degrees 
there, of course they don’t reheat 
it! But we’re producing on an 
industrial scale, we’re not doing 
what they do in Spain. We’re doing 
what we do in London, where it’s 
4 degrees in January.’ But there are 
things that Nick won’t compromise 
on, regardless of the unpredictable 
British weather. ‘We use the same 
ingredients that they use in Spain. I 
won’t compromise on that. We use 
a good quality stock, we don’t use 
food colouring and we use saffron. 
So I think it’s as authentic as 
authentic can be without us being 
in Valencia using rabbit, or wood, 
or water, from the local village.’ 

Unquestionably a signifi cant 
learning curve for Nick, it proved 
to be one that came with a two 
prong solution. Not only did this 
adaptation increase profi ts, it also 
greatly reduced his waste. ‘If I had 
thought more about how to waste 
less stuff, then that would have 
saved an enormous amount of 
money. But it’s not just money, it’s 
the ethical impact of it all.’ During 
a trip to Vietnam in 2012, Nick 
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Then again, Nick has never been 
one to shy away from innovative 
and imaginative solutions to a 
problem. Case in point; selling 
garlic bread at Glastonbury. ‘It 
was one of those moments where 
I was thinking how the logistics 
of paella at a festival just wasn’t 
going to work.’ But undeterred as 
always, Nick found a solution. ‘I 
was looking around and the only 
snack you could get were chips 
and I thought ‘I don’t want chips, 
I want something else.’’ After 
hearing about a trader who used 
to sell garlic bread but had retired 
the year before, Nick thought ‘let 
me just try garlic bread, why not?!’ 
And so once he had set up his pitch 
he got to work, selling thousands 
of portions of garlic bread. ‘It was 
great fun, we stick to salamander 

grills and a griddle and it’s just fun 
and easy.’ Nick’s ability to not only 
see the potential for opportunity in 
a given moment, but also to follow 
through and give it a try, has now 
enabled him to go to Glastonbury 
with his family and ‘forget about 
the work part of the festival.’ There 
is something incredibly aspirational 
about this scope to attend festivals, 
not out of necessity, but out of 
choice.  ‘I’m very fortunate to be 
in that position; I don’t necessarily 
need to go there to make money. 
My kids still talk about Glastonbury 
as if they went to the park on 
the corner, which I think is heart-
warming for me because it should 
be fun.’  

When Nick began, there was 
little street food around. ‘We 

‘I think it comes with being an 
immigrant. It’s never enough to do 
just one job.’ 

visited a rice paddy and was faced 
with the visual indicator of how 
much food he had been wasting. 
‘I was watching these guys work 
there and realised that in one year, 

I had thrown away 50 people’s 
work and I thought, I need to do 
something about this. I know it 
wasn’t me personally affecting 
them, but all of that stuff had 
been grown just to be thrown 
away and I didn’t want to do 
that food chain of destruction 
anymore.’ Whilst conversations 
around environmentalism and 
sustainability are growing 
in popularity, subsequently 
increasingly a global consciousness 
as to how our decisions impact the 
planet, it is worth noting that Nick 
was well ahead of the curve with 
this thinking. Environmentalism 
has been of great importance 
since time immemorial and many 
businesses have been making 
concerted efforts to improve their 
environmental impact. 

Nevertheless, rewind the 
tape to 10 years ago and we 
have Nick making a conscious 
decision to waste less and 
improve the environmental ethics 
of his business, resulting in 
approximately 90% of his waste 
being either compostable or 
recyclable.

were making paella on the 
street, banging and clanging and 
singing and shouting. It was a real 
destination thing. And then 2009 
happened and the street food 
wave took off. We were right at the 
beginning of the wave and I’m not 
ashamed to say I really benefi ted 
from that.’  So as someone who has 
been surfi ng this wave for some 
time, naturally one has to ask what 
advice he would give his younger 
self. ‘The one piece of advice that I 
would give everybody, is if you’re 
going to keep cash at home, make 
sure that nobody knows where 
it is. Because when you leave it 
alone for a week and come back 
and you fi nd It’s not there, that’s 
very depressing.’ Emphatically 
good advice and one that refl ects 
his longstanding experience in the 
industry. Another nugget of advice, 
indicative of one who knows every 

detail of his business, is ‘you need 
to be in touch with absolutely every 
aspect of your business.’ ‘Only 
when you know exactly how to do 
all your bookkeeping, all of your 
inputs and outputs etc. should you 
give it to somebody else to do the 
admin.’  

It is the potential for street food 
to offer an ‘authentic experience’ 
that keeps Nick inspired to share 
his food and as someone who has 
been at the heart of the growth 
of street food, you know it holds 
water when he observes that 
‘now you’ve got amazing street 
food everywhere you go and the 
stories are great.’ As one listens 
to Nick share his story, his great 
sense of enjoyment throughout 
it all is tangible. The delight with 
which he shares how an old school 
fruit and veg trader of 70 years 

from Golborne Road Market, the 
fi rst place Nick set up his stall, 
recognised him as ‘the South 
African guy,’ casts no doubt on it 
genuinely being ‘the best thing 
ever’ for him. ‘I just got really 
high off those hits of chatting 
with real life Londoners, serving 
bankers or serving people who 
lived around the area. It really felt 
like I was getting into a different 
part of London, one that none 
of my mates could ever dream 
of seeing.’ His appreciation for 
Spanish cuisine is one that enables 
him to be confi dent in what he 
produces, whilst recognising that 
‘it’s not something comparable 
to a Spanish grandmother; 
that’s not what it’s trying to be.’ 
This confi dence in his ability, 
his business and his food is the 
result of years of hard work and 
is undoubtedly refl ected in his 
attitude that ‘if you like it, fantastic; 
if you don’t like it, also fantastic. I’m 
still happy.’ ‘If I had thought more about 

how to waste less stuff, then 
that would have saved an 
enormous amount of money. 
But it’s not just money, it’s the 
ethical impact of it all.’ 

Follow their 
journey:

@jamonjamonpaella

Jamon Jamon Paella

@jamonjamon

www.jamonjamon.co.uk
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2979 oNlInE sUpPoRt cHaTs 
lAsTiNg 922 hOuRs, 11 mInS aNd 56 sEcOnDs  

210,852 lOgInS tO tHe NcAsS mEmBeRs cOnTrOl pAnEl  

16  mAjOr tEcH uPdAtEs  fOr mEmBeRs

1076  ‘yOu’rE oN mUtE!’ mInUtEs dUrInG vIdEo cAlLs

7157 RiSk AsSeSsMeNtS cReAtEd  

1 bRaNd nEw SaFeTy 
MaNaGeMeNt SyStEm

25,003
cUpS oF cOfFeE mAdE  
iN tHe NcAsS oFfIcE £6,663 

dOnAtEd tO 
cHaRiTiEs

2988 vIsItOrS tO 
StReEt FoOd LiVe  

2022
iN nUmBeRs 4 

nEw NcAsS 
tEaM bAbIeS 
(iNcLuDiNg tWiNs!)

2958 hOuRs 48 mInS 19 sEc
sPeNt hElPiNg mEmBeRs oN tHe pHoNe

£6,663 
dOnAtEd tO 

cHaRiTiEs

tReEs pLaNtEd

MoRe tHaN 

1000

4 mAgAzInEs 
wRiTtEn aNd 
dEsIgNeD

59
 mEmBeRs

 iNtErViEwS

122 mAiLeRs 
sEnT tO mEmBeRs

14,352 
oNlInE tRaInInG 
cOuRsEs tAkEn   

InStAgRaM sToRiEs pOsTeD  
342 
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To achieve longevity is to not only survive the test of time, but to succeed it. In the 
world of hospitality, we know this is no easy feat! 

We spoke to a range of members who have each been there and seen it all to fi nd 
out what they would attribute their longstanding success to.

 longstanding
members

churros garciachurros garcia
A legend of churros – running as a business for over fi fty years and 
spanning three generations, they have appeared in The Guardian’s 
top 10 street food vendors list and always light up events!

What do you love the most about working in the hospitality industry? 

It is a different way of life from the offi ce based career I had landed in.  
I love the buzz we get from the customers, I love the huge smiles that 
greet us when we make them sooo happy giving them churros.  I never 
made anyone that happy in a boardroom. The range of characters and 
nationalities is also a bonus – people come into streetfood from ALL 
walks of life.

Based on your own experience, what steps do you think are integral 
to the long-term success of a business? 

Good staff.  They are our lifeblood.  Also, you need to be a constant, not 
just a fair-weather trader.  Organisers need to know they can rely on you, 
and you need to work with organisers that are on your side, therefore 
building up a two-way relationship that is imperative to success.  The 
look and running of the stall is also hugely important.  The devil, as 
always, is in the detail.  Authenticity is also a must.  My mother was a 
Spanish Churros maker, so not many people in the world know more 
about true authentic churros than us! The phrase we often hear is “you 
can see how proud you are of what you do”.  

What about working in the sector 
appealed to you and has that continued 
to motivate you to stay within the 
industry?

Running your own business is thrilling and 
terrifying in equal measure but it can give 
you the fl exibility to live the other parts 
of your life as you wish (which is a huge 
bonus).  For example, I had young children 
and did not want to continue a 9-5 job 
as I wanted to be there for the school 
run, homework etc.  That meant I did all 
my emails at 4am – 7am, but that was 
far better than getting home just before 
their bed-time every day.  It never gets 
boring – and that is a HUGE plus.  Also 
– what other job lets me camp and work 
in festival fi elds with my (older) children, 
their friends, whilst working with a bonkers 

 longstanding
but utterly fabulous set of staff?  What other job lets 
me see the “waggiest tail” competition at a dog show, 
whilst giving out our lovely churros?

If you could go back in time, what is one piece of 
advice you would give to your younger self before 
starting your business? 

You are the boss.  Everyone else has great ideas for 
how you can improve your business, but stick to your 
vision (as long as it is working).  If you need advice, ask 
old-time traders – we all have had to go through the 
same problems in one form or another.  

What words would you use to summarise the ‘secret’ 
to your success?

Authenticity, pride, reliability, hard work.

What do you love the most about working in the hospitality industry?

Firstly it’s just so instantly rewarding. Everybody loves feeding people right? We 
get to feed so many and seeing a happy face at the end of all the hard work 
really does make it all so worthwhile.
 
Also, as it’s such hard work and long hours there really is a team 
spirit amongst all the traders and we become like a family. Don’t get 
me wrong, it is naturally competitive but at the end of the day, we 
know we need to support and help each other. It’s the only way to 
survive!

Based on your own experience, what steps do you think are 
integral to the long-term success of a business?

I think for a long-term successful street food business these are key:

• Have an identity and specialise...don’t try to do it all. Do one or 
two things really well and build from there. When you focus on your 
product and keep making that as good as it can be without worrying what 
anyone else is doing that’s when people start to take notice. Anyone can turn 
up and sell 10000 chips at a festival but you have to want to be better 
than that.

Birmingham street food legends, they’ve been 
stalwarts of the Birmingham food scene over the 
last decade, serving up delicious Thai street food 
and are soon to become restaurateurs!

Follow their 
journey:

@churros_garcia
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• Build a good team. It’s not a one man show. You have to 
have people in your team that love the business and have a 
vested interest in it and that can also feel proud of what the 
business achieves. 

• Get professional help for marketing, photography and 
socials when you can.

• Take risks! You miss every shot you don’t take!

What about working in the sector appealed to you and has 
that continued to motivate you to stay within the industry?

For us it was simply a love of food combined with a want to 
work for ourselves. Even though we’ve never worked harder 
it’s our choice and for us. I don’t think we would ever want to 
change that.

If you could go back in time, what is one piece of advice you 
would give to your younger self before starting 
your business?

Do it sooner! Get the van, get the shop, take on the bigger 
events. Don’t be scared to reinvest in your business.

What words would you use to summarise the ‘secret’ to your 
success?

1. Love    2. Resilient    3. Flavour   4. Team   5. Consistent

What do you love the most about working in the hospitality industry?

The challenges it throws at you everyday and, overcoming them, also 
when a customer come back to the unit and says thank you that was a 
lovely product. Producing Food Courts that you look at and say, yes that 
looks good / professional.

Based on your own experience, what steps do you think are integral 
to the long-term success of a business? 

Being honest in your own self appraisal as whether you would pay that 
price for that product, would you want to be served your food by those 
staff, would you wish to let your kids eat from that unit. And answering 
yes to all those questions!

What words would you use to summarise the ‘secret’ to 
your success?

Attention to detail, hard work!!!

Follow their 
journey:

@saibuddhabelly

premier food courts
With over twenty years of experience within the 
industry, Premier Food Courts have seen and done it all. 
From catering at stadiums to racecourses, you name it – 
they’ve catered it!

Follow their 
journey:

www.premiercourts.com

What do you love the most about working in the 
hospitality industry?

I just like being busy really. Working at festivals too I 
really enjoy, and I’m often busy when working a festival! 
I always enjoyed attending festivals anyway so getting 
to work them is great. When things are going right 
catering can be a really great experience and I fi nd the 
buzz of it enjoyable!

Based on your own experience, what steps do you 
think are integral to the long-term success of a 
business?

Choosing your events carefully. I cant express that in 
any greater way – it is so important to chose carefully. 
You can – and I have – lose a lot of money at the wrong 
events. I even lost £3,000 at an event this year. Also 
if you’re doing an event that works, keep it! This may 
seem quite obvious but is so true. When I fi rst started 
I tried to just fi ll the calendar. Now I do the events that 
work for me and keep it at that. Most of my work during 
summer months April – august. Didn’t used to have to 
work the rest of the year. Limited my events to the ones 
I know work and that’s seen me in good stead. Things 
do change however – one of my best events has got 
worse and worse to the point I don’t do it anymore. You 
have to be prepared to adapt and change

What about working in the sector appealed to you 
and has that continued to motivate you to stay within 
the industry?

There’s a certain buzz I get with being busy. If you’re 
busy, making money and everything is just working – for 
me, there’s nothing that compares to it. I love it! 

If you could go back in time, what is one piece of 
advice you would give to your younger self before 
starting your business?

Don’t try and do it all. Like I said, you defi nitely want 
to choose your events carefully and you want to give 
the best impression of yourself every time. It’s better to 
have a few events that you know you can do well than 
try and do a lot not so well.

What words would you use to summarise the ‘secret’ 
to your success?

Perseverance and caution. Adaptability 

Follow their 
journey:

The Real Meat Sausage Co

A real veteran of the game and an NCASS 
member from the beginning, Real Meat 
Sausage Company are a festival favourite 
specialising in hearty, wholesome grub!

real meat 
sausage 
company
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Boasting many years of experience supplying gourmet 
Indian food to private events, corporate functions and 
weddings, they are experts in their fi eld and certainly 
know their food!

What do you love the most about working in the 
hospitality industry?

I started out in 2011 by setting up the StrEAT Food 
Collective in Bristol. I needed a fl exible job as I was 
lone-parenting at the time. Coconut Chilli was one 
of the vendors & it was early days for the street food 
industry in the UK. The work was hard, the hours were 
sometimes challenging but there was a genuine buzz & 
camaraderie amongst my fellow vendors and the scene 
in general. 

Based on your own experience, what steps do you 
think are integral to the long-term success of a 
business?

I’ve never compromised on quality and that’s been 
hugely important. I’ve had so many loyal customers 
over the years – they might have come to Abergavenny 
Food Festival or eaten on my St. Nick’s market stall 
in Bristol. I’m always super humble (and still a bit 
surprised) when my curries get compliments, even after 
so many years. I never take anything for granted. 

What about working in the sector appealed to you 
and has that continued to motivate you to stay within 
the industry?

Customers who tell me they love my food has always 
been the most motivating factor. That, and the events 
Coconut Chilli has catered becoming bigger and set in 
more glamorous locations. I now have lots of celebrity 
clients too – but I have a strict policy of not naming 
anyone or asking for selfi es for socials – I’ll simply 
address the customer by their fi rst name during service, 
then our team fondly remembers which dishes they’d 
particularly loved. 

coconut chilli

If you could go back in time, what is one piece of 
advice you would give to your younger self before 
starting your business?

Don’t borrow any money without giving it some serious 
thought. Personal credit was readily available to me 
in the early days of Coconut Chilli (but funnily enough, 
not the same for business funding). I was lucky as I 
managed to buy equipment but I also wasted a lot on 
‘professional services’ mainly men telling me what I 
should be doing and why. Now I’d say, try and build a 
personal network instead – NCASS is brilliant for that. 

What words would you use to summarise the ‘secret’ 
to your success?

1. Passion
2. Integrity
3. Collaboration
4. Bravery
5. Being an original 90s raver (if you know, you know)

Follow their 
journey:
@Coconut Chilli

www.coconutchilli.com

Free fuel card 
for NCASS 
members.

EXCLU
SIV

E M
EMBER 

BENEFIT 

As a valued NCASS member you are eligible to 
apply for a FREE Esso Card™ (normally £43 per 
card, per year). Your Esso Card™ will give you a 
discount on your fuel each time you fi ll up with an 
average saving of 5p per litre.

To fi nd out more and apply visit 
www.ncass.org.uk/rewards
Terms and Conditions of Average 5 Pence offer: 1. This offer (the Average 5 Pence Offer) applies to all new customers who have their application for the Esso 
Card™ approved for Credit by WEX Europe Services (UK) Limited (WEX) when submitted by accessing the WEX landing page (whether the application is completed 
online or by telephone). 2. The Average 5 Pence Offer applies to transactions of fuel using a card within the United Kingdom, and does not apply to any International 
transactions or purchases of Non-Fuel Products. 3. The saving will be based on a comparison of the weekly price issued by WEX and the national average price. lt 
will not be displayed as a separate price item on any invoices or communications. 4. The Average 5 Pence Offer cannot be used in conjunction with any other offers. 
5. If the agreement between WEX and NCASS comes to an end, the Customer will move onto the standard pricing of WEX as at the date of communication and 
any changes to it thereafter. This will be refl ected on all invoices. 6. WEX reserves the right to withdraw or amend this promotion at any time. Other terms, fees and 
conditions apply to use of the fuel Card. Please see the WEX General Terms and Conditions for more details. 7.  Data is based on customers average saving from 1st 
January 2021 to 30th June 2021. 8. This limited time offer applies to new customers of the Esso Card™ only. If you enjoy access to the Esso network already through 
one of their current providers, this offer does not apply. Any applications received via WEX where this service is already supplied will be rejected at the point of order. 
9. Offer only available for NCASS members with a registered business. Pump prices across the country vary signifi cantly, in rare cases the weekly price from WEX may 
be more than the advertised pump price at an individual station.
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the 
etiquette 
of raising 
prices
Before we had ever heard the phrase 

‘unprecedented times,’ the idea of 
raising prices was, for many, not only an 
avoidable evil but also incredibly daunting. 
However, these unprecedented times are 
unfortunately becoming the precedent 
and the current economic climate, coupled 
with the cost-of-living crisis and increase 
in energy prices, have left few with any 
alternatives. 

It can be an intimidating task with 
warranted fears about losing customers 
and out pricing yourself from the market. 
Nevertheless, in order for independent food 
and drink businesses to survive, it is integral 
to recognise when it has become necessary 
to raise prices. Moreover, there is such a 
thing as the ‘right way’ to raise your prices. 

When done in an informative, transparent 
and well-reasoned manner, raising your 
prices need not deter your customers. 

Additionally, it will allow you to continue 
providing the unparalleled service and 
unique custom that your customer base has 
come to love.  Raising prices might seem 
like yet another evil, but it is a necessary 
evil in order to keep your business not just 
surviving, but thriving. 

o1 Be clear and direct 
Use ‘I’ and ‘we’ language; part of your appeal as an independent 
business is that you aren’t a faceless corporation. Reassure customers 
that this is a decision that you have made as a refl ection of the economy 
and that these steps are necessary for the betterment of your business. 

o2  Explain why
It is hard to avoid the constant news about the state of the economy 
and whilst we can only hope for some semblance of stability in the 
coming months, few aren’t aware of the pressures that everyone is 
facing. However, the wider public might not be aware of how this is 
impacting the hospitality sector. Staffi ng shortages, rise in food costs 
and business energy prices more than doubling for some, have a knock 
on effect and unfortunately these price increases must now be passed 
onto the consumer. Provide a detailed, but not overly complicated, 
summary of the main factors that have led to price increases.

03 Don’t say sorry 
Whilst some have the fl exibility to raise prices out of choice and a 
desire to level up their business, others have had their hand forced. 
In either situation, avoid saying sorry. As previously mentioned, this 
may be a necessary evil, but apologising for it implies to customers 
that it is a short-sighted, reactive decision that you have not carefully 
considered. Moreover, an apology can come across as disingenuous 
and inconsiderate of the economic diffi culties that customers are also 
facing. Honest, clear and timely communication negates the need for an 
apology.  

04 Say something 
Ensure that you say something about menu price changes. Social media 
can be a great way to get a quick message out to your customer base 
about price increases on your menu. Don’t simply raise your prices and 
say nothing as this will likely lead to frustration for customers who have 
been given no reasoning and may have pre-planned a visit based off of 
older pricing. Keeping your customers in the loop is a courteous action 
which can prove to be something they remember favourably when 
deciding which independent food and drink businesses to frequent.

o5 Thank your customers 
for their understanding 
Acknowledge, without apologising, that this situation is not ideal 
and pre-emptively thank your customers for their understanding 
and, hopefully, continued custom. Without this your business would 
struggle to survive, so take the time to thank your customers in advance 
for their consideration. 

The language that you use around 
price increases can be the difference 
between a happy and understanding 
customer and a frustrated one. Ensure 
that all your staff understand why 
your prices have changed and be 
confi dent that they could explain this 
to consumers if needs be. As Holly 
Foster from Captain Hank’s Crab and 
Snack Shack explains, after breaking 
down the reasoning for price changes 
to querying customers ‘most people are 
understanding.’ Undoubtedly a factor 
in this has been Holly’s determination 
to ‘keep prices at a reasonable level’ 
in order to adapt to the economic 
pressures without out pricing herself 
and her business from the market. This 
clear and informative explanation has 
allowed her to adapt to rising prices 
without an excessive loss of customers. 

In April, Ed Farrell from The Duck Truck 
shared his fears that the increasing cost 
of supplies would create a knock-on 
effect that would have to be passed 
onto the consumer. Sharing with us 
that ‘duck prices [had gone up] by £10 
a case,’ Ed echoed the worries of many 
that food supply price increases could 
only be swallowed for so long, before 
resulting in menu price increases. 
However, Ed, like Holly, wanted his 
customers to know why this had 
happened, clarifying to customers 
that suppliers raising their prices was 
forcing him to do the same. By ensuring 
that both he and his staff can explain 
this, their customers are able to make 
better informed decisions which keeps 
The Duck Truck as a viable option in 
spite of increased prices. 

Independent food and drink businesses 
have a proven track record of adapting 
to diffi cult times. The current economic 
situation is yet another hurdle which 
the industry must face and whilst price 
increases are not a guaranteed way to 
ensure the success of business, they 
can create a much needed economic 
buffer which refl ects other increasing 
prices further up the chain. By providing 
an honest, transparent and timely 
update on price changes, businesses 
will fi nd that the majority of their 
customer base remain understanding 
and supportive.

Here are 5 top tips 
on the right way to 
raise your prices:
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In our last edition of the NCASS magazine 
we introduced you to the new NCASS Safety 
Management System (SMS). Now we’d like 
to tell you a bit more about the key benefi ts 
of the new system and share some tips on 
how to get the most out of it as part of your 
membership.

The new NCASS SMS is a more 
comprehensive and improved version of the 
previous Due Diligence System. Designed as 
an educational tool to help you as an NCASS 
member to understand your Food Safety 

a guide to the new safety 
management system

and Health & Safety responsibilities, it is a 
compliance document seeking to help drive 
standards and tackle industry wide issues.

The SMS is packed with lots of information 
to enable you to comply with legal 
requirements and meet best practice 
standards. If you understand and implement 
as much of this as reasonably practical, you 
will have the best chance of running a safe 
and compliant business.

There is a vastly improved look and feel to the new 
system. The new system is composed of four parts 
including elements across Food Safety, Health & Safety 
and Fire Safety:

1. Safety Management System – this contains 
compliance/educational information, outlining 
everything you need to know to run your business 
safely and in a legally compliant manner.

2. Risk Assessments – we have provided updated risk 
assessment templates for Food Safety processes 
and a range of relevant Health and Safety topics. 
Allergen controls are incorporated at each stage of 
food processing to support with the development 
of an allergen management system and 
compliance with updated regulations. The H&S risk 
assessments are more detailed especially in terms 
of Fire Safety and LPG Safety so will take a bit more 
time and consideration but will produce thorough, 
accurate and customised documents. We have also 
taken on board feedback from Environmental Health 
Offi cers to ensure that the risk assessments are 
suffi ciently detailed.   

3. Daily Diary – the new wiro bound Daily Diary 
incorporates all the relevant monitoring checks 
(opening and closing, temperature) into one place. 
Whilst the Safety Management System sets out 
what to do and how to do it, the Daily Diary allows 
you to document, record and evidence how these 
are being done properly. 

4. Additional Resources – We have provided template 
documents that you may fi nd useful.  These are 
an extension to the Daily Diary and include gas 
and electrical safety checklists, allergen matrix 
log, cleaning schedules, suppliers list and many 
more. All the additional resources can be found 
in the additional resources area of the website  
https://www.ncass.org.uk/members-only/safety-
management-system-resources/.

While most of the information outlines key controls that 
everyone must be aware of, we appreciate that not all 
of it will be relevant to your business. You just need to 
focus on the sections of the system that are relevant to 
your business.   

RECOMMENDATIONS FOR USE 

You will receive the new system on renewal of your 
membership.  

We suggest that you work through it chronologically 
and focus on the sections most relevant to you. The 
contents page can help you navigate through the 
sections and can be used as an easy reference guide 
going forward, particularly for staff training or for when 
needed to check information.  

Read through the instructions at the start of the folder 
and start to familiarise yourself with the contents. After 
reading, it’s time to consider:

• Have I put these measures in place? Am I already 
doing this?

• Is there anything else that I need to do? Can I do it 
better? 

Upon renewal of your membership you may decide 
to wait for your new Safety Management System to 
arrive before completing your online risk assessments. 
However, if you are confi dent with your compliance 
responsibilities then you may choose to get a head 
start and head straight to the Members Dashboard to 
complete them. To do this you will need to be clear on 
the types of foods that you will be using and preparing 
as part of your business i.e., ambient, chilled, frozen 
food, and also clear on the processes that you will be 
undertaking. For example, will you be cooking and hot 
holding or cooling and reheating foods? 
 
Suggested order of completion:  

1. Prioritise Food Safety risk assessments – become 
familiar with the contents of risk assessments 
alongside the supporting information in the Food 
Safety section of the SMS.

These risk assessments cover all stages of food 
preparation from collection or delivery of ingredients by 
suppliers, through to service and display of the fi nished 
products, with consideration for ambient/chilled and 
frozen products.
   
You will need to go to the My Units/Premises page of 
the Members Dashboard, to complete them online. 

There you will be able to select the relevant processes 
and food types and then create your fl ow chart in 
the correct order. After considering the questions at 
the start of each process and selecting the relevant 
answers you will be presented with a risk assessment 
table.  Make sure you are familiar with the controls that 
are outlined within these tables and are able to properly 
implement them within your business.     
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Having your Food Safety risk assessments and the 
relevant controls in place contribute greatly to the food 
hygiene rating scheme requirements and could be the 
difference between getting a good hygiene rating or not 
at your next inspection.
  
2. As a member, you must now complete your own 

COSHH assessment. We have made this as easy 
for you as possible by including some typical 
pre populated information. It is recommended 
to review the COSHH section of the Safety 
Management System (Section 3.2, pg 179-187), 
then complete the COSHH assessment via the 
Company Documents page in the Dashboard. 
This is in a new online format that allows you to 
carry out straightforward assessments by reading 
through the statements and selecting ‘Yes’ or ‘No’. 
If you select ‘No’ to the statements then you will be 
required to detail your alternative specifi c controls. 
This produces an assessment for the safe use of 
chemicals that is specifi c to your business and the 
will be added to the Company Documents page on 
your Members Dashboard.

3. Develop the Cleaning Plan – complete the template 
plan which can be found within the Daily Diary. 
Decide whether the simple or detailed cleaning 
plan is appropriate for your business. This will 
detail what should be cleaned, when and how. 
Make sure your staff are familiar with this cleaning 
plan and know how to implement it. There are 
further instructions on how to do this within the 
‘Creating a Cleaning Plan’ section of the Daily Diary. 
Online versions are available at https://www.ncass.
org.uk/members-only/safety-management-system-
resources/.

4. Determine an approach for the Daily Diary – You 
must fi ll in the business details at the beginning of 
the diary and make sure that whoever carries out 
the checks within the business does so properly 
and the Daily Diary is properly maintained and kept 
up to date.    

The initial business information and operational checks 
must be completed before production/trading begins 
(Parts 1 and 2). Once production/trading has begun, 
activities must be checked to confi rm that all reasonable 
actions are being taken to keep all food and people safe.

Part 3 of the Daily Diary explains how to carry out the 
checks and what needs to be recorded every time you 
trade. The new system encourages you to carry out 
opening checks before food preparation/trading starts 
each day. 

This will help to make sure your business can operate 
safely, hygienically and to identify and resolve problems 
early on. The closing checks will help to make sure your 
business is closed down properly and is clean and ready 
for the next trading day.  

A list of suggested opening and closing checks 
have been provided in the Daily Diary with space to 
record any additional or specifi c checks. When they 
are completed, confi rm by clicking the greyed out 
ticks on the left hand side of the Daily Record on the 
corresponding day of the week.  
 
There are two options for recording delivery checks 
for incoming food ingredients. Option 1: Carry out the 
checks listed in the Daily Diary and refl ect everything as 
it should be by ticking the greyed-out boxes alongside 
the statement ‘delivery checks complete’ in the Daily 
Record.

Option 2: If you wish to record specifi c details of every 
delivery check, for example ‘use by date’, temperature 
checks etc., you can use the Delivery Checks Record 
Form, located within this Diary and also available 
to download in the Additional Resources area of 
the NCASS website at https://www.ncass.org.uk/
safetymanagementsystem/resources. 

EHOs will review this diary during routine inspections 
and spot checks, to assess how well you implement the 
Safety Management System.  

You never know when you will need your due diligence, 
and having evidence that you have done all you 
reasonably can to produce safe food and drink will give 
you piece of mind and can protect you if later faced with 
a complaint or allegation of food poisoning.

5. Complete the H&S policy. You must now complete 
your own H&S policy via the Company Documents 
page of the Members Dashboard. This should only 
take a few minutes to complete in order to outline 
your commitment to good Health and Safety 
management. Again, we have tried to make this as 
simple as possible for you by providing a typical pre 
populated policy. You may add and edit it according 
to your requirements and specifi c business needs. 
More information can be found in Section 1.2 of the 
Safety Management System folder. 

6. Select the relevant H&S hazards and work through 
the H&S risk assessments – these can be done one 
at a time online via the My Unit/Premises page, or 
you may fi nd it easier to print and complete them 
manually.  

Each risk assessment is more detailed and requires 
you to read through the statements or controls and 
determine if they are applicable by selecting one of the 
following: YES/NO/N.A.

Use them as a checklist to complete whilst conducting a 
walk through or review of your business. You just need 
to select and complete those hazards that are relevant 
to your business.   

7. Work through the relevant Fire Safety assessments 
– The Fire Safety risk assessments are now broken 
down into a series of different hazard assessments 
which relate to different business set-ups e.g., use 
of LPG in tents/marquees, use of LPG in permanent 
structures, presence of combustible materials in 
vehicles and trailers, use of portable generators in 
gazebos and stalls.   

You just need to select and complete those hazards 
that are relevant to your business. These can be also 
completed online via the My Unit/Premises page, or 
you may fi nd it easier to print them and complete them 
manually. If you need further support selecting the 
relevant risk assessments then you can speak to an 
account manager on 0300 124 6866.

If you need more copies of the additional resources, they 
can be completed online or printed to be completed 
manually from the NCASS website. There are QR codes 
throughout the SMS folder which can be scanned to 
easily access the additional resources available on the 
NCASS website.  

Company Documents and My Units/Premises page – 
don’t forget to upload key documents to these areas of 
the dashboard such as public liability insurance, gas/
electric certifi cates etc. This will help when it comes 
to sharing  this information with event organisers and 
Environmental Health Offi cers etc.  

It is vital to ensure that you take the time to read things, 
understand your responsibilities and get things right in 
order to run a safe and compliant food or drink business.  
We appreciate that this can be a lot to take in and to 
go through and complete. That is why the tools and 
resources are designed to make the process as simple 
as possible for you.

Please don’t forget, we are always here to help 
you along the way so if there are things you don’t 
understand or you require any assistance please don’t 
hesitate to reach out!
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Introducing Vane� a and the 
Guild of Caribbean Cuisine

Hi Vanessa, so can you tell us what 
The Guild of Caribbean Cuisine is 
all about?  

It’s a brand new organisation that 
has teamed up with NCASS to 
push forward Caribbean cuisine, 
chefs and food businesses. The aim 
is to highlight the unique fl avours 
and dishes of the Caribbean, to 
celebrate our chefs and food and to 
create conditions where our cuisine 
can succeed in raising awareness 
and interest in our food culture. To 
increase the viability of Caribbean 
owned food businesses and claim 
our equal place amongst the great 
cuisines of the world. 

Reggae Reggae sauce surely can’t 
be the highpoint of our contribution 
to the UK’s food culture! 

That sounds like a bold plan! How 
did you get involved in forming a 
Guild and why Caribbean food?

I’ve run a CIC for several years 
that promotes Caribbean cultural 
cooking. Working with young 
people and victims of violence and 
abuse, teaching them how to cook, 
bringing them together in a social 
context and celebrating Caribbean 
food. Through this business I came 
across so many amazing chefs 
and caterers, but it felt like they 
had nowhere to go in their career, 
I mean who are our celebrity black 
chefs? 

I just love Caribbean cuisine and 
coming from Jamaican heritage 
I have fi rst-hand knowledge of 
just how beautiful the cuisine 
is. My passion is to share this 
wonderful cuisine with the masses, 
unfortunately I have not seen much 
progression within the sector, no 
support or guidance for businesses 
to grow with the ever moving 
trends.  We recently launched the 
Culture Cooking Restaurant a state 
of the art mobile restaurant, it’s 

a 20ft container with a fabulous 
commercial kitchen inside, it just 
sets the tone of where we envisage 
the future of Caribbean cuisine, 
it defi nitely is a mouthwatering, 
show-stopping piece of kit and we 
are so proud that it’s part of our 
community.   

I contacted NCASS to ask them to 
promote one of my events and they 
ended up providing the CIC with 
hygiene training which could help 
my trainees get into employment. 
Mark and Tom from NCASS also 
came to support my event which 
was really lovely.  

It was through these conversations 
that the idea of elevating Caribbean 
food and businesses started to 
form. This developed organically, 
we got to a point where it was a 
case of put up or shut up – and 
here we are.  

‘‘ The Guild will be a 
great asset to us in 
helping to change and 
educate mindsets in 
regard to Caribbean 
dining in order to 
propel us forward 
and engaging with 
customers who will 
truly appreciate the 
vision that we are 
executing.”

So over several years we’d had 
numerous conversations with 
NCASS – in the end they said, we 
love what you’re looking to do, as 
long as you run it – we will support 
you to do this. We’ll help with the 
standards, hygiene and safety, we 
will also promote Caribbean cuisine 
at Government level to help give 
you a voice and ultimately a seat at 
the table.  

Food is such an important part 
of who we as Caribbean people 
are. In terms of culture, however, 
we haven’t got the boost that 

other cuisines 
have enjoyed 
over the past 
decade. The UK 
food culture is 
stronger since the emergence of 
Korean, Taiwanese or [authentic] 
Mexican food over the past few 
years, for example. At the Guild 
we aim to push and promote the 
best of Caribbean cultural cooking.  
Unfortunately as a culture we tend 
to stick within our comfort zone 
and just cook for each other, not 
venturing out to new audiences. 
The Guild will help on a national 
scale to sway new audiences 
to EAT CARIBBEAN, but we 
appreciate we need to improve 
in a couple of areas, and through 
the Guild with the support from 
NCASS, we will be able to do just 
that.  

The hierarchy of ‘good food’ always 
seemed to be French, Italian and 
then everything else however, 
street food, casual dining and 
other sectors have elevated other 
‘migrant’ cuisines and challenged 
this franco – western centric 
appreciation of food. We want 
Caribbean cuisine to be a part 

of that shift and pivotal in those 
conversations, for Carib chefs 
and businesses to grow their 
businesses and to market their 
offering to a wider audience.    

Have you hit any glass ceilings 
with the project?  

Well that’s always potentially a 
nagging concern, but we need 
to work on the challenges we 
can fi x or infl uence – not fi xate 
on problems we can’t. We need 
to push through that or nothing 
will change. This is something 
I’ve found in initial discussions, 
so many businesses are keen for 
this to happen, but how do you 
take the fi rst step alone? The Guild 
will enable our food businesses to 
confi dently sell a great, authentic 
product and to entice new 
customers because we’ve raised 
the bar together.   

There are inconsistencies that have 
held Caribbean food back, from 
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“Food and drink is 
an international 
vessel for 
bringing people 
together and 
our aim is to 
ensure that our 
dining experience 
is enjoyed by all 
no matter the 
occasion.’’

issues with service to inauthentic 
corner cutting that undermines 
our product. As businesses we 
sometimes miss out on the ‘life 
hacks’ that other businesses adopt 
with relish – for example, the 
number of businesses that still use 
Styrofoam packaging and wonder 
why they get refused for events 
is crazy. Or pouring bottled BBQ 
sauce on chicken and selling it as 
jerk!  If it isn’t cooked in jerk pans – 
it isn’t jerk. There are small tweaks 
and changes that businesses 
could make to vastly improve their 
prospects and profi tability and we 
want to help them on that journey.  

Where do you see the 
opportunities for businesses that 
join up? 

The Guild will underpin the quality 
of the food and increase perceived 
value. In short – we should sell 
more food at better margins. 
Customers will be able to identify 
authentic Caribbean food cooked 
properly and will seek us out. We 
really want to open up the best 
of our food culture to the wider 
population.  

At the moment, Caribbean food is 
predominantly aimed and marketed 
at the Caribbean community.    
We need some way of 
demonstrating what authentic 
food, made properly is. We need a 
way of celebrating our many great 
chefs. We need to protect our food 
culture from appropriation and 

exploitation – and we need to be 
more profi table.  

To do this we need solid baselines 
of ingredients, production 
methods, good service, hygiene, 
professionalism and quality. We 
need a seal of quality that the 
public can recognize. People 
increasingly look for authentic 
experiences – and we want to 
ensure they can get that.   

So how will the Guild work? 

We’re still in the early stages, with 
a formal launch penciled in for 
January 2023. We are currently 
gathering founding members and 
supporters and are looking to have 
a big debate about underlying 
standards with those businesses, 
we will then be able to draw a line 
under what is authentic and move 
forwards. Ultimately we aim to 
have the Guild symbol as a sign of 
authenticity and quality which will 
enable consumers to pick the best 
restaurants and caterers.  

NCASS will help by providing 
systems for us to work to, training 
for staff to improve standards 
and also with the promotion of 
the Guild. The work lobbying for 
independents during Covid was 
incredible and they continue to 
push Government to listen to small 
and micro businesses who need 
it most, not just those that could 
shout the loudest.  

In a cost of living crisis can 
caterers afford two memberships?
 
I’m an NCASS member and I’ve 
made my money back several 
times over thanks to the Booker 
vouchers and residual cashback so 
I don’t see that as a cost. If you use 
the vouchers to buy stock you’ll 
cover both memberships and have 
cash in your pocket when you sell 
the food. NCASS offer monthly 
payments for those concerned 
about cash fl ow. The reality is by 
being a part of the Guild and the 
growth in the sector, businesses 
will gain an increasing number of 
customers and sales.  

Obviously Caribbean – but which 
types of businesses are you 
aimed at?  

We really want to defi ne the 
different aspects of Caribbean 
cuisines and celebrate each one 
for what it is. Some of our food 
makes great street food, some 
would fi t into a bistro / trattoria 
label, we struggle to get our 
fi ne dining recognised as such – 
that’s something we need to fi x, 
and of course community based 
takeaways and function catering. 
We want to elevate each aspect 
of our cuisine and celebrate great 
cooks and chefs.     

How do Caribbean food 
businesses get involved? 

We have an NCASS code for 
people to sign up with that will 
allow them to identify potential 
Guild members, we’ll then get in 
contact with you to talk about 
joining. 

We are looking to support the work 
of the Jamaican Government in 
defi ning their cultural dishes and 
to agree on standards for Jamaican 
cuisine amongst Guild members. 
We’re keen to get the input of UK 
based food businesses in order 
to develop the standards that can 

push our food culture forwards. 
We are also working with NCASS 
and their network of street food 
contacts with a view to opening 
access to Caribbean businesses 
and even to run Caribbean owned 
and operated events.  

Join up, spread the word – spread 
the love! Become a founding 
member and help to defi ne the 
future of Caribbean cuisine in the 
UK for years to come. 

Raising the Bar 

Adian and Eloise opened ‘Adian’s’ 
a modern Caribbean restaurant 
with a vision to combine their 
great passions – food and art.  To 
showcase Caribbean food in a 
way that has yet to be seen in 
Birmingham, a city that is full of so 
much diversity. Pushing boundaries 
and fusing together fl avours that 
not only work harmoniously but are 
also presented in a ‘show-stopping’ 
manner.  

“Food and drink is an international 
vessel for bringing people together 
and our aim is to ensure that our 
dining experience is enjoyed by all 
no matter the occasion. The Guild 
will give us the opportunity to 
broaden our customer base and get 
more people trying our food. 
Our cuisine has not always had 
the opportunity to shine, or a level 
playing fi eld.    

The Guild will be a great asset to us 
in helping to change and educate 
mindsets in regard to Caribbean 
dining in order to propel us forward 
and engaging with customers who 
will truly appreciate the vision that 
we are executing.” 

if you would like to 
attend or dial into 
the guild meetings in 
january 2023 email 
mark@ncass.org.uk.

Follow their 
journey:

@adiansdiningexperience
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The Foodie Shack has been populating 
the Isle of Mull with their fabulous and 
quite frankly, irresistible woodfi red 
pizza for a couple of years now. They 
are passionate about the product and 
personable with people, valuing the 
‘human touch’ that they believe has 
helped them on the path to success that 
currently fi nds them working non-stop, 
six days a week during the summer but 
still actually enjoying the endeavour! 

The 
Foodie 
Shack 

We sat down with them to fi nd out their story and 
ask – why hospitality?

For proprietors Donna and Ed, running a hospitality 
business is a far cry from both of their respective 
careers and working worlds, but it offered them the 
freedom they sought and let them explore one of life’s 
greatest passions – pizza! 

As Donna states: “We were both living in Suffolk where 
I was working in publishing as I have done since I was 
19 and my husband Ed was in the army. When we 
decided that Ed was going to get out of the army after 
doing his 21 years, he was being medically discharged 
for PTSD due to trauma that happened in Afghanistan 
in 2009 – where he earnt a Military Cross in award for 
his bravery. So we were looking to relocate, to have a 
slower pace of life that our children could thrive in. I 
already had family over here and we saw potential for 
this kind of business to work – if you were prepared to 
work hard.”

After going to the offi ce Donna used to work at 
in Oxford, seeing and sampling some of the best 
street food on offer, inspiration struck and the couple 
thought they could bring that homely vibe and quality 
homemade food to Mull – offering something different. 
Having considered their options with the relocation, and 
with the nature of Ed’s PTSD, they felt having their own 
venture, owning their own business was the way to go. 

So the slower pace of life, the love of pizza and freedom 
in the oven were driving factors in the birth of The 
Foodie Shack. Add to that mix the desire to provide 
fi nancial security and a meaningful future for their 
young daughter who suffers from autism, and you 
really get the full slice. The Foodie Shack is much more 
than artisan pizza baked in the undeniable allure of the 
woodfi re oven – it is family, it is freedom, it is friendship, 
it is a beautiful example of the possibilities within 
running your own business. 

Simply put, Donna and Ed asked themselves: “What can 
we do to thrive in the area we want to move to and to 
build something for the future for our family?” and The 
Foodie Shack was born.

The venture become a whole lot more offi cial in 
November 2019 when they bought their pizza truck and 
got to practising. They make no pretence about needing 
a lot of practice, and have always injected this degree 
of transparency into their business. When asked what 
advice they’d give to themselves before starting the 
venture, they state: “don’t rush it – take your time. We 
so enjoy the process now, whereas at the beginning 
we were putting so much pressure on ourselves to get 
it right. If we’d have taken our time and enjoyed the 
process, we would have relaxed into it more.”

This transparency has become a key factor in their 
success, they are confi dent enough to admit where 
they’ve made mistakes before which is endearing and 
puts across a genuine sincerity that customers respect 
and relate to. This personable approach creates a 
strong and lasting relationship between customer 
and business, it’s the difference between a human 
interaction and a business transaction. As Donna puts it:

“Sometimes you can fi nish a trading session and feel 
like you’ve just sort of counselled each other through so 
much stuff. The conversations that happen at The Shack 
are just one of those things that I do that makes the 
experience different. I don’t ever remember going to any 
business where someone has spoken to us the way that 
we talk to other people. And some people have opened 
up about really honest things, you know, sharing their 
mental health issues with us. Even admitting you 
haven’t had a great day yourself just humanises the fact 
that the world has been a really crappy place for a lot 
of people for the past couple of years. And sometimes 
you might just need that stranger making a pizza to ask 
if you’re okay.”

After humble beginnings in November 2019, The 
Foodie Shack was shifting gears and getting a roll on 
when progress was ground to a halt indefi nitely by the 
noose of Covid. Something of a make or break moment 
for a lot of businesses that saw the hospitality industry 
suffer massively. Donna and Ed decided that although 
they couldn’t trade, it didn’t mean they couldn’t build 
the business up and keep generating excitement around 
the Shack. So that’s just what they did – utilising social 
media, they kept engagement up and decided to use 
the time to share their journey with everyone, bringing 
the background and origin story of The Foodie Shack 
to life. Through this, they were able to convey exactly 
how much the business meant to them alongside being 
conscious of the restrictions impinging everyone’s lives, 
they just wanted to give people something to look 
forward to once lockdowns were lifted. I mean, who 
doesn’t look forward to pizza?!

They recall catering their fi rst post-lockdown event 
which happened to be a friend’s wedding, where they 
saw just how much joy a piece of pizza was bringing 
to people – and felt providing this was the best feeling 
in the world! Affi rmations come in all different shapes 
and guises, but this was certainly a positive one for 
The Foodie Shack and felt huge after all the uncertainty 
posed by Covid: “It was really special to see the amount 
of joy that came from something so simple – from what 
is really just a bit of dough with cheese and tomato on!”

“No one else was doing it 
in Mull – why don’t we 
give it a go and make the 
pizza that we like!”
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Things seemed to be on the up 
from that moment, a collective 
relief rippling through the world, 
smiles on faces (masked or not) 
and high demand in Mull for their 
ever-more popular pizza. Donna 
and Ed are nonchalant in reference 
to their prior lack of experience in 
the industry, and quickly found out 
just how much pressure is involved 
– they comically liken this pressure 
to feeling like that which you might 
expect a brain surgeon to wrangle 
with, but have never shied away 
from the challenge. 

The challenge took on a whole 
different meaning when Donna 
and Ed sadly became victims of a 
trading unit scam. Having decided 
to invest in a custom made unit 
complete with everything they’d 
need to take The Foodie Shack to 
the next level and really maximise 
the business potential, they found a 
company who specialise in just that. 

Unfortunately for them, and as it 
turned out some forty-odd other 
aspirational caterers, this company 
were only interested in defrauding 
people out of lucrative deposits. 
They had been diligent with their 
search, mindful of how many 
scammers are out there, ready 
to prey on innocent people and 
their hard-earned money: “We did 
some research and found what 
we thought was a great company 
based in Leeds, we did all our 
homework – all the reviews were 
great, website was professional, 
they had social media reviews, 
everyone was talking about how 
brilliant he was.” 

So Donna and Ed spoke to this 
company, were impressed with 
his convivial demeanour and 
when he explained how he’d need 
half of the total cost upfront as a 
deposit – about £16,000 – they 
thought that a legitimate request. 
A contract was drawn up, photos 
and videos updating them on 
progress regularly being sent over 
– a professional operation it would 
seem. 

To fulfi l their custom-unit dream, 
they would need to take their own 
pizza oven down to be fi tted as 
part of the build process. Having 
initiated proceedings in September, 
this arrangement was set for 
January. This is where alarm bells 
started to ring – after sending over 
the deposit in good faith, messages 
became much fewer. To the point 
where Ed was having to constantly 
chase up progress when previously 
it had been provided freely, and the 
progress they did receive was tales 
of trouble sourcing the vehicle that 
would become their custom unit. 

“Around this time, we went down 
to the street food live show and 
spoke to a supplier there who were 
also saying they were fi nding it 
really hard to fi nd vehicles for this 
purpose. It seemed really plausible 
so we thought okay, it must be fi ne. 
And then more time went by and 
still no vehicle progress update so 
clearly it wasn’t going to be ready 
in January – it’s going to be pushed 
back.”

January came and sure enough it 
was pushed back – with COVID 
cited as the cause of having 
to shut the business for a few 
weeks. Donna and Ed continued 
communicating with him and were 
informed a few weeks later that a 
truck had been found and things 
could fi nally proceed. A date was 
arranged for Ed to transport the 
pizza oven, but COVID then came 
down on Donna and Ed, postponing 
things further. 

Finally the day came and Ed 
travelled over, with the pizza 
oven, to fi nd no-one waiting for 
him. In fact, it turned out due to 
the conduct of the company and 
repeated instances of people 
turning up to the premises very 
angrily as a result of such conduct, 
the company had been kicked out 
of the premises. The scammer 
had been lying to them all along, 
saying he would be there when 
he had in fact put his business into 
liquidation. 

fraud had accrued 
the company around 
£900,000 and the 
owner (with the 
money) had vanished.

Donna recalls “I got the phone call from Ed. He went 
on his own and he called me and he was crying and he 
just said ‘Don, we lost 16 grand.’ My immediate thought 
was like, he’s on his own. And now it’s another thing 
that he feels responsible for, that he’s dealing with by 
himself and I just needed to get him safely back here 
because that was a long trip for him to do alone.”

After many conversations with the bank and the police, 
as well as fi nding and connecting with many other 
individuals who had become victims of this elaborate 
scam, it was stipulated that in total the fraud had 
accrued the company around £900,000 and the owner 
(with the money) had vanished.

Talk about a challenge – but as they say, adversity 
shapes character, and The Foodie Shack weren’t about 
to roll over: “There was just a fi ght within that was like, 
we’re not going to let one thing take this away from us 
after everything we have done. We’ve moved our family 
650 miles north to settle here and for a better life. 
We’re gonna smash it.” 

And smash it, they have. “We’ve had the best year 
since, we really have. We put the hours in and 
absolutely it was really, really hard. And my body felt so 
broken by the end of the season. But we did it because 
while okay he might be able to take the money, he’s not 
taking the future of what we want The Foodie Shack 
to be, you know that the ability for our daughter, that 
different quality of life for us.”

They remark how as an experience it really does make 
the effort all the more worthwhile, to come through 
something like that and be able to succeed really is a 
testament to the work ethic that’s got them so far. As 
much as this tale serves as a hospitality horror story to 
the dangers out there and how diffi cult the situation can 
get, it should also be inferred as a tale of inspiration, of 
perseverance and drive.

Speaking of drive, one of the biggest events to take 
place in Mull is the annual car racing rally that draws 
people from all over Europe, and signifi es the end of 
the peak season. It is considered something of “a fi nal 
hurrah” for a lot of pubs, restaurants and streateries 
ahead of the cold winter closed-season.

Having tended it in collaboration with some hot-dog 
wielding friends last year, The Foodie Shack took to 
the track solo this year and the experience in their 
own words was “incredible, absolutely busting - 
despite awful weather! We sponsored two cars who 
unfortunately both crashed out – no one was hurt, but a 
great thing to get involved in. We sold out all three days 
we were there – and took a well-earned two weeks off 
after!”

Those two weeks provided some much needed respite 
after what feels like completing their own rally of sorts. 
Certainly not a straightforward course, they have dug 

deep when needed, found extra gears and sped away 
impressively, largely due to championing a pragmatic 
and transparent approach. It’s so much more than some 
cheesy tomato dough, it’s that human connection and 
genuine care that you get with The Foodie Shack and 
that, the Isle of Mull is lucky to host.

So, looping back to the start of this piece and 
considering that question we posed of ‘why hospitality?’ 
Donna and Ed underline the “freedom it has afforded us, 
we’ve had some customers remark we have the “best 
pizza this side of Italy” – receiving a comment like that is 
so rewarding, it’s such a wholesome, amazing moment 
that really gratifi es the whole situation.”

Moments like that make the whole journey so 
worthwhile – at its core Donna and Ed love making 
pizza, and seeing people enjoy their pizza brings exactly 
that - joy. It’s that simple.

Follow their 
journey:

www.thefoodieshack.co.uk

@thefoodieshackfollowers

The Foodie Shack
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In our last issue, Andrew James of The Catering Accounting Company discussed how to plan for 
success in 2023. In his article, Andrew discussed the importance of breaking down plans for the 
future into three manageable steps; goal setting, refl ecting on 2022 and planning for 2023. To 

further the effi cacy of planning for 2023, we have curated 10 questions to ask yourself at the end 
of 2022. These questions will highlight where your business succeeded, where your business can 
improve and help you to identify what you want for your 2023.

10questions
for 2022

40 www.ncass.org.ukNCASS Members receive a 20% discount with TCAC - ncass.org.uk/rewards

Money is a tough subject because not 
everyone is skilled in fi nances, but you can 
get your head around it using common 
sense and support from an adviser – 

outsource the bits of your business that you fi nd 
challenging. Choosing the right accountant is 
important and the relationship with your accountant 
is key; you must fi nd someone who you can work 
with who provides information on a level that you 
understand and can put into practice.

Not everyone uses an accountancy fi rm and the 
biggest barriers to doing so are cost and potentially 
fear, however, accountancy has changed. Gone are the 
days of over-formality - it is much more human now 
and importantly, it’s about the relationship you build 
with your accountant. 

A good accountant makes you feel confi dent. They 
can take away the fear of numbers and give you 
down to earth explanation of unfamiliar terminology. 
It makes sense to work with someone who is an 
expert, especially when you don’t fi nd this part of 
your business the easiest. They can help you keep 
your fi nances up to date, fi nd out costs that you’re not 

claiming for, making sure that you are working within 
the law and everything in-between.

Not everyone uses online software to support them 
in managing their money. There is a cost associated 
with accountancy software, but the cost will be 
outweighed by the benefi ts. QuickBooks for example 
will enable you to see your fi nancial results on a 
regular basis, enabling you to see the progress your 
business is making throughout the year on a month-
by-month basis. 

When businesses use online software, it allows 
meetings with your accountant to be much more 
valuable as they can make the appropriate suggestions 
when they can see all your fi gures in one place.
 
As well as month to month reporting, accounting 
software will ensure that your year-end accounts are 
prepared quicker and more seamlessly and because 
there are apps that tie in with your software, your bank 
will always be balanced, expenses easily accounted 
for and your tax will be correct. You can also link this 
software with your EPOS system which makes looking 
after your fi nances even simpler.  

Not everyone likes looking at facts and fi gures and that’s why we asked Andrew 
James from The Catering Accounting Company to speak to us about how best to 
tackle the M word. You will have seen Andrew giving invaluable advice through 
our webinars over the past year which has helped many of our members. Here, 
Andrew talks about why looking at money is diffi cult for businesses and how to 

best look after the fi nancial health of your business. 

This may seem like a broad, open ended question but success 
need not solely be defi ned by fi nancial gain. Undeniably, 
you need to make enough money to at least break even, pay 
your staff and purchase your supplies and Andrew’s article 
in Issue 47 details how to curate this fi nancial information. 
However, there are different measures of success and once 
you have reviewed your fi nancial successes, there may be 
other successes that you achieved that you want to carry 
forward to next year. This type of success is still a win for 
your business but may not be categorised under the same 
umbrella term; so defi ne what success means to you and your 
business. Did you host/attend different events than previous 
years? If so, can this venture into the unknown be seen as a 
successful attempt to try something different? Did you focus 
on increasing your branding across social media? If so, can an 
increase in followers across multiple platforms be seen as a 
success? Were new additions to your menu well received by 
customers? Has this precipitated an increase in online reviews 
and your overall online presence? ‘Success’ has a broad 
defi nition and it is benefi cial to have an idea of what it can 
look like for your business so that you can celebrate and reap 
the gains for the year ahead. 

2.  How often did I achieve this success?

Now that you have your personalised defi nition of success, 
how often did you achieve this? Regardless of whether you 
are a mobile or bricks and mortar business, it is integral 
that you identify the moments in which you achieved this 
success. Did you cater at a new festival that expanded your 

audience? Did you host an open mic night at your café that 
enticed customers during typically quieter months? As well 
as reviewing your whole year, any deviations from your 
normal day-to-day service should be reviewed to determine 
their merit. As mentioned, this could be a fi nancial success 
or a success in other areas, nevertheless, did the benefi ts 
warrant the effort input? Is it worth replicating these or would 
something different better align with your goals? Taking stock 
of what elevated your business will help you to determine 
what you should aim to repeat next year.

3.  How did my staff perform throughout 
the year?

Reliable staff are an integral part of your business. A 
strong team is not determined by numbers but by their 
approachability, competency and ability to share your vision 
and convey this to customers. Were you staff able to do this? 
If so, what support or training can be given to maintain it in 
2023? If not, be specifi c in the areas in which you need more 
from your staff and train them accordingly. Being part of 
an independent businesses’ vision is an appealing element 
of working in the industry for many. Utilise this and make 
sure your staff know the importance of their role and its 
signifi cance to the business as a whole. Taking the time to 
make sure that your staff feel valued will help with your staff 
retention and enable you to keep experienced, well-trained 
and reliable staff at the heart of your business. 

1. What is my defi nition of success?

4.  What am I most proud from the past 
year?

There is a notable difference between pride and success. 
Whilst success can arguably be more tangible and 
quantifi able than pride, it is still important to pat yourself on 
the back and take stock of what evoked a feeling of pride in 
yourself, your team and your business. Write a list of things 
that you achieved in 2022. Once you have written this list, 
refl ect on which achievements made you feel proud. It could 
be an unexpected challenge that you overcame, reaching out 
to another independent business to build a relationship or not 
taking no for an answer in the face of adversity. Whatever it 
is, can you replicate it for 2023 and evoke a similar sense of 
pride? Can that pride inducing moment from 2022 become a 
lesson for the direction of your business in 2023? Focus on 
what made you proud and continue to guide your business in 
that direction.

5.  What didn’t go well?

Failure is as much a part of life as success. However, with the 
right retrospective approach, we can gain valuable insight 
from our failures and use this knowledge to precipitate further 
success. In business, mistakes can be crucial lessons that 
enable growth. Certain failures may have been completely 
out of your control, nevertheless they can help to solidify your 
resilience, humility and fl exibility. Failure can highlight specifi c 
areas for development and improvement and direct your 
focus for change. The point of this question isn’t to attribute 
blame to a specifi c individual or incident, but to see what 
can be learnt from that situation for the betterment of your 
businesses’ future. With this in mind, remember that there 
is such a things as a good mistake; that is to say those made 
through strong, educated decisions. They may not have had 
the desired end result, nevertheless you can still apply the 
strong foundational knowledge that you acquired to future 
actions.   

6.  What was the biggest risk that I 
took this year and did it pay off?

Starting your own business is, in and of itself, a risk; 
nevertheless it is a worthwhile risk. Take this approach with 
other risks that you took in 2022. Were they worth it and did 
they benefi t your business? If not, you know not to repeat it in 
2023. However, if they were, can it become a staple of your 
business model? Recognising which risks paid off and which 
didn’t can facilitate the growth of your business. Pushing 
yourself out of your comfort zone will not always pay off, 
but identifying the instances in which you have done so and 
succeeded, will enhance your confi dence in your own ability 
and bolster your aspirations for your business.  

7.  How would I like my business 
to grow in 2023?
Just like success, business growth can mean different things 
to different people. In a similar way to which you defi ned 
your own success, take the time to defi ne what growth looks 
like for your business. Do you want to cater more festivals? 
Or host more monthly events? Do you want to reach a new 
demographic and expand your brand into that market? Do 
you want to open a new premises? Many businesses think of 
growth only in terms of increased sales and this is a perfectly 

warranted outlook. However, it is also important to focus on 
how to maintain high standards, improve your product/service, 
expand your customer base and the area in which you trade. 
Do you want to diversify your menu items and offer delivery 
or collection options? Or create strong relationships with other 
independents to increase your following through access to 
new audiences? By picking specifi c areas for growth you can 
ensure focus and effort is put into the correct areas of your 
business. 

8.  What 3 words would I use to 
summarise 2022?

Be specifi c. A lot can happen in a year and it can be easy to 
get bogged down by one incredibly stressful week or month. 
By summarising your year in 3 words you force yourself to put 
things in perspective and look at your year as a whole. Was 
that one bad week or month indicative of everything that you 
achieved? Or was it actually a small blip in a year of ‘growth, 
turbulence and diversifi cation?’ Once you have summarised 
your year, chose three words to defi ne your 2023. These need 
not be set in stone, but they will be a direct refl ection of your 
previous year and will emphasise the connection between 
previous accomplishments and future successes. 

9.  Are my accomplishments of 2022 and 
goals for 2023 still aligned with my 
business values?

Everything that you do should be in line with your business 
values. These are the values that you live every day, every 
time you open up and every time you serve a customer. 
Nevertheless, it can be easy to get swept away by the tide 
and lose focus. Taking the time to celebrate your successes, 
whilst also gauging whether they align with your business 
values, can enable the evolution of those values or encourage 
you to take a step back and check if you are happy with the 
direction of your business. Similarly, are your goals for 2023 
aligned with what you want for your business? If an unyielding 
business value is that you will never compromise on the 
quality of your ingredients, then setting a goal to seek out a 
cheaper supplier might not be conducive to that goal. Your 
values and goals are not mutually exclusive and a synergistic 
view of the two can prove to be mutually benefi cial. 

10.  Has 2022 bought me closer to 
achieving my goals?

Remember to have perspective. 2022 was not a standalone 
year in the life of your business; it will have had a notable 
impact. Did your triumphs bring you closer to achieving your 
business goals? Did certain diffi culties move you further 
away? Goals do not necessarily have an end point when 
you own your own business. There are always new areas 
for growth and there may not necessarily be one single end 
goal, end fi gure or end event that you are trying to reach. 
Nevertheless, each year is a part of your business’ journey and 
should not be dismissed as ‘just another year.’ Instead, was 
this the year that bought you closer to being able to expand 
your business? Was this the year that moved the goalposts, 
but has now boosted your determination? Taking stock of 
the year’s impact on your goals stops you from simply ‘going 
through the motions’ and ensures an active, concerted effort 
for the year ahead.
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We put some quick-fi re questions 
to NCASS Product Owner, Scott 
Hughes, who joined the tech team 
in early 2022. 

Scott, what does your role entail on a day-to-day 
basis? 

Mainly looking after the updates to the members’ control 
panel / dashboard. This includes management of the 
backlog and planning and development process, and 
then the testing and demoing of new features. We’ve 
got plenty of big ones on the way so stay tuned!
 
What’s your favourite thing about working at NCASS? 

There is very much a relaxed atmosphere and a sense 
of freedom, which ultimately comes from trust (which 
is always nice to have)! So, it’s a nicely autonomous 
working environment where everyone can truly be 
themselves. Oh, and occasionally we listen to the cricket 
in the offi ce. 
 
Tell us about the best street food you’ve ever tasted? 

In Budapest there is a place called Karaván, a street 
food courtyard just next to their famous Szimpla ruin 
pub. Everything there is superb and there’s a great vibe 
too. 
 
What’s your signature dish to cook at home? 

I make a proper authentic ragù which tastes sensational 
if I say so myself, which is great with pappardelle or in 
a lasagne. I also do a wicked slow-cooked salmon and 
cucumber risotto! 
 
Pineapple on pizza…yay or nay? 

Defi nite yay. In fact, the staunch dislike for it genuinely 

irritates me; it’s almost become blindly fashionable. It’s 
a holy communion, fl avour and texture-wise, as far as 
I’m concerned. Jalapeño and pineapple is an underrated 
combo on pizza too.

Spicy or not spicy? 

Depends, if I’m dining out or not. At restaurants I tend 
to favour milder dishes, whereas at home I’m more 
adventurous. In fact, I had a phaal again recently... 

Favourite celebrity chef? 

Probably Ainsley Harriott. He’s just entertainment isn’t 
he and I love his energy. Then for something completely 
different I’d say check out ‘Nat’s What I Reckon’ on 
YouTube. 

Coffee or tea? 

Tea: white (fairly strong), one sugar. I do like an iced 
hazelnut coffee though in hotter weather. 

What do you get up to in your spare time? 

I love football (Brentford), and cricket, which I watch 
when I can. I’m a big music fan; love most genres and 
own a few instruments. I’m also a bit of a gamer (Elden 
Ring being a highlight this year). Ultimately though my 
favourite thing to do is cuddle up with my partner Vicki 
and chill with our cat in front of the TV - Black Mirror, 
This is Us, House of the Dragon, and The Offi ce (US) to 
name a few we’ve watched this year.

Favourite independent restaurant or bar?  

Restaurant-wise I’d probably say Thai Legend or Jimmy 
Pickles (both in Pershore), as they are family haunts 
and have some great memories attached. Bar-wise 
there used to be a pub called the Brandy Cask (also in 
Pershore) - a truly unique atmosphere with homemade 
beer and cider, all of which was delicious. It had a 
gorgeous garden that backed onto the River Avon, and 
quite simply the funniest toilets of all time. RIP. 

And since ‘tis the season have you got any 
Christmas traditions?

It’s all standard tradition really in terms of decorations, 
celebrations, food etc. but in terms of festive fi lms 
or TV there are a few that I can’t do without. It’s a 
Wonderful Life, Gremlins, Love Actually, Die Hard, 
The Muppets Christmas Carol and then the Christmas 
specials for both the original The Offi ce and The League 
of Gentlemen. My Christmas tipple of choice (that I 
wouldn’t traditionally drink any other time of year) is 
Baileys; that goes hand in hand with any of those fi lms! 

We’ve got to ask then; what’s your all-time favourite 
Christmas fi lm?

Objectively I’d say It’s a Wonderful Life; it’s the 
quintessential choice. But The Muppets Christmas Carol 
and Love Actually are my two personal favourites. 

Meet 
the
ScOtT HuGhEs
Team

Up to 6% 
cashback 
when you 
shop at 
Nisbets

This deal excludes the following brands: Classeq / Winterhalter, 
Rational, Falcon, Williams, Fosters, Blue Seal and Samsung.

“Nisbets is the caterers 
choice, it’s possibly the best 
website for everything with the 
best service also! It’s very reliable, 
next day delivery pretty much always.
You know you’re in good hands with 
them :)”

Ranv’s Rasoi

Find out more and sign up 
at www.ncass.org.uk/rewards

MEMBER EXCLUSIVE 
CASHBACK DEAL
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Hi Lester thanks for 
speaking with us today, 
fi rstly can you tell us 
how Trailblazer began?

Trailblazer started off accidentally – 
I got involved in a local church that 
camp every year on the coast and 
I helped on the midweek barbecue 
on the beach, unfortunately it was 
just a total disaster. Burgers burnt 
on the outside and raw on the 
inside, the rising tide starting to 
surround the BBQ and darkness 
descending – it was just mayhem!
So, I decided then to build a trailer 
with a barbecue that I took along 
to the next camp and gave to the 
group. We hooked it up to a car, got 
it going and straight away people 
were intrigued, asking me where 
I had got it from and where they 
could get one.

It was only a year afterwards, when 
I was on holiday that I realised 
there’s actually a massive gap in 
the market here. I spent the rest of 
my holiday designing the fi rst ever 
Trailblazer, got home and started 

building work with a guy who had 
a bit of an engineering operation 
-  we just worked together and 
built the fi rst ever Trailblazer as you 
know it. 

People then started asking if they’d 
be able to get one, so I decided to 
build fi ve of them. And I sold all 
fi ve. From that moment we felt 
there was a lot of potential for 
Trailblazer and that’s really where 
we started. That was 10 years ago! 

How important is it to you to 
keep striving for that innovation, 
constantly developing 
the product?

Since the beginning, we have 
never stopped innovating and 
developing, we now have seven 
different models and full range 
of accessories. For example, the 
fi re tunnel which really is a pizza 
conversion that’s compatible for the 
entire commercial range, paper roll 
holders and a full range of hand 
sanitation stations – so always at 
the heart of our business 
is innovation. 

We are always looking to develop 
the product and what it can offer. 
What makes up a Trailblazer is 
pretty set, it’s a mobile charcoal 
barbecuing unit with an eye-
catching aesthetic, instant heat 
control and a huge capacity for the 
operator to cook large amounts 
of food without compromise. The 
innovations and tweaks are always 
about how can we enhance aspects 
of it, and to do this, we’re always 
listening to what our customers 
tell us.

Consumers eat with their eyes 
fi rst, so as well as ensuring you 
get great grilling every time, 
we’ve put an immense amount 
of theatre into these machines. 
The iconic gull wing doors open 
to reveal the authentic live fi re 
cooking experience, and creates 
sheer excitement for bystanders. 
These are a real centerpiece and it’s 
always on our minds as to how we 
can take it to the next level.

We have our main machine which 
is the Grillmaster 600S and now 

Blazing the trail at an industrial scale, faultless 
barbecuing has seen Trailblazer BBQ go from humble 
beginnings serving camping outings in Ireland to 
commanding global sales. True to the name, their 
innovative product has gone down a storm with 
caterers and barbecuing enthusiasts alike. We spoke 
with Managing Director and founder Lester Manley to 
chart their journey so far:

Trailblazerbbq 

Advertorial “We’ve had people 
come back who’d 
bought two units and 
tell us that after 
just two weeks, both 
machines had paid for 
themselves, which is 
just incredible.”

we have the Streetmaster 600, 
specifi cally designed to be the 
ultimate 4-in-1 street food trailer.

As well as boasting the heroic 600 
burger per hour grill, this trailer 
also has a rear multifunctional 
smoking chamber. Traders can use 
this 8 rack vertical smoker to smoke 
produce, as a designated hold hot 
chamber or as a pre cooker. This 
came about really as a lot of our 
customers asked us to install a 
smoker but from market research 
we knew that a smoker on its own 
is not very attractive commercially. 
You’ve got so much pre-prep with 
it and it’s not quick at turning food 
around. We interpreted this as 
what they were actually asking 
for was another device that could 
broaden the range of food they 
can cook and offer, so the smoker 
we implemented acts as a pre-

cooker that enables users to cook 
more and get more out of their 
Trailblazer.

For someone looking to start a 
mobile food business, how would 
they know that a Trailblazer is the 
right product for them?

Honestly, the biggest challenge 
that we have with these machines 
a lot of the time is that they provide 
such an incredibly fast return 
on investment, that it’s hard for 
people to believe. The interest 
in the product is always there, 
it’s just about having the trust 
as a customer to invest with the 
company. I think some people can 
be quite dubious about the product 
and feel that it’s maybe ‘too good 
to be true’, because on face value 
it does sound like that. It’s a 
strange position to be in, where the 
feedback we get is so positive all 
the time, that I can see how from 
the outside people might fi nd it 
questionable. But we’ve always 
been transparent about what we 
are and what we do and that does 
translate with people. 

We’ve had people come back 
who’d bought two units and tell 
us that after just two weeks, both 
machines had paid for themselves, 
which is just incredible. We always 
say to people to just look at the 

testimonials and you’ll see; it 
always amazes us really some of 
the feedback we get and how fast 
people have recouped the money 
they’ve invested in the product. 

Finally, can you take us through 
the Trailblazer plans for 2023?

2023 looks good. We’re in 
production with the PICO which we 
think is going to be a biggie when 
the world catches on about it. 
It just continues to amaze me, 
how the world has been fl ooded 
by cheap and nasty disposable 
barbecues. This is something we 
should have moved past long ago, 
yet they’re still hugely popular –but 
they provide a massive disservice 
to charcoal, grilling and to 
the environment. 

We’ve created a miniaturised 
version of our big commercial 
machines: The PICO is a 
multifunctional, portable tabletop 
charcoal BBQ which is a fully-
fl edged Trailblazer and is our fi rst 
entry into the consumer market at 
a very low, sub £300 price point.
On the commercial side, 2023 will 
see us expand our global reach. 
We have seen a heighted interest 
rate from the US and Spain so 
these will be two key areas we 
expect to zone in on 
throughout 2023.  

Also, due to the popularity of our 
600 Streetmaster, we will be 
launching a brand-new Trailblazer, 
the 1200 Streetmaster early 2023. 
So, watch this space!

Trailblazerbbq 

The original Trailblazer BBQ

Follow their 
journey:

www.trailblazerbbq.com

Advertorial
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TM

£300-499.99 - 3% cashback
£500-799.99 - 5% cashback
£800+            - 6% cashback

Don’t miss out on your cashback!
All NCASS members can earn up to 6% 
cashback on purchases of 13kg (excluding patio 
gas), 19kg or 47kg propane bottles*

It’s simple – the more you spend on gas within a 
qualifying period*, the more cashback you’ll receive. 

Visit www.NCASS.co.uk/Calor for details 
on how to sign up and start earning 
cashback.

Already signed up? 
The current cashback period ends at midnight on the 
31st December 2022, so if you buy your Calor gas bottles from 
a retailer other than Calor directly e.g. garden centre, hardware store, 
then you need to upload your receipts via the Member Dashboard by 
the deadline. 

If you have an account with Calor Gas directly and receive a Calor 
invoice when you purchase your gas, you will not be required to do 

For more details on the cashback scheme please visit 
www.ncass.org.uk/rewards

*Terms and conditions: Offer is only available for members of The Nationwide Caterers 
Association. Cashback is available on any 13kg (excludes Patio gas), 19kg or 47kg Calor Propane 

gas bottles purchased directly from Calor or via a Calor authorised independent retailer/dealer. 
All purchases must be made during the qualifying periods, with members eligible to claim their 

cashback in two separate periods from 1st January – 30th June (receipt submission deadline 
30th June 2022) and from 1st July – 31st December (receipt submission deadline 31st December 

2022). 

 Would you like to showcase your business?

If you’ve earnt cashback in either period in 2022 and you’d like to feature in 
a Calor case study, get in touch. We’d love to hear how you’re spending your 

cashback and this is a great opportunity for you to promote your business! 

• How the cashback is helping your business
• What you use LPG for 
• What you’ve spent your cashback on
• Your feedback on the cashback scheme
• The future of your business 

We’re keen to learn:

If you’d be up for taking part, get in touch with the 
Calor team by emailing NCASS@calor.co.uk



58 59www.ncass.org.uk Catering Quarterly

The NCASS Directory
 Please Remember:

• Quote NCASS when contacting the supplier
• NCASS cannot be held liable for any advice or workmanship
• Let us know your experiences of using these suppliers (good 

and bad) email suppliers@ncass.org.uk

Amobox

Tel: 01206230646
Contact: Matthew Amodio
Email: info@amobox.com
Website: www.amobox.com

ncass.org.uk/rewards

Teal Patents Ltd

Tel: 0121 770 0593
Contact: Chris Whieldon
Email: Chris@tealwash.com
Website: www.tealwash.com
Offers: Portable hand wash units

The Catering Accounting 
Company

Tel: 0121 706 8585
Contact: Andrew James
Email: info@catering-accounting.co.uk
Website: www.catering-accounting.
co.uk
Offers: NCASS Members receive a 
20% discount

Revival Trailers

Tel: 01384 936073
Contact: Richard Spratley
Website: www.revivaltrailers.
com
Address: Revival Trailers 
Ltd, Unit D1A, Cradley 
Enterprise Centre, Maypole 
Fields, Cradley Heath, West 
Midlands, B63 2QB

Suppliers

Gas Engineers

East Anglia East Midlands

Derbyshire Gas Solutions
Name: Shane Hall
Gas Safe No. 562193
Covers: Sheffi eld, Derbyshire, Nottingham, 
Doncaster, Stoke, Walsall, Birmingham & 
Stockport. 
Contact: shane@derbyshiregas.co.uk
07847858767

Bm Heating & Plumbing Ltd
Name: Benjamin Mathews
Gas Safe No: 5309710
Covers: SL, RG & HP Postcodes
Contact: bmplumbingservices@hotmail.com
07904203382

Metropolitan Technical Solutions
Name: Dean Pearson
Gas Safe No: 532331
Covers: East england: PE,SG, CM, SS, CO, 
IP, NR South east england: RG, GU, ME, 
CT,  TN, BN, PO, SO, London area: SL, TW, 
KT, CR, BR, DA, RM, SM IG, EN, AL, WD, 
HA, UB.
Contact: www.
metropolitantechnicalsolutions.co.uk 
01708 450330 Bog Standard Plumbing, Heating and 

Gas
Name: Ronnie McGrory
Gas Safe No. 575163
Covers: WV, B, DY & WR
Contact: info@bogstandardplumbing.co.uk 
03301132248

Universal Gas
Name: Neville Johnny
Gas Safe No: 576212 
Covers: All of London, Brighton Region and 
London side of Kent.
Contact: 0208 691 6244
neville@universalgas.london

Safefl ow Commercial & Mobile Catering
Name: Hungria Ventura
Gas Safe No: 630254 
Covers: Whole of London, RG, GU, RH, TN, 
ME, HP & LU
Contact: safefl owgaseng@gmail.com
07492359179

London

GasComm
Name: Marc Rowson
Gas Safe No: 555153 
Covers: SW, SE, SM, CR, BR, RH, DA + some 
of TN, ME, BN
Contact: gascomm@hotmail.com
07956 431542

TP4HEAT Plumbing & heating Company 
LPG specialists
Name: Tomas Polak
Gas Safe No: 558868 
Covers: Surrey, London & surrounding areas. 
Postcodes: KT,  SM, RH, GU
Contact: tp4heat@gmail.com 07791623197

DPS Gas
Name: Peter Crick
Gas Safe No: 304637
Covers: NW, WD, LU RM, EN HP 
Website: www.dpsgas.co.uk 
Contact: sales@dpsgas.co.uk 02084594221

Wales

Yorkshire & The Humber

Canary Gas LTD
Name: Richard Rowe
Gas Safe No: 585379 
Covers: SY, All of Shropshire, LL Mid to North 
Wales, Anglesey, CH, M, WA. B, DY, WV 
Contact: contactcanarygas@gmail.com 
0800 044 9301

B Gas Services
Name: Bill Corbett
Gas Safe No: 186312 
Covers:  Only does inspections & Issuing trailer 
certs. Covers a 70 Mile Radius of Worksop 
Including: Leeds, York, Wakefi eld, Manchester,  
Hull, Lincoln, Leicster, Stoke, Derby,  
Nottingham, Birmingham
Contact: 07967610576
bbillgas@aol.com  

SRM Hygiene & Catering Equipment Supplies 
Ltd
Name: Shaun Marshall
Gas Safe No: 174764
Will cover all postcodes, Travel costs may be 
added to longer journeys
Contact: n1srm@aol.com
07860553719

Crow Valley Gas
Name: Dennis Harrison
Gas Safe No: 540228
Covers: South Wales, Central Wales, 
Herefordshire, Gloucestershire, Somerset 
Devon, Cornwall
Contact: dennis@crowvalleygas.co.uk 
07968 358883 / 01633 483859 

CombiHeat
Name: Milton Dinnall
Gas Safe No: 181203 
Covers: Bristol, Somerset, Wiltshire, Gloucester 
, South Wales
Contact: miltdinn@gmail.com
07785922309

Caterworx
Name: Paul Ducker
Gas Safe No: 551431 
Covers: Dorset, Hampshire, Wiltshire
Contact: caterworx@outlook.com
01202 671133

South West England

A4 Gas Services
Name: Kevin Stalker
Gas Safe No: 515772
Covers: Gloucestershire, Wiltshire, Berkshire, 
Hampshire, Surrey, Oxford, Somerset, South 
Wales & Bristol
Contact: k.stalker@btconnect.com
07967015570 / 01249 822595

Bart Mechanical Services Ltd
Name: Terry Buttle
Gas Safe No: 212606 
Covers: Somerset, Devon, Dorset, 
Gloucestershire BA,DT,TA, BS, EX, BH, SP
Contact: bartmechanical@gmail.com 
07906866931

Grayson Gas
Name: Grayson Eacott
Gas Safe No: 574285 
Covers: Bedfordshire, Buckinghamshire, 
Oxfordshire, Northamtonshire, 
Cambridgeshire, Hertfordshire, London
Contact: 07522120942, 01525854750
graysoneacott@yahoo.com

South East England

Abacus Flame Ltd
Name: Noel McNeil
Gas Safe No: 212706 
Covers: Kent and Sussex
Contact: accounts@abacusfl ame.co.uk
07967713217 / 01323 648083

Commercial Kitchen Engineers
Name: Gareth Price
Gas Safe No: 562927 
Covers: Brighton & Hove, Sussex,
Contact: gareth@cke-sussex.co.uk
07770776662

Trinity Catering Engineers
Name: Keith Sinclair
Gas Safe No: 226244 
Covers: Hampshire and the South of 
England.
Contact: Trinitygg@hotmail.co.uk
02380 473617

Belltwin Commercial Catering Engineers 
Name: Gavin Bellenger
Gas Safe No: 621792
Covers: Hertfordshire, Northampshire, 
Bedfordshire , Buckinghamshire
Contact: Belltwincce.@outlook.com
07511963541

Gas Bay
Name: Ross Panrucker
Gas Safe No: 553747
Covers: Essex, Suffolk & East Anglia
Contact: gasbayco@gmail.com 
01255 440345 / 07973510565 



Call us on 0300 124 6866 for more information 
or visit www.ncassinsurance.co.uk

4.9 Average

• Food Van Insurance
• Liability Insurance
• Catering Trailer Insurance
• Ice Cream Van Insurance

• Instant Quotations
• Protected no claims bonus
• Easy payment terms
• Documents emailed to you

catering
insurance

“In short we saved 
over £2,500 on 

our premium and 
with more cover!”

- Tudor Barber

NCASS Members 
get exclusive 

discounts!

NCASS Insurance Services’ is in respect of Trade Management Services Ltd (FRN 681777) an Appointed Representative of a fi rm 
currently authorised and regulated by the FCA, Neil Giles (FRN 125098).

Ready to 
grow your 
business? 

£30
marketing credit 

available to NCASS 

members*

Free marketing. Simple set-up. New customers

Go to tryflux.com/retailers 
to join Flux Offers

*£30 cashback credit is eligible to companies that (1) sign a contract with Flux Systems Limited via merchants.tryflux.com/signup on or before 11:59pm 31 July 2022, (2) have 
successful IT integration such that receipts can be generated and (3) sign a Campaign Request Template (as defined in the relevant Flux contract) to run an Offer within 30 
days of IT integration being successful. The £30 marketing credit shall be valid for 90 days from the date on which IT integration is completed. The £30 cashback credit cannot 

be applied to any Flux redemption fees on an Offer (applied on all retailer sales where an Offer is redeemed).

Let’s do this 

Create a cashback offer 
with Flux1

Get free promotion through 
email and social media2

Track your new customers 
with reporting3

Flux 
Offers


