
Quarterly Insight Report 

Autumn 2018

NHS Supply Chain: Food



2  Quarterly Insight Report - NHS Supply Chain: Food

Inside our Quarterly Insight Report we take a look at a  
range of different topics we think you’ll find interesting  
and useful. We start by looking at market information  
on raw commodity pricing movements for food, as well  
as the key inflationary cost drivers associated with the  
foodservice industry. We’ll continue to update you on  
these each quarter moving forward.

We then discuss the world of food inflation through a 
Q&A with Charlie Hudson, our Head of Procurement for  
NHS Supply Chain: Food. 

There is a big initiative being implemented next year to  
improve the lives of people living with dysphagia, the  
medical term for swallowing difficulties. We introduce  
IDDSI, the short term for International Dysphagia Diet  
Standardisation Initiative.
 
Elsewhere, we look at retail and lunch time insights,  
discuss single-use plastics and look at what’s happening  
in the world of coffee. 
 
We plan to share our Quarterly Insight Report on a  
quarterly basis, so make sure you keep an eye out for  
the next one!

Hello and welcome to the Autumn edition  
of our Quarterly Insight Report

Rona Miranda 
Account Director 

NHS Supply Chain: Food
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Marketing information

These month on month movements reflect raw 
commodity pricing movements and not NHS  
Supply Chain: Food actual pricing movements.

These products have been chosen based on spend and frequency of use within the 
average lunch menu. The movements below are inclusive of any potential component 
parts. For example, milk will impact everything from cream to a béchamel sauce within 
a ready meal.  

If you would like more information on market movements, please speak with your 
Account Manager.

+4.1% 0% -0.2% -0.3% -1.1% -3.9% -8.6% -11.8%-1.9%

Milk Eggs Beef Pork Chicken Wheat Potatoes PrawnsRapeseed 
Oil

Published: 25 October 2018

* Largest increase             * Largest decrease

Sources: Mintex and AHDB



4  Quarterly Insight Report - NHS Supply Chain: Food

Inflation drivers

The following indices 
provide an overview of  
the key inflationary cost 
drivers associated with  
our industry.

Why it has changed

Why it has changed Why it has changed Why it has changedWhy it has changed Why it has changed

Why it has changed Why it has changed

What it is

What it is What it is What it isWhat it is What it is

What it is What it is

Changes in the prices of  
goods and services bought  

by households.

The exchange rate of the  
GBP against the Euro

Average price of daily/weekly  
delivered in contracted rates  

in pence per litre

Changes in the price of  
packaging cardboard

Changes in the cost of having an 
employee for an hour of work

The exchange rate of the  
GBP against the Dollar

Changes in the prices of food  
and non-alcoholic beverages  

bought by households.

Changes in the prices of  
food products bought and sold  

by UK manufacturers

2.4%
Consumer Price Index (CPI)

1.12
Foreign exchange euro

110.1ppl
Diesel UK spot

1,550
Packaging cardboard

3.2%
Index of labour costs  

per hour (ILCH)

1.31
Foreign exchange dollar

1.5%
CPI food and non  

alcoholic beverages

1.7%
Producer Price Inflation  

(PPI) food products

The largest downward  
contribution came from food  
and non-alcoholic beverages  

where prices fell between August 
and September 2018 but rose  

between the same two months  
a year ago.

No changes from last month

Uncertainty around supply is 
continuing to affect prices, mainly 

driven by imposed sanctions  
on Iran and the question over  
increased output from OPEC

No changes from last month

In Q2 2018 vs Q2 2018, wage  
costs p/h increased by 3.1%  

and non-wage costs p/h  
increased 3.7%

The U.S dollar has already lost 
nearly 2% of its value against 
other currencies and is trading  
at its lowest level in more than 

three years.

No changes from last monthNo changes from last month

+0.1%
MOM

0% 
MOM

+1.2% 
this 

week

0% 
MOM

+0.1%
QOQ

-0.77%
%MOM

-0.1%
MOM

+0.1%
MOM
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Living in a world of food inflation

that can impact budgets and profit and loss. Food and beverage prices are obviously a key factor but there’s 
also consumable and sundry costs and don’t forget labour which is very significant. There’s no single measure to 
capture all of the forces at work here so we need to monitor a range of measures and drivers. We can only really 
understand and manage inflation if we understand the drivers. 

What are some of the drivers behind inflation? 
Charlie: Some of the key drivers impacting the foodservice supply chain include:

What impact is the pound having? 
Charlie: The pound dropped dramatically following the 
EU referendum in June 2016 and has failed to regain 
lost ground since. The lower pound has made imported 
goods and raw materials more expensive which means 
that when sourcing from abroad, suppliers are paying 
more than they used to for the same products. There is 
an upside for exporters, as UK products have become 
cheaper, demand has increased from around the globe, 
however this in turn reduces supply for UK buyers and 
fuels inflation rates further.

What are you seeing around labour costs? 
Charlie: With the introduction of the National Living 
Wage, London Living Wage and pension automatic 
enrolment, UK employers are paying their workforces 
more than ever before. At the same time, we are seeing 
record high employment rates and a reduction in the 
labour pool with increased numbers of EU nationals 
leaving the UK. This means labour costs are going up.

Charlie Hudson 
Head of Procurement 

NHS Supply Chain: Food

We’re living in a world of food inflation and there’s no denying it’s tough out there. 
But things aren’t going to change so how are we fighting for value in a challenging 
world? We ask Charlie Hudson, Head of Procurement for NHS Supply Chain: Food. 

Inflation explained 
Inflation (and deflation) is the movement in the prices of goods and services over 
time, typically one year. 
 
What inflation measures do you look at? 
Charlie: Most people will know about consumer inflation. This describes all the 
expenses impacting a household budget like supermarket prices, petrol prices and 
gas bills etc. For the consumer, these are all measured via the Consumer Price Index 
(CPI), which is published by the Office for National Statistics.  
 
Charlie: In foodservice it’s more complicated. Clients manage a range of input costs 

Exchange Rates
The pound fell 15% against the 
Euro after the EU referendum, 
directly impacting the cost of 
imports and the demand for 
exports.

Labour Costs
The National Living Wage 
increased by an average of 4.8%* 
in April 2018, whilst a reduction 
in labour supply since the EU 
referendum adds to cost pressures 
for farmers and manufacturers.

Raw Material Costs
The variable and seasonal nature 
of crop quality and availability, 
coupled with changes in global 
demand, all contribute to changes 
in the cost of the produce we buy.

Distribution Costs
From the farmers input costs to 
the delivery from the wholesaler, 
changes in fuel, labour and 
handling costs will impact inflation.

*The hourly rate for the minimum wage depends on age and whether someone 
is an apprentice. This average has been calculated by looking at all the different 
rates paid to; 25 and over, 21 to 24, 18 to 20, under 18 and apprentice.
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Can you tell us about raw material costs?
Charlie: We buy a lot of different products which means 
we need to keep an eye on a lot of different indices 
and raw material costs to understand the true impact of 
what’s going on. We monitor the price of durum wheat, 
which is used to make pasta, we look at wholesale 
prices for milk, butter and cream and even track the 
price of sugar cane. Of course we also watch the price 
of raw goods like meat, poultry, fish, seafood, fruit and 
vegetables – the list goes on!

What about fuel prices? 
Charlie: Fuel is essential at every stage of the supply 
chain and UK prices are among the most expensive in 
the world. In early 2016 it cost £56 to fill up an average 
car, a Ford Focus with a 55 litre fuel tank, where in July 
2018 it cost £70 - a 25% increase. 

Are EU Exit negotiations having an impact?
Charlie: Well this is all set against a backdrop of EU Exit 
uncertainty. 

What are businesses doing to mitigate 
uncertainty around EU Exit? 
Charlie: Businesses are considering all options. 
This includes contingency planning and identifying 
alternative manufacturing locations, routes and supply 
chains. This is being supported by the Department of 
Health and Social Care and NHS Supply Chain, who are 
working with suppliers that regularly import products 
from other EU countries to ensure that the NHS has 
uninterrupted access to the products they need in a no 
deal scenario. 

We know it’s tough out there so how do we fight for value? 
Charlie: By focussing on the following levers we can ensure we are in a strong position to tackle inflation:
1. Scale and lots of it: The greater our volume, the stronger the position we’re in when sourcing and  

negotiating deals. This enables us to leverage the best value for the NHS
2. Understand the market: To save money and provide advice you’ve got to have your finger on the pulse. Our 

teams work really closely with our strategic partners and can forecast possible price increases and advise trusts 
to switch in advance to mitigate costs wherever possible

3. Talent and expertise: We need great people with a wide range of skills and expertise. We have teams working 
across specialist categories, running a diverse range of sourcing strategies and category development programmes 

4. Strategic partnerships: Our suppliers and partners are the lifeblood of our business. It’s in everyone’s best 
interest for us to form close relationships and ways of working. Whether that’s from a national, regional or  
local perspective. When we grow, they grow with us

5. Growth: The combination of our scale, understanding of the market, talented teams and strategic partnerships 
is helping us grow and stay ahead of the competition.

What’s on the horizon?
We are confident that where there’s change there’s opportunity and for catering professionals this means having  
the opportunity to really show your business or organisation the value you can deliver.

We are confident that where  
there’s change there’s opportunity  
and for catering professionals this 
means having the opportunity  
to really show your business  
or organisation the value you  
can deliver.
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Introducing IDDSI

The International Dysphagia Diet Standardisation 
Initiative, or IDDSI for short, is a global initiative being 
implemented by the IDDSI Committee to improve the 
lives of people living with dysphagia, the medical term 
for swallowing difficulties. Dysphagia is estimated to 
affect 8% of the population which is approximately  
5.2 million people in the UK.

IDDSI aims to reduce the risk of illness and serious 
untoward incidents that can occur because of food 
textures and drink consistencies. However, IDDSI is not 
just for those suffering from dysphagia. It may be used 
for those who simply need a modified diet in view of 
other clinical needs.

IDDSI is being adopted from April 2019
IDDSI is due to be adopted across all healthcare 
manufacturers and locations from April 2019. It’s a 
grading scale consisting of eight levels (0 through to 
7) and provides terminology and definitions for texture 
modified foods and thickened liquids. See image for a 
breakdown of the initiative:

Implementation
The UKs adoption of IDDSI is well underway, 
Manufacturers are aware of IDDSI and are preparing for 
full compliance by April 2019. We are currently mid-way 
through the adoption stage; you may have seen dual 
labelling appearing on products and we expect this to 
continue. 

Aware 
(From Oct 17)

Healthcare professionals lead local 
implementation from April 2018 IDDSI 
compliant products, foods and labels start 
to become available from April 2018. All 
manufacturers and health care settings are 
fully compliant by April 2019

Source: BDA -https://www.bda.uk.com/professional/practice/
international_dysphagia_diet_standardisation_initiative_
framework_iddsi 

Prepare
(from Oct 17)

Adopt
(Apr 18 - Apr 19)
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How suppliers are becoming compliant
Suppliers have all undertaken testing of products and recipes now and are beginning 
to provide some IDDSI compliant products. Here’s a breakdown of what you can 
expect to see over the coming months:

Pre April 2019 
Simply Puree is the only NHS Supply Chain supplier currently dual labelling* all 
products. All of our other suppliers (Apetito, Maple Fine Foods and Medina Foods) 
are rolling out dual labelling one level at a time over the next few months.  

*Dual labelling will consist of the new IDDSI labelling alongside the former 
descriptors. Timescales are subject to change and may depend on stock levels.
 
Post April 2019 
In April 2019, all suppliers will become fully compliant. The majority of suppliers 
will move to a single IDDSI compliant label, however Apetito plan to continue dual 
labelling until April 2020.
 
Easy to Chew 
IDDSI recently announced that there will be a new subcategory of Level 7 Regular – 
this will be called ‘Easy to Chew’. More information including detailed descriptors  
will be published on www.iddsi.org when available and we will continue to update 
you over the coming months.

Our upcoming ready prepared meals framework launch 
We are currently in the process of preparing a tender for ready prepared meals which  
is due to launch in April 2019. We will identify the suppliers and ensure they are 
able to provide the best possible price across a range of products to meet all patient 
needs. Suppliers will be required to meet IDDSI guidelines, so when purchasing 
through NHS Supply Chain you can have confidence that all suppliers will have 
demonstrated their compliance.

If you have specific needs to be considered for ready prepared meals (i.e. ward 
traning, tasting, testing), please speak to your Account Manager:  
https://www.supplychain.nhs.uk/contact/account-managers/

Being compliant
By April 2019, all manufacturers and health care locations - including NHS Trusts - 
must be fully IDDSI compliant. This means all texture modified meals must be labelled 
with one or more of the IDDSI descriptors; number, name and colour. We expect all 
suppliers to be using at least two descriptors with the number being a top priority, 
followed by the name and then the colour. 
If you have any further questions regarding IDDSI, please contact your ready prepared 
meals supplier or our registered NHS Supply Chain: Food Dietician, Luke Davies:  
luke.davies2@supplychain.nhs.uk.

https://www.supplychain.nhs.uk/contact/account-managers/ 
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Britain’s popular lunch choices
The most popular choices for lunch are sandwiches, burgers, fish and chips, roasts, 
pizza, pasta, soups, salads and jacket potatoes. Most people love what they know at 
lunch. These choices can be a premium treat or an everyday value meal. Sandwiches 
of course come in many forms but the most popular are the regular sandwich, 
baguette and toasted sandwich.

 
As someone once said “there is always room for ice cream”. Desserts are still popular 
though they are in a slight decline as people are reducing their sugar consumption. 
Eating out is often a treat and a sweet finish is a great reward. Most popular in the 
UK are cake, ice cream, chocolate, cookies and cheesecakes. It’s worth noting the 
importance of smaller treats such as chocolate and cookies, a sweet treat can be 
small and still reward the diner.

Lunch is a very important time of the day for our clients and eating lunch out of 
home is growing across the country. Most people eat lunch out, in fact last year 
92.1% ate lunch out of home and this year it was 92.8%. So why is lunch so special 
and what are Brits buying for lunch? 

 
 
 

Lunch is the highlight of the day for many people at work and it’s even better when 
it’s shared with work colleagues. In a recent survey people said that eating lunch 
with colleagues helped build stronger teams. So lunch can be more than a refuelling 
stop, it’s a break, a time to think, and get the creative juices going by building the 
relationships that make work more rewarding.

Our latest insight from MCA for the year ending March 2018, shows that the 
average customer spends £7.80 on lunch, up 1.3% year on year.
The most popular places to lunch out, in order of popularity, are first pubs then fast 
food outlets, sandwich shops, coffee shops and supermarkets. While pubs have been 
closing for many years their food offer is now essential and to keep them trading 
successfully they usually offer popular favourites.

What’s for lunch?

More business decisions occur over lunch  
and dinner than at any other time Life is short. Eat dessert first.

Beef burger Fish and 
chips

Chicken  
burger

Roast Salad Pizza Pasta Curry All day 
breakfast

Sausage roll

Jacques Torres

Peter Drucker

Top 10 savoury dishes - incidence by % share of visits
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Sweet food consumption: Q1 2018 vs. Q1 2017
Cake twice as popular as any other lunch sweet. 5.2% of lunch visits involve 
consumption of cake, double the share of the second most popular lunch sweet, 
ice cream, eaten on just 2.4% of visits, after a decrease from 3% a year ago. There 
has been a slight rise in the popularity of the third most consumed lunch sweet, 
chocolate, but a fall in the share of cheesecake and doughnuts.

Top 10 sweet food items – incidence % share of visits

Drink consumption: Q1 2018 vs. Q1 2017 
Coffee the top lunch beverage. A coffee is drunk with  
15.9% of out of home lunches, after growth from  
15.3% the year previous, but tea incidence has dropped.  
Water – both bottled and tap – have gained popularity,  
as has fruit juice, but the overall share of soft drinks is  
unchanged as cola, diet cola and juice drinks are being  
drunk on a falling share of lunch visits.

 
Drink categories -  
% share of total drinks

Bottled water is in growth 
Bottled water which is now being consumed across all day parts and is in growth 
at the expense of cola’s. Britain’s most popular lunchtime drinks are coffee, bottled 
water and cola’s. Offering a variety of drinks at lunch is important and these should 
be easy to find and reach for. Lets not forget the importance of hydrating at work or 
study.

Top 10 drink types by day-part - incidence % share of visits

 Not only can staying hydrated help to improve our 
 work productivity, helping us to perform better  
 mentally and physically, it can also help to offset  
 potential safety risks

National Hydration Council

Arrow =  
pp change  
v. Q1 2017
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Market news: Coffee is big business

Coca-Cola buys Costa 
Back in August it was announced that Coca-Cola is to buy Costa Coffee from 
Whitbread for £3.9 billion. The acquisition demonstrates Coca-Cola’s eagerness to 
diversify their portfolio and bring the business in line with current consumer trends. 
According to Allegra World Coffee Portal, demand for coffee is growing 6% year 
on year, while sugary drinks are seeing a decline of 11% year on year. The deal 
has come at a time when coffee culture is becoming increasingly popular amongst 
millennial consumer groups, a demographic that has historically been a key driver 
behind soft drink sales.

 
What this could mean
• Coca-Cola thinks coffee shops will bring it closer to total beverage domination 

• The home of Coca-Cola is a relative unknown to Costa so a US push and the 
development of a more global chain could be expected 

• With physical stores, Coca-Cola may be able to forge closer relationships with 
consumers as well as providing local staging for last mile deliveries 

McDonald’s start barista made coffee 
McDonald’s is trialling a barista service in some of its restaurants across Britain after 
discovering that coffee drinkers are its most loyal and frequent customers. Baristas 
are already serving customers in London and the trial is set to extend to the East 
Midlands. The coffee is the same price as the regular McCafe coffee range, made 
from the same Arabica beans and served in the same cups. 

Its closest fast food rival, KFC, offers Starbucks Seattle’s Best Coffee across 890 
UK sites, while Burger King has a café-style offer at select stores. However, Allegra 
research indicates that none are considered by consumers to offer a coffee shop 
experience sufficient to challenge established UK high street chains.

What this could mean
• This new offer represents a simple admission, McDonald’s needs barista coffee to 

keep up and it’s a further demonstration of rising premiumisation across the UK 
coffee shop market 

Big players  
get into the coffee game
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Flat whites are here to stay
The flat white is now the fourth highest selling hot beverage in the UK after the latte, cappuccino and americano. 
There has been significant recent activity on the high street with the flat white no longer seen as a speciality coffee 
offering, but instead an expected part of all coffee shop menus. The likes of McDonalds, Costa and Greggs are all 
focussing their attention on flat whites. And with 60% of the UK population still yet to try one, now’s a great time 
to jump on the trend. If it isn’t on your menu, you should think about adding it asap.

Alternative milks
Including healthy milk alternatives such as soya, almond, coconut, free-from and non-dairy options means you 
will be able to satisfy consumer dietary requirements while also reaching a wider demographic and increasing 
sales. A new alternative milk that’s growing in popularity is oat milk. Baristas love it because the steamed texture 
and flavour is the closest alternative you’ll find to normal milk. Soy is known to split, almond changes the coffee’s 
flavour profile, and coconut screams at you every time it’s steamed. Oat milk offers consumers a tasteful alternative 
that is still suitable for latte art. 

It’s time to dig deep and capitalise on  
the opportunities
According to Allegra, the UK coffee shop market is 
worth £9.6 billion and grew by 7.3% last year, making 
it one of the UK’s strongest performing sectors. Despite 
challenges with Brexit uncertainty and changing 
consumer demands, the market continues to mature 
and we can expect to see a new era of leading brands 
competing on excellence. Whether that’s specialist 
chains like Costa or those looking to demonstrate 
their capability such as McDonalds. Key players are 
sharpening their focus on both customer experience 
and product execution to stay ahead of rivals. It’s time 
for the industry to dig deep and capitalise on the 
opportunities ahead.

‘the UK coffee shop  
market is worth  

£9.6 billion and grew by 
7.3% last year, making it 
one of the UK’s strongest 

performing sectors.’
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   Senior Account Manager: Toby Hartley
   Reducing single-use plastics continues to be a hot topic and 
   remains a top priority for NHS Supply Chain: Food. It’s a 
   complex issue with no easy answer, so we’re working   
   closely with our industry partners and suppliers to ensure 
   the solutions we provide are a step closer to making a 
   difference, and not just shifting the problem.

Earlier this year, the Government banned the manufacture and sale of products 
using plastic microbeads from cosmetics and personal care products. They are now 
exploring a ban on plastic straws, stirrers and cotton buds. 

A strong public response to the consultation could lead to a “latte levy” on single-
use coffee cups, as well as taxes on takeaway boxes and black plastic trays. They may 
also increase the carrier bag charge in England from 5p to 10p to further influence 
consumer behaviour.

The Government is also considering the introduction of a deposit return scheme for 
plastic bottles, glass bottles and metal cans to increase recycling and reduce littering 
- subject to consultation of course. 

We will continue to update on government plans and legislation in future editions of 
our Quarterly Insight Report. 

Reduce, Reuse, Recycle
You can start taking action to reduce, reuse, and recycle single-use plastics today, 
before even considering alternative materials:

1. Reduce: Eliminate unnecessary single-use plastics wherever possible

2. Reuse: Encourage the use of reusable and washable items instead of single-use 
plastics

3. Recycle: Work with your waste contractor to help improve the collection of 
plastics for recycling

Reducing single-use plastics

4. Alternative materials: As a last resort, we consider natural fibres (such as 
paper, card, and wood) to be the best environmental choice. Choose products 
that are made in the UK, made from recycled materials, and that can be widely 
and easily recycled. Make sure you test them for performance and discuss them 
with your waste contractor first.
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Key areas to focus

Hot cups:

Reduce: Reduce the use of disposable paper cups by 
training your teams to serve all hot drinks in ceramic 
mugs, unless the customer says they want to take away

Reuse: Talk to us about reusable mugs. They are a 
great alternative to paper cups as customers can take 
them away. In line with high street retailers, you can 
offer a 25-50p discount and/or extra loyalty card points 
for any mug brought in for reuse

Recycle: Standard paper cups have a plastic lining 
to make them waterproof. They can be recycled, but 
not via mixed recycling – they need to be separately 
collected and taken to a special paper mill. There are 
now more waste contractors than ever recycling paper 
cups, Talk to your waste contractor and tell them you 
want to recycle paper cups. 

Cold cups:

Reduce: Plastic cups aren’t always accepted within 
mixed recycling collections and may end up in landfill or 
energy recovery unless separately collected – check with 
your waste contractor. Think about removing them or 
only giving them out upon request 

Reuse: Talk to us about reusable water bottles – they 
allow customers to drink on the go and encourage 
them to stay hydrated. Glasses or tumblers are also 
great alternatives to plastic cups as they can be washed 
and reused again and again!

Recycle: If you can’t get away from disposable cups, 
think about having them separately collected, or switch 
to polyethylene lined paper cups (the same material as 
hot cups). It’s less confusing for customers, and you’re 
using less plastic!

Bottled drinks:

Water and soft drinks in PET plastic bottles remain the 
most popular hydration choice for consumers as they’re 
lightweight, hygienic and resealable. 

Did you know?
It takes less energy to make a plastic bottle, compared 
to an aluminium can or glass bottle, so the carbon 
impact is lower
Plastic bottles and aluminium cans can both be recycled 
to make new bottles or cans. After you have finished 
with them, screw the lid back on and place it in any 
mixed recycling bin. Glass bottles may need a separate 
collection – check with your waste contractor. 
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Consumer behaviour shift for retail

In the world of food retail, consumer behaviour is 
changing with customers seeking healthier, low sugar 
options when impulse buying. Despite the growing 
trend towards health and wellbeing, innovation and 
choice has not been disadvantaged. In fact, consumers 
now have more choice than ever before, no matter the 
retail environment. 

With this in mind, NHS Supply Chain: Food is currently 
running its tender for the cold beverages, confectionery 
and snacks framework. We’re committed to providing 
the NHS with a consumer led range that uses market 
insight to meet and exceed the needs of ever-
demanding consumers.  

We take a look at some of the latest consumer 
purchasing behaviours that are driving our decisions:

 
Confectionery, crisps and snacks
According to Mintel, 96% of consumers are snacking 
at least once a week. Impulse goods are a key snack 
option so it’s important for your sales to stock a wide 
range of crisps, snacks, nuts and confectionery in your 
retail spaces. 

Crisps, savoury snacks and nuts: 93% of adults 
snack on crisps, savoury snacks or nuts. The most 
popular type of crisps are potato crisps with 81% of 
crisp consumers tending to choose this type. However, 
consumers like to see variety from your offer so it’s 
important to stock a wide range of other types of  
crisps such as tortilla crisps, cracker/biscuit crisps,  
other shaped crisps, vegetable crisps and popcorn.

Confectionery: In the last two weeks, 
64% of consumers will have eaten 
chocolate, 55% will have eaten sweet 
biscuits and 36% will have eaten sweets. 
These products should occupy a good 
amount of your retail space but also 
consider innovative products and new  
to market confectionery lines.
 
Healthy snack bars: The healthy snack 
bar market grew by 9.3% last year. The 
highest growth came from cereal and 
breakfast biscuits which saw growth of 
125%. This is because consumer’s lives  
are becoming busier with many choosing 
grab and go products instead of tradit-
ional breakfast options.
 
Chewing gum: 31% of people chew 
gum every day and it’s the most commonly 
bought impulse product with 85% of 
purchases being unplanned. Make sure 
you have chewing gum available at your 
till points to maximise sales.
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Cold beverages 
Worth over £15 billion in the UK, cold beverages is 
one of the fastest selling and fastest growing retail 
categories. Of the 3.9 billion single serve bottles sold 
in the UK each year, 29% are sold through foodservice 
and hospitality sites, so ensuring the right range is key 
to growing your sales. 

Two key trends at the moment are: 
Health: Health as a consumption driver has increased 
by 8% since 2015. 60% of UK consumers would like 
to see a healthier range of soft drinks on offer which 
explains why the low calorie drinks segment has grown 
by 12% in the last year. This focus on health is also 
driving an increase in the flavoured water and sparkling 
water subcategories. At least 50% of your chiller space 
should be dedicated to lower calorie/lower sugar drinks.
 
Premiumisation: Premium adult soft drinks are in 
30% growth. This is linked to a decline in alcohol 
consumption, particularly among millennials. If your 
environment lends itself to it, ensure you have some 
premium, alcohol-free alternatives available for those 
who want a “treat” without the tipple.

Our upcoming cold beverages, confectionery 
and snacks framework launch: Our cold beverages, 
confectionery and snacks framework is due to launch 
in April 2019. All suppliers on the framework will offer 
a wide range of CQUIN compliant products to enable 
your trust to be CQUIN compliant and therefore eligible 
to receive a percentage of incentive-based funding. 

For further support on CQUIN, please speak to your 
Account Manager:  
https://www.supplychain.nhs.uk/contact/account-
managers/. 

‘Worth over £15 
billion in the UK, cold 

beverages is one of 
the fastest selling and 
fastest growing retail 

categories.’

https://www.supplychain.nhs.uk/contact/account-managers/. 
https://www.supplychain.nhs.uk/contact/account-managers/. 
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Activity calendar

Here’s a visual representation of our upcoming 
procurement activity across a number of key product 
categories, as well as our anticipated implementation 
dates for any new agreements. If you’d like to get 
involved, contact your account manager for more details.

Ready prepared meals 
and distribution

Cold beverages, 
confectionery  
and snacks

Food to go *anticipated 
implementation in July 

2020

 Key:

Sourcing commences

Anticipated implementation

Fresh, frozen and 
ambient foods

Hot beverage and 
vending consumables

Ready prepared meals 
and distribution

Hot beverage 
and vending 
consumables

Fresh, frozen and 
ambient foods
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Contact your Account Manager

North
Richard Gray 
Email: richard.gray3@supplychain.nhs.uk  
Phone: 07795 047 464
 

Andrew Wilson   
Email: andrew.wilson7@supplychain.nhs.uk   
Phone: 07920 365 337

Laura Jurczak 
Email: laura.jurczak@supplychain.nhs.uk   
Phone: 07787 273 907

Midlands
Toby Hartley 
Email: toby.hartley@supplychain.nhs.uk   
Phone: 07917 503 127

Mel McColgan 
Email: melanie.mccolgan@supplychain.nhs.uk  
Phone: 07484 342 585

South
Natasha Hansell 
Email: natasha.hansell@supplychain.nhs.uk  
Phone: 07976 390 892

David Gillham 
Email: david.gillham@supplychain.nhs.uk  
Phone: 07974 240 527

Jenna Hill 
Email: jenna.hill@supplychain.nhs.uk   
Phone: 07487 761 630

Diane McKie 
Email: diane.mckie@supplychain.nhs.uk  
Phone: 07795 686 008

Richard 
Gray

Andrew 
Wilson

Toby  
Hartley Laura  

Jurczak

Natasha
Hansell

Diane
McKie

David
Gillham

Jenna Hill

Mel McColgan
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