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Welcome to the Autumn edition  

of our Quarterly Insight Report 

As we wave goodbye to Summer, and instead say hello to 

colder, brisker October mornings, we’re well aware that you’re 

all priming your trusts for the busy Winter season.  

Our latest edition of the Quarterly Insight Report has a familiar 

thread throughout, helping to give you inspiration and ideas to 

run your businesses smarter this Winter. 

We start by giving you the lowdown and the latest 

from our new Multi Temperature Distribution Model. 

The new model will establish one national route to 

market for all food deliveries, including chilled, 

frozen and ambient products, and we’re really 

excited to have over 45 NHS trusts on board 

already. Turn to pages 3 to 5 for the inside scoop 

from the team. 

Elsewhere, we look at key food trends, discuss 

ideas to increase your margins, explore the latest 

consumer thinking and also take  a look at what’s 

shaping the future of the foodservice industry.  

I hope you enjoy reading these articles and as  

ever please do let us know what you think. 

Rona Miranda 

Account Director  
NHS Supply Chain: Food 
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Delivering the future for NHS food procurement 

The current NHS Supply Chain route to market only permits deliveries 

of ambient products, meaning fresh / chilled and frozen products have 

to be ordered and delivered separately. To enable us to better leverage 

the buying power of the NHS and deliver savings to your trust, we are 

implementing a new model. 

We’ve listened to your feedback and are working on a plan for a new 

distribution service that will establish one national route to market for all food 

deliveries, including fresh / chilled, frozen and ambient products. Essentially, 

all of your food items will be delivered on the back of one multi-temperature 

lorry for this framework. 

We speak to NHS Supply Chain: Food’s Tim Zawada, Culinary Lead and 

Jane Wakeling, Strategic Project Lead to get the latest update on how the 

project is going. 

 

 

 

 

 

 

 

 

 

 

 

Tell us a little bit about the new multi temperature distribution model: 

Jane: We’re in the process of appointing a new multi-temperature distribution 

partner who’s a specialist in food. Think of this new partner as being the wheels 

for our distribution, allowing our network of specialist suppliers to deliver their 

products via the new model. This means other suppliers who we’d like to work 

with, who don’t have the means to deliver nationally, will be able to deliver their 

products into the new distribution partner for onward delivery to your trust. 

Tim: Through our Food Forums we’ve heard many of you would like to work 

more closely with us, but only being able to receive ambient orders has 

prevented you from doing so. The new distribution model will create a one stop 

shop, allowing you to order all of your food items from NHS Supply Chain, 

meaning we’ll be able to better leverage the buying power of the NHS and 

deliver savings to your trust. 

What are the benefits of a multi temperature distribution model? 

Jane:  For me it’s all about the national collaboration that the new multi-temp 

distribution model will bring. In turn, greater collaboration will drive savings, 

streamline processes and give greater control, transparency and sustainability 

to NHS catering teams.  

Tim:  There are a number of great benefits to this project, but ultimately the key 

one will be the ability to leverage the collective scale of the NHS to create 

savings for everyone. This will be done through the creation of a model that’s 

been shaped by trusts and designed specifically for the NHS. Other benefits will 

include being able to place all food orders in one place, deliveries from fewer 

suppliers, transparency with one national price, improved food safety, and 

reduced food miles/fewer carbon emissions. 
Tim Zawada 

Culinary Lead  

NHS Supply Chain: Food 

Jane Wakeling 

Strategic Project Lead 

NHS Supply Chain: Food 
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What needs to change for trusts to adopt the new model? 

Jane: Of course, there are changes that will need to be made at an 

operational level, for instance staffing schedules and storeroom processes. 

However, we will work with trusts to ensure all changes have been 

considered prior to launch. 

Tim: Trusts will need to be mindful of any changes to allergens and the 

potential impact on menus, discuss any changes to delivery times and the 

impact on storeroom staffing, reviewing product changes and agreeing 

whether the product is fit for purpose. It might seem like there is a lot do, 

however, we are doing everything we can to ensure a smooth adoption for 

trusts and of course, overtime, this will streamline things.  

Delivering the future for NHS food procurement 

Some trusts already receive multi temperature food deliveries from 

some of the food wholesalers. What’s the difference? 

Tim: Rather than solely using the wholesaler’s products and suppliers, we will 

also nominate our own NHS Supply Chain products and suppliers into a 

specialised food distribution network. This is for a selection of key high-volume 

lines, like milk and bouillons. This means we can be sure of the quality and 

provenance of our food. It also helps us to work directly with manufacturers, 

producers and growers, providing transparency around where our food is 

coming from. 

 

What makes you think the new model will be such a success? 

Jane: Our approach is not revolutionary. We’re simply looking to help the NHS 

benefit from the modern ways that food distributors transport food to drive 

efficiencies. Nearly every trust we have visited already uses at least one multi 

temperature food distributor, like a wholesaler, so this approach is all about 

leveraging the total scale of the NHS through collaboration.  

Tim: There is plenty of evidence in the private sector to suggest that a 

streamlined multi-temperature distribution model will bring many benefits. Not 

only will this enable savings, but also consistency, transparency and also 

assurance of supplier auditing practices when it comes to food safety. Couple 

this with the requirement for one single national price across the NHS, as 

outlined in the Lord Carter report, and there is no doubt in my mind that the 

NHS will be stronger working together.  

 

There is plenty of evidence in the 

private sector to suggest that a 

streamlined multi-temperature 

distribution model will bring  

many benefits.  

Tim Zawada 

Culinary Lead  

NHS Supply Chain: Food 

“ 

” 
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Delivering the future for NHS food procurement 

You’ve spoken about phase one of the model. When does phase  

one launch and when can everyone else get involved?  

Jane: Phase one launch is on track for February 2020. We wanted to avoid 

the busy rush over the winter holidays. After we have successfully launched to 

our 40+ phase one trusts, we will then be looking to convert other trusts to the 

new model in phases two and three. Speak to your Account Manager now to 

discuss which phase will work best for your trust. We would like all trusts to be 

benefitting from the new model by May 2020 in line with the current 

frameworks expiry. 

 

Is there anything else you would like to add? 

Jane and Tim: The face to face engagement we’ve had so far with trusts has 

been fantastic, we’ve learnt a lot, begun to really understand all the little 

intricacies of their organisations and it’s these relationships that will ultimately 

make the model a success. The new model is the biggest and most important 

project NHS Supply Chain: Food has ever undertaken. We have a great team 

in place, made up of account managers, expert buyers, dieticians, culinary 

leads, data analysts and more, whose primary objective is to make this model 

work successfully for the NHS. 

We’d also like to extend a special thank you to each and every one of our 

phase one trusts who are already involved. We really couldn’t have got this far 

without them. 

The existing Fresh Food framework will remain in place for trusts that have a 

particular requirement to buy produce from local suppliers. 

Jane Wakeling, Strategic  

Project Lead, visiting some  

of the trusts who are part  

of phase one to learn more 

about their businesses 



6  

 

Customer trends 

The New Occasions 

Getting to grips with when and how consumers want to eat is critical 

to maintaining margin.  

The number of consumers choosing to eat out next year will grow 

substantially by 83m visits according to NPD group. 

However, it is the dinner occasion that is expected to decline, even though 

an upturn in delivered food is expected. In fact, by the end of 2019, there 

could be 5% fewer dinner visits when compared to 2016 - that’s a dip of 

134m occasions. 

The future landscape of the foodservice industry is likely to be shaped by 

millennials and Generation Z due to their spend and frequency of eating 

out of home, with food-to-go representing around 48% of the 11.3 billion 

out of home annual foodservice visits in Britain. Todays’ food and drink 

offerings are innovative and exciting, and delivery has quickly risen to 

become the major disruptor of occasions, with foodservice operators 

grasping the food-to-go opportunity. 

Much of the growth of eating out will be seen around breakfast and lunch, 

with the former set to grow by a further 5.3% and the latter by 4.8% by the 

end of 2019. The three standard meals a day are a thing of the past due to 

untraditional schedules and the desire for more variety through the day, 

and consumers are searching for customisable food options regardless of 

what time it is. 

While the breakfast and lunch occasions remain pockets of optimism in the 

market, snacking is bearing the brunt of consumer cut backs in discretionary 

spending, down 1.2% in 2018 and forecast for a similar drop in 2019. Those 

choosing to snack are looking for healthier options that offer added benefits, 

and operators wanting to capitalise on snacking will need to consider healthy, 

functional options that have the capability to replace meals. 



7  

 

Margin gain 

Fresh vs Frozen  

We have this idea that frozen 

isn’t organic, natural or of high 

quality, and as humans we trust 

something we can smell. We use 

our senses to tell us whether 

something is safe, and with 

frozen food we lose that ability.  

Not all frozen products are 

considered taboo in the kitchen. 

In fact, many items, especially 

ingredients that quickly go out of 

season, are routinely frozen for 

later use. For example, seafood 

that is frozen is very sustainable, 

with the freezing process 

allowing us to capture the 

seafood in pristine quality.  

Individual quick freezing, or IQF, 

is changing attitudes. It quickly 

freezes the product in smaller, 

individual servings to preserve as 

many of the natural health 

benefits as possible. Chefs also 

note that freezing things like 

produce at peak ripeness allows 

vegetables to maintain 

sweetness, freshness, and 

nutrients, in addition to flavour. 

After all, whether fresher is better 

all depends on how fresh the 

veggies are to begin with. 

Vegetables that are destined to 

be in the frozen section of the 

supermarket are picked when 

their freshness and nutritional 

value is optimal, then preserved 

at their peak.  

As great as fresh food is, you’re 

always against the clock when it 

comes to the used by date, 

however frozen food can be 

stored for months in the specific 

quantities needed. This can 

reduce food waste by an 

astonishing six times, according 

to a recent study published in the 

British Food Journal.  

Frozen food is just as good as 

fresh, it comes down to personal 

preference. So, whether it’s 

frozen or not, just make sure 

you’re eating it. 

Cheaper (M)Eats 

The trend for cheaper cuts of meat as substitute ingredients has been 

around for a long time. Really, since the financial crisis of 10 years ago, 

operators have been looking to swap out more expensive cuts for 

cheaper alternatives. 

On the downside, cheaper cuts can often be tougher and require longer 

cooking but they do perform on flavour and taste – and are becoming 

trendier menu items (think beef shin, pork belly, ham hock and lamb 
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Rules of attraction   

What’s creating real impact in the market? We look at three key trends. 

The rise of the flexitarian 

There has been much noise in the market about vegetarianism and veganism, but 

it could be that it’s actually flexitarianism where the real menu opportunity lies. As 

the chart to the right shows over half of the UK population are now flexitarian, 

even if they don’t identify themselves as such. Meat avoidance is growing and it’s 

happening for three key reasons: 

Health: Reducing the amount of red or processed meat eaten is linked to 

decreasing the risk of high cholesterol, obesity, high blood pressure, type 2 

diabetes and heart disease. Consumers’ increased knowledge around the health 

benefits of plant-based products has led to the belief that reducing meat 

consumption once or twice a week is beneficial. 

Planet: People are concerned with the environmental impact of eating meat and 

know that plant-based meals have a significantly smaller environmental footprint. 

The impact of meat production on the environment is getting cut-through with 

sustainably minded consumers and meat-free meals are on the rise. 

Choice: Meat-free menu options that once felt like an afterthought are expanding 

and evolving as operators respond to the demand. The days of bland, uninspiring 

vegetarian meals are long gone, and many meat eaters now opt for meat-free 

menu options on the menu by choice – from cauliflower steaks and plant-based 

protein options to pizza crust made with cauliflower & butternut squash and bread 

fortified with beetroot & carrot.  

At the start of 2019, two thirds (67%) of respondents to CGA’s Business Leaders’ 

Survey tipped veganism as a key trend to follow—and halfway through the year, 

interest shows no sign of slowing.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Omnibus Kantar TNS - total population 1237 adults aged 16+ April 18  

Total population 

‘Moderate’ Flexitarians 

(meat 4-6 timed p/w)  

‘Advanced’ Flexitarians 

(meat 1-3 timed p/w)  

Vegetarian  

Vegan  

34m 54% 

8m 12.6% 

3.9m 6% 

1.3m 2% 
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Rules of attraction   

Functional food 

With our non-stop lives, healthy eating and a healthy lifestyle are essential 

in order to be able to fully function and keep going for longer, which 

explains why the global functional foods and beverage market is anticipated 

to grow by around 8% annually through 2021 according to the Technavio 

Global Functonal Foods & Beverage Market Report.  

Mood-boosting food and drink are gaining momentum as we look to 

improve our minds and bodies, consumers are looking for cognitive 

enhancing ingredients to boost their brain power. In its global food & drink 

trend outlook report for 2018, Mintel picked mood-specific or emotional 

benefits as one of its top five trends and health and added benefits are at 

the forefront of peoples’ minds when it comes to the food and drink they 

choose. Whether it be probiotics, omega 3, added fruits and vegetables or 

mood boosting ingredients, the role of food and drink in affecting mood is 

an area of growing interest.  

Food is more than just fuel now, with Eat Dream Be calming snack bars 

made with nutrients and herbs designed to connect your dreaming and 

waking lives, Tesco’s ‘wind down’ tea suggesting a positive impact on mood 

and emotional wellbeing, and Purely Elizabeth’s range of granola bars 

containing powdered mushrooms, with each flavour claiming to promote a 

different functional benefit. 

Sustainability 

Consumers are concerned with their own health when making food and 

drink choices, but their decision making is also influenced by how the food 

and drink they choose impacts the health of the planet.  

The Mintel Global Food & Drink Trends 2019 report references a global push 

towards reducing the environmental impact of packaging by using bio-based 

materials, and retailers are taking note; investigating paper and biodegradable 

bags. The sticky labels on fruit and veg are being replaced by ‘tattoo’ labels 

lasered on to the produce’s skin, and upcycling is on the rise, with restaurants 

using jam jars to serve food and drink and recycled furniture. 

The battle against food waste is set to gain more momentum with ‘ugly’ fruit 

and vegetables once set for the bin making their way on to menus through 

ingredients like crisps and hummous and onto supermarket shelves via 

products like Tesco’s Waste Not cold-pressed juices; made from surplus fruit 

and vegetables that fall outside the flawless produce specifications but still 

offer a great taste. 
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Ideas from breakthrough operators 

It’s difficult times, even for some of the 

nation’s major foodservice chains. With 

this in mind, some of the UK’s young 

businesses are doing things a little 

differently. Here’s some food for thought. 

 

Natoora - Notting Hill 

Natoora, one of London’s most established 

and acclaimed produce suppliers, has opened 

its debut cafe at its new store on Portobello 

Road in Notting Hill. The brand, which 

supplies premium, “radically” seasonal fruit 

and vegetables to many of London’s best 

restaurants - and also Waitrose - has 

previously only been able to offer grab-and-go 

food from its three London stores in Sloane 

Square, Turnham Green, and Fulham.  

The new cafe, referred to as Natoora Counter, 

is described as “a new café concept with a 

radically seasonal and totally traceable menu. 

Everything is made from scratch, using 

ingredients sourced straight from people they 

know through their own supply chain.” As 

might be expected, menu details will change 

daily, with coffee coming from established 

roaster Allpress. 

 

No Idea - Shoreditch 

Chef-owner Andrew Sutton, launched the 

six-month pop-up in May aiming to blur the 

line between sweet and savoury. 

The restaurant focuses on the indulgence 

that you get from eating desserts, by 

combining flavours and techniques to 

create a dessert inspired tasting menu that 

can be enjoyed as a main meal. Dishes 

currently on the menu include buttermilk 

and cherry, fig and Thai basil, Gruyere and 

apricot, potato and coffee, and chocolate 

and shiitake.  

The Compton Arms - Islington 

 If you want to see the future of the 

gastropub, look no further than the 

Compton Arms in Islington. “British fare with 

modern European and Asian elements” 

delivers dishes like chicken scratchings; 

fried new potato with aioli; lamb paratha; 

scallops with XO turnip; and butter poached 

cod with herbs and potato. Beyond that, 

there’s no messing about with straight-up 

cheeseburgers and fried chicken 

sandwiches, as well as sirloin of beef with 

Yorkshire pudding for Sunday lunch. 
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Watching out 

Dripkit Coffee 

Coffee innovation continues to strive forward, 

amongst many new ideas “dripkit coffee” is 

certainly one to watch. This is convenience 

coffee at a new level, dripkit coffee promises to 

achieve barista quality coffee in two minutes in 

a genius flatpack kit. The product comes 

individually wrapped allowing you to essentially 

‘grab and go’, all you need to do is set the 

disposable filter onto of your cup, pour and 

enjoy. 

 

Magicspoon Cereal 

Magicspoon cereal is a breakfast cereal with 

one clear aim, to provide a filling cereal that 

isn’t only just delicious, but nutritious too. As a 

nation that is becoming increasingly conscious 

of achieving a healthier body and mind it 

couldn’t come at a better time. This product has 

been created to ensure you are fuelled for the 

morning, ensuring you are as proactive as 

possible. 

Seedlip 

Seedlip is the world’s first non-alcohol distilled 

spirit. This business is on a mission to change 

the way the world drinks with the highest 

quality non-alcoholic options. This product is 

inspired and infused by nature to bring those 

non-alcoholic alternatives to people who 

choose to steer away from alcohol for many 

reasons. They saw a gap in the market and 

filled it. 

 

Allplants Vending Machine 

The plant-based diet continues to take the 

world by storm. With an increasing amount of 

people choosing to think more consciously 

about what they put into their bodies, food 

businesses are heading to the drawing board. 

Allplants have struck a deal with Huckletree to 

install a pop-up freezer at the co-working 

providers White City site in London. The aim 

is to encourage staff to buy their meals on site 

and to use the facilities to heat up their lunch. 

It’s important to stay on top of innovation, breakthrough ideas and trends. Although we don’t expect you to be rushing out to buy these 

products, and you’re unlikely to see them on our frameworks any time soon, it’s always worth keeping one eye on the future. 
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Activity calendar 

In  

progress 

Jan 

2020 

Oct 

2019 

Feb 

2020 

Delivered Ready  

Prepared Meals 

Hot Beverages 

& Vending  

Solutions 

 

Cold  

Beverages, 

Confectionery 

& Snacks 

Multi-

temperature 

distribution 

model-  

phase one 

 

Fresh food 

Multi-

temperature 

products 

 

Food to Go 

Apr 

2020 

Dec 

2019 

Mar 

2020 

Our sourcing calendar provides you with an overview of all our food procurement 

activity. Above the line, in blue, shows when our procurement team will begin our 

sourcing strategy. Below the line, in green, is our anticipated launch date to trusts. 

Key: 

Sourcing strategy begins 

Anticipated launch to trusts 

Contract extension 

Delivered 

Ready  

Prepared 

Meals 

Nov 

2019 

Ambient Food 

 

Hot Beverages 

& Vending  

Consumables 

May 

2020 
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Contact your Account Manager 

Richard Gray 

richard.gray3@supplychain.nhs.uk  

07795 047 464 

 

Andrew Wilson 

andrew.wilson7@supplychain.nhs.uk  

07920 365 337 

 

Laura Jurczak 

laura.jurczak@supplychain.nhs.uk   

07787 273 907 

 

Helen Carroll 
Helen.Carroll@supplychain.nhs.uk 
07970 914 171 

Mel McColgan 

melanie.mccolgan@supplychain.nhs.uk  

07484 342 585 

 

Toby Cheetham 

toby.cheetham@supplychain.nhs.uk  

07443 810 868 

 

Jenna Hill  

jenna.hill@supplychain.nhs.uk  

07487 761 630 

(maternity leave - contact Rachel) 

 

Rachel Bryan  

rachel.bryan@supplychain.nhs.uk 

07970 912 198 

Diane McKie  

diane.mckie@supplychain.nhs.uk  

07795 686 008 

(maternity leave - contact Tendai) 

 

Natasha Hansell 

natasha.hansell@supplychain.nhs.uk 

07976 390 892 

 

Tendai Dhilwayo 

tendai.dhliwayo@supplychain.nhs.uk  

07970 911 994  

 

James Cannon 

james.cannon@supplychain.nhs.uk  

07970 914412 

 

Sona Rathor 

sona.rathor2@supplychain.nhs.uk  

07970 914414  

North Midlands South 



NHS Supply Chain: Food is provided by Foodbuy 


