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MCA – the culmination of a journey 
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The complexity of the UK Foodservice Market 

3 

Foodservice market 2016 £87.2bn – 331,845 (value – 
outlets)    

Retail, Travel & Leisure: 
£19.9bn – 101,164 

Retail 

Coffee Shops 

Sandwich Bars 

Bakery Stores 

Dep’t Stores/ 
Supermarket 

Cafés 

Supermarket 
Grab & Go 

Convenience 
Store Grab & 

Go 

Travel 

Roadside & 
MSA 

Petrol 
Forecourts 

Railway 
Stations 

Airports 

Ports 

Leisure 

Sports Clubs 

Event Catering 

Stadia 

Visitor 
Attractions 

Entertainment 
Venues 

Hotels, Pubs & Restaurants: 
£63.0bn – 167,480 

Hotels 

Full Service 

Budget 

Guest Houses 

Holiday Parks 

Conference 
Centres 

Pubs & 
Bars 

Branded and 
Managed 

Tenanted and 
Leased  

Independent 

Social Clubs 

Nightclubs 

Restaurants 

Service-Led 

Fine Dining 

Independent 

Branded 

Fast Food 

Branded 
Traditional 

Branded 
Emerging 

Independent 
inc. Street Food 

Cost Sector: 
£4.2bn – 63,200 

Business 
& 

Ind’stry 

Contracted 

In-House 

Public 
Sector 

Defence 

Justice 

Healthcare 

Local 
Authorities 

Oil Rigs 

Education 
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June –  

Up £12 pw on 2015 

 

July – up £10 pw 

 

Aug– up £10pw to £201 pw 

Inflation -  July 0.5%
  Aug 0.6%
  Sept 1.0% 
 

GDP  -  0.6% higher in Q2 vs Q1 
  2.2% YoY 
Unemployment –  4.9%   

Post-Brexit confidence 
returning; economic reality is 
strong 
 
Coffer Peach LfL tracker –  
+0.3% LfL in July 
+0.6% LfL in Aug 

OTHER 

CONFIDENCE INCOME 

ECONOMY 

A 
-7 

J  
-12 

J 
-1 

Q3 2016 Macro Factors 

4 
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92.2% 

89.4% 
90.4% 

88.7% 
91.0% 91.7% 90.9% 

91.9% 92.6% 92.0% 
93.8% 

92.9% 92.3% 93.2% 93.1% 

Q1 2013 Q2 2013 Q3 2013 Q4 2013 Q1 2014 Q2 2014 Q3 2014 Q4 2014 Q1 2015 Q2 2015 Q3 2015 Q4 2015 Q1 2016 Q2 2016 Q3 2016

Eating out participation: Q1 2013 – Q2 2016 

5 
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Average number of visits per head per month 

Frequency by day-part: Q1 2015 – Q2 2016 

6 

6.2 6.3 6.2 
6.6 6.5 

4.6 4.5 4.6 4.7 4.7 

2.5 2.6 2.5 2.7 2.7 

2.3 
2.5 2.4 2.6 2.6 

Q3 2015 Q4 2015 Q1 2016 Q2 2016 Q3 2016

Snacking

Lunch

Dinner

Breakfast
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Average spend by day-part: Q1 2015 – Q2 2016 
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Average spend per head per visit 

£16.70 £17.01 £17.29 £17.44 
£18.11 

£7.18 £7.31 £7.52 £7.74 £7.91 

£4.64 £4.70 £4.80 £4.97 £4.98 

£3.59 £3.71 £3.76 £3.75 £3.94 

Q3 2015 Q4 2015 Q1 2016 Q2 2016 Q3 2016

Dinner

Lunch

Breakfast

Snacking
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

 

 

 

 

8 
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The Ageing Consumer 

9 10 
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The Ageing Demographic - Eating out frequencies 

2.3 
4.2 4.1 3.9 3.4 2.8 2.4 1.9 1.4 1.0 0.8 0.6 

4.5 

7.8 6.4 6.1 6.0 
5.2 4.8 4.1 3.5 2.9 2.3 2.1 

2.4 

4.5 
3.7 3.4 3.0 

2.7 
2.2 

2.0 
1.7 

1.5 
1.3 1.2 

5.9 

11.8 

9.9 
9.1 

8.0 
7.2 

5.4 
4.5 

3.8 
3.0 

2.4 2.2 

15.1 

28.4 

24.1 
22.6 

20.4 

18.0 

14.7 

12.5 
10.4 

8.4 
6.8 6.1 

Total UK
adult

average

18-24 25-29 30-34 35-39 40-44 45-49 50-54 55-59 60-64 65-69 70+

Total 

Snack 

Dinner 

Lunch 

Breakfast 



MCA. 2016 © | Bord Bia, The UK Foodservice Market, Nov 2016 

Customer segmentation – demographics and spend 

11 

DEMOGRAPHICS 

Age 

Social grade 

Kids at home 

% OF  
UK ADULT 
POPULATION** 
(50.9million) 

IMPLIED 
ANNUAL  
RESTAURANT 
MARKET 
SPEND*** 
(£45.3b)  

18-24 

No limit 

No limit 

25-34 

No limit 

Have kids 

25-34 

No limit 

No children 

35-54 

ABC1 

Have kids 

35-54 

C2DE 

Have kids 

35-54 

ABC1 

No children 

35-54 

C2DE 

No children 

55-65 

No limit 

No limit 

65+ 

No limit 

No limit 

12% 
(5.9m) 

7% 
(3.6m) 

10%  
(5.1m) 

10% 
(4.9m) 

8% 
(4.2m) 

9% 
(4.6m) 

8% 
(3.9m) 

14% 
 (7.4m) 

22% 
(11.4m) 

16% 
(£7.0b) 

13% 
(£6.1b) 

14%  
(£6.2b) 

14% 
(£6.4b) 

7% 
(£3.2b) 

10% 
(£4.4b) 

6% 
(£2.5b) 

10%  
(£4.5b) 

11%  
(£5.0b) 
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The changing  attitudes towards cuisines  

To what extent do you agree with following statements? 

% of agreement* 

12 

I am trying out A BROADER 
RANGE OF CUISINES than before 

I order more 'HEALTHIER' 
DISHES now 

I am eating MORE 
VEGETARIAN food in 
restaurants and pubs 

these days 

Overall , 45% 
Overall , 38% 

Overall , 22% 

60% 

49% 

33% 

43% 
35% 

18% 

35% 33% 

17% 

18-34s 35-55s 55+ 18-34s 35-55s 55+ 18-34s 35-55s 55+ 
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Growth coming from ‘Catching up with friends’  - more than before  

To what extent do you agree with following statement? 

% of respondents 

13 

7% 11% 6% 4% 
15% 11% 

31% 

42% 

30% 
23% 

47% 
42% 

33% 

29% 

34% 

35% 

17% 
26% 

18% 

12% 

17% 
23% 

14% 15% 

12% 6% 
13% 15% 

7% 7% 

Average 18-34s 35-55s 55+ Eat out more
often these

days

Spend more
these days

Disagreee
Strongly

Disagree

Neither

Agree

Agree Strongly

I'm going out to eat as a way to catch up with friends more than before 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

 

 

 

 

14 
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43% 23% 21% 19% 19% 17% 17% 16% 16% 14% 

Most important long-term consumer trends 

Changing behaviour of millennials 

Changing 
behaviour 

 of 
millennials 

Eating  
on-the-move 
/more mobile 

lifestyle 

More 
demanding 
consumers 

Healthier 
eating 

Use of  
digital 

technology 

Convenience 
-led 

Growing 
'food 

culture' 
Ageing  

population 

Experience-
driven 
behaviour 

Experience-
driven 

behaviour 
All-day  
dining 

15 16 
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Top ten reasons for spending more money on eating out   

If spending more, what would you most attribute this to?   

Multiple choice, % of respondents who spend more these days 

16 

18-34 35-55 55+ Average 

Average, 30% Average, 30% 
Average, 28% Average, 25% Average, 24% 

1
9

%
 

3
3

%
 

2
7

%
 

2
8

%
 

2
3

%
 

3
0

%
 

3
2

%
 

2
2

%
 

1
9

%
 

2
0

%
 

4
3

%
 

2
4

%
 

3
4

%
 

2
7

%
 

2
6

%
 

Food & drink prices have
increased in restaurants & pubs

My partner/friends are more
interested in eating out

More retaurant offers and
promotional discounts

More restaurants have opened
near to where I live

Feel more comfortable about the
outlook for my finances

1 1 3 4 5 

Average, 23% Average, 23% Average, 23% Average, 20% 
Average, 18% 

2
2

%
 

2
5

%
 

3
1

%
 

1
6

%
 

1
6

%
 

2
0

%
 

2
4

%
 

2
0

%
 

2
6

%
 

2
6

%
 

1
8

%
 

1
4

%
 2

4
%

 

1
4

%
 

I am buying from better quality
establishments than I used to

My financial circumstances have
improved

Keener to try more cuisine types It is more affordable these days Spending less on going out for a
drink

6 6 6 9 10 
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Millennials  

Changing behaviour of millennials 

Changing 
behaviour 

 of 
millennials 

17 17 
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So, it’s all about Millennials? 

18 18 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

 

 

 

 

19 
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MEGA TRENDS 

Value scrutiny Provenance Premiumisation Informality Indulgence Healthier eating 

The six mega trends in the marketplace 

20 20 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

5. Cuisine & Food Trends 

 

 

 

 

21 
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WARM 

HOT 

EMERGING 

ESTABLISHED 

Peaked 

MEGA 

SHORT-
LIVED 

UNSUSTAINED 

Peaked 

Trend maturity curve – how eating out trends evolve 

22 22 
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Cuisine trend hotspots in 2016 

VIETNAMESE, 
THAI,  

SE ASIAN 

BBQ, 
NORTH 

AMERICAN 

BRAZILIAN,  
SOUTH 

AMERICAN 

FRENCH 
ITALIAN 

NORTH 
AFRICAN 

NORDIC 

MEXICAN 

SRI 
LANKAN 

SPANISH 

TRADITIONAL 
INDIAN 

KOREAN LEBANESE 

= significant growth cuisine                = growth cuisine = potentially under pressure 

BRITISH 

CARIBBEAN 

CONTEMP. 
INDIAN 

TRADITIONAL 
CHINESE 

JAPANESE 

TAIWANESE 

GREEK 

PERSIAN 

23 23 
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Warm cuisine trends – early signs of growth, but might not last 

Schnitzel at D&D’s German Gymnasium 

Germanic food Malaysian/Singaporean 

Curry laksa at Hare & Tortoise 

Rye crispbread and cured salmon at KuPP 

Nordic/Scandinavian 

Contemporary Greek 

Greek street food at Hungry Donkey 

Sri Lankan 

The egg hopper at Hoppers Persian dishes at Dindin Kitchen in London 

Persian 

24 24 
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Jerk chicken at Turtle Bay 

Hot cuisine trends – trendy right now, but could end up short-lived   

Korean 

Korean barbecue at Koba restaurant Bavette steak at Ceviche Old 
Street 

Latin/Peruvian 

Authentic Spanish 

Brindisa, Camino, Pizzarro, Barrafina 

Bánh Mì baguettes and rolls at Hop 
Vietnamese food to go  

Contemporary Indian 

Indian sharing dishes at Dishoom 

Taiwanese 

Taiwanese steamed buns at Bao 

Caribbean 

Vietnamese 

25 25 
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Warm Hot Emerging Established Peaked? 

Alternative grains 
e.g. buckwheat 

and bulgur 
Avocado Breakfast pots Edamame 

Burgerisation e.g. 
ramen burgers (but 

not all burgers) 

Alternative meat 
cuts & offal 

Banh Mi Chipotle Fresh pasta Frozen yoghurt 

‘Burnt’ foods Cauliflower Harissa 
Kale and other 

superfoods 

Traditional curry 
e.g. Chicken Tikka 

Masala 

Cacao Chia Seeds Kimchi Mac’n’cheese 

Dosa Crab Quinoa Ramen 

Fermented foods Grilled cheese Sourdough Sushi 

Pokē Matcha Sriracha 

Root-to-stem 
vegetables 

Sweet potato 

Food product trends – major influence from bold Asian flavours 

26 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

5. Cuisine & Food Trends 

6. The Importance of Food To Go 
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UK FTG market worth £20.2bn – a quarter of all Eating Out spend 

28 

UK Food To Go market 2015E: £20.2bn – 115,148* (value – 
outlets) 

Retail FTG 
£11.8bn – 

69,074 

Travel FTG 
£1.3bn – 

8,372 

Leisure FTG 
£0.03bn 

Hotels FTG 
£0.1bn 

Restaurants 
FTG 

£6.1bn – 
37,702 

Pubs & Bars 
FTG 

£0.1bn 

Coffee shops FTG 
£1.0bn – 9,237 

Sandwich retailers 
FTG 

£1.4bn – 4,660 
Bakery stores 

FTG 
£2.1bn – 9,836 

S’market Grab & Go 
£0.9bn – 4,962 

C-store Grab & 
Go 

£6.3bn – 40,379 

Other Retail FTG 
£0.1bn 

Railway stations 
FTG £0.5bn – 2,695 

Petrol forecourts 
FTG 

£0.8bn – 5,346 
Roadside & MSA 

FTG 
£0.04bn – 331 

Branded traditional 
FTG 

£1.9bn – 4,634 

Branded new FTG 
£0.2bn – 350 

Independent/take-
away 

£2.0bn – 25,789 

Branded/Casual 
FTG 
£0.1 

Independent FTG 
£1.2bn 

Service-led 
£1.3bn 

Fast Food 
£4.8bn – 37,702 

Street food/Mobile van 
£0.9bn – 6,929 

Airports FTG 
£0.04bn 

Contract 
Catering 
£0.6bn 

*Notes: Includes all foodservice outlets where food to go makes up 20% or more of sales 
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Growth of over 5% in past three years in FTG market 

29 

£15,602  £15,854  £16,001  
£16,522  

£17,236  
£18,118  

£19,065  

£20,151  3.8% 

1.6% 

0.9% 

3.3% 

4.3% 

5.1% 
5.2% 

5.7% 

0.0%

2.0%

4.0%

6.0%

£10,000

£15,000

£20,000

£25,000

2008 2009 2010 2011 2012 2013 2014 2015E

Turnover Turnover growth rate
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The Food To Go Battleground 

30 

FOOD TO GO 
BATTLEGROUND 

RETAIL 

 
 
 
 

Strengths: Convenience & 
Value 

Weaknesses: Freshness & 
Adventurousness 

PARTIAL DINE-IN 

 
 
 

Strengths: Service speed & 
Multiple day-parts 
Weaknesses: Value 

perceptions & Variable quality 
food 

FOODSERVICE / DINE IN-LED 

 
 
 
 

Strengths: Quality & Variety 
Weaknesses: Price levels &  

Time 

STREET FOOD 

 
 
 

Strengths: Adventurousness & 
Experience 

Weaknesses: Quality control & 
Location 
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Food To Go – meeting consumers’ needs for speed 

FOOD TO GO IS GOING 
PLACES … 

Get Fresher, Faster and 
Hotter to get ahead 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

5. Cuisine & Food Trends 

6. The Importance of Food To Go 

7. Re-inventing Mojos and Intended 
Consequences 
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Re-Inventing Mojos 

33 
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Dynamic changes in the management of Pubs 

34 
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Growth in Pub market, 2016F-2019F 

35 

Turnover 
£’000s 

£21,546 £21,938 £22,414 £22,845 

Outlets 47,548 46,540 45,655 45,030 

Avg weekly 
sales per pub 

£8,714 £9,065 £9,441 £9,756 

1.0% 

1.8% 
2.2% 

1.9% 

-2.7% 

-2.1% -1.9% 
-1.4% 

2016F 2017F 2018F 2019F

Turnover growth Outlet growth
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The Future for Pubs 

36 

Intended 
Consequences –  
A new era of 
• Dynamism 
• Professionalism 
• Relevance 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

5. Cuisine & Food Trends 

6. The Importance of Food To Go 

7. Re-inventing Mojos and Intended 
Consequences 

8. No Casual Approach to Casual Dining 
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A new era of Premiumised Informality, driven by Food Pleasure Seekers 

38 



MCA. 2016 © | Bord Bia, The UK Foodservice Market, Nov 2016 39 

A highly competitive landscape 

High Price 

Narrow 
Focus 

Broad focus 

Low Price 
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With competition growing all round – especially at the value end of the spectrum 

40 
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More premium operators are growing well 

41 
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Getting squeezed in the middle 

42 



MCA. 2016 © | Bord Bia, The UK Foodservice Market, Nov 2016 

No Casual Approach for Casual Dining! 

43 



MCA. 2016 © | Bord Bia, The UK Foodservice Market, Nov 2016 

Contemporary chains – those that have developed in the past 10 years 
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Top 10 brands - Percentage sales growth – 2015-2016E 

45 

£8.2 £28.1 £6.2 £16.1 [VALUE].0 £7.2 £7.6 £2.6 £3.2 £8.4 

67% 67% 
64% 63% 

55% 

48% 
45% 

42% 41% 
38% 

CAU Five Guys Franco
Manca

Turtle Bay Leon Cosy Club Coast To
Coast

Koh Thai
Tapas

Barburrito MEATliquor

Absolute Growth Percentage Growth



MCA. 2016 © | Bord Bia, The UK Foodservice Market, Nov 2016 

3.5% 

7.8% 

0.9% 

2.0% 

5.8% 

10.0% 

4.8% 

4.2% 

Average <100 100-200 >200

Outlet growth Turnover growth

Sales growth summary, 2015-2016E 

Average percentage of outlet and sales growth for brands by outlet count, turnover in billions, 2015-2016E 

46 
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Contemporary consumers seeking faster fashion food will fuel restaurant growth 

47 



MCA. 2016 © | BFFF, Key Trends, Sept 2016 

Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

5. Cuisine & Food Trends 

6. The Importance of Food To Go 

7. Re-inventing Mojos and Intended 
Consequences 

8. No Casual Approach to Casual Dining 

9. The Eating Out Seesaw 
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The Eating Out Seesaw 

49 

The Eating Out seesaw is tipping 

towards WOW foods, 

and away from Worthy foods. 
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Tipping towards WOW 

50 
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But is it tipping back……..? 

51 
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72 Hrs in NYC – a key take-away…….. 

52 
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Worthy – in a good way 

53 
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Vegan & Vegetarian products 

54 
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Key Trends 

1. Eating Out Participation & Frequency 

2. The Ageing Consumer 

3. Millennials & the iGeneration 

4. The 6 Mega Trends 

5. Cuisine & Food Trends 

6. The Importance of Food To Go 

7. Re-inventing Mojos and Intended 
Consequences 

8. No Casual Approach to Casual Dining 

9. The Eating Out Seesaw 

10. Future…… 
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Forecast growth in the eating out market – 2016 to 2019  

56 

2.5% 
2.3% 

2.2% 

2.8% 2.8% 

2.5% 

2.8% 

3.4% 3.3% 3.3% 

1.10% 
0.9% 0.8% 0.9% 

0.8% 

2015 2016E 2017F 2018F 2019F
Eating Out market turnover growth

Previous Eating Out market turnover growth estimate

Eating Out market outlet growth
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Summary  

57 

Road to growth is changing lanes 

from expansion, to contemporary 

experiences and execution 



Thank you! 
 
MCA-Insight.com 
simon.stenning@MCA-Insight.com 

 
 

 


