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About the Weekly Briefing Report 

 

I write the Weekly Briefing Report to provide an immediate view of the market. My premium 

service (which additionally includes Monthly and Quarterly Briefing Reports) provides a more in-

depth view. Learn more and subscribe here. 

 

I value your feedback and I would particularly appreciate your thoughts on the topics you would 

like me to add to my coverage – contact me at peter@peterbackmanfs.com 

 

The Numbers 

 

This is a week when we are witnessing the dignity, courage and pain of the people of Ukraine, 

and we are sharing their horror as the world we used to know is being torn apart. I will leave it to 

others, more sensitive and erudite than me, to address the meaning of the events that we see. 

Instead, in this section of my Weekly Briefing Report. I will take a look at a mundane, quotidian 

issue with what I hope can be seen as a light touch in this dark time.  

 

My observations start with information on the ONS website and its section on the Subnational 

Indicators Explorer. This measures many characteristics of our daily life and analyses them at a 

local level. One characteristic I could have lit upon is Gross Added Value per Hour Worked 

(Runnymede tops the list), or Overweight Adults (Fulham and Hammersmith come out on top). But 

driven by my need to look away for a moment from the dispiriting gloom that surrounds us, my 

eye was caught by one characteristic in particular - Happiness.  

 

The happiest locality is Woking, followed by the Orkney Islands and Torridge (in Devon), and then 

the rest of West Devon, and Chorley. I looked at these top 5 regions, and the nature of the 

restaurants that they support data, although not in full analytical detail. Two observations struck 

me: the first was the importance of pubs, and not restaurants, as the places where people go to 

eat out in these happiest regions. The second observation was that, with the exception of Woking, 

chain operators are noticeable by their absence in these happy localities (and even in Woking 

there has been an exodus of brands, such as Las Iguanas, Café Rouge, Zizzi). There are reasons for 

this absence, of course; one example could be that the catchment areas are probably 

insufficient to support the amount of business required by chain operators. 

 

Now I’m not suggesting that chain operators can’t exist where people are happy – that may be 

confusing cause and effect. It could be that the things that make people happy are just those 

things that make them want to frequent pubs and locally-owned restaurants, rather than chain 

operations. 

 

Having said that, if you look at the least happy places, with Gedling in Nottinghamshire at the top 

(followed by Stevenage, Cannock Chase, East Staffordshire, and Maldon in Essex) the presence 

of chains is noticeable. This suggests that that chain operations thrive when people are unhappy.  

 

But it could also be that chain restaurants make the unhappiest people a bit happier than they 

would otherwise be. Maybe chain restaurants do buck people up; it would be truly comforting if 

that were so. We certainly need some of that happiness right now. 
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My insight 
 

Most suppliers of food are steeped in the supply of their products to the retail sector, and this 

drives their insights into what the market requires and how to go about satisfying it. 

 

This came to the front of my mind when, at one of the growing number of conferences and 

events that I am once again able to attend, the proposition was put to me that as far as the 

foodservice market is concerned – restaurants, hotels, eating at work and more – customers have 

a specific requirement when they eat out – perhaps they eat healthy, or they eat Japanese, or 

they eat sustainably, or there is something else that drives their eating out decision-making.  

 

This view may be appropriate when making decisions when selling to a supermarket shopper, 

Such a shopper is typically not shopping only for themselves but for their family - and so they will 

choose on the basis of what they perceive the others, for whom they are shopping, will find 

acceptable (and which, by the by, assuming they make the ‘right’ purchase, will probably reflect 

positively on the shopper himself or herself). 

 

But eating out it is not at all like that. For a start, in a restaurant for example, a guest is able to (and 

usually does) chose for himself or herself – no input is required from someone else. And whereas 

the supermarket shopper is going to be driven, at least in part, by the question “Will my family like 

this?”, when eating out that same person will be driven by their own needs and priorities (while the 

others in the party make their own decisions).  

 

Added to that is the notion that the eating out decision is fairly risk-free – “If I make the wrong 

decision, it only affects me and I won’t be faced with a long term impact (like having unopened 

cans in the back of the cupboard that will ultimately be thrown away unused and wasted)”. On 

the other hand issues, surrounding eating healthily or sustainably, can (sometimes) be thrown 

away when eating out (to be resurrected, if necessary, when eating at home) – “It’s a one-off 

occasion and who’s going to notice?”. I could cite many more examples of the differences 

between the decisions made when shopping in a supermarket and when eating out. 

 

What I am suggesting, in a general sense, is that a consumer’s decision making about the food 

they choose when eating out is very different to how they decide what to buy when shopping in 

a supermarket (or indeed any shop selling food).  

 

Now, supermarkets (perhaps I should widen that to say “retailers”) cope with these varieties of 

decision-making by offering choice – this brand for the person who is shopping on price, that 

brand for the aspirational shopper, and so on. But restaurants, QSR operators, hotels, contract 

caterers and the rest of foodservice, have limited ability to offer a wide choice (even supposing 

they want to). They must make their offer hit their customers’ sweet spot – without wasting time 

and effort offering too wide a choice. 

 

Although it’s probably stating the obvious, suppliers steeped in supplying the retail market, must 

consider differences like these, so that they can develop the appropriate solutions and responses. 

And there are some things they should not do. They should not apply their retail insights to the 

eating out market without amendment. They should not assume that foodservice operators think 

like retailers. And they should not assume foodservice operators think about range management.  

 

Apart from that, all bets are off. Good luck! 

 

The rest of this report contains a summary of activity over the last week: 
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News in the past week 

 
Landlords 

 

• EG Group revenue rose 32.7% in the last quarter of 2021 

 

Pubs 

 

• Revolution Bars Group sales increased 243.1% in the final six months of 2021 

 

Education 

 

• Compass to install Tortilla branded offers in university contracts 

 

Delivery 

 

• Deliveroo opens Pizza Paradiso in Swiss Cottage 

• Just Eat turnover in UK and Ireland rose 62.6% in calendar 2021 

 

Around the World 

 

• Dalata turnover rises 40.3% in calendar 2021 

• AmRest Group turnover rose 26.0% in calendar 2021 

 

 
 
 

Delivery Offers in the Week 

 

• Deliveroo: Hello, get £10 off your next order 

• Deliveroo: Pancake Day delivered 

• UberEats: Get your weekend shop with 50% off 

• UberEats: Free item from selected favourites when you spend £15 

 

 

 

 


