
WELCOME TO 
THE CGA PRESTIGE FOODSERVICE PRICE INDEX

ANNUAL BRIEFING 2024



© 2024 Nielsen Consumer LLC. All Rights Reserved.© 2024 Nielsen Consumer LLC. All Rights Reserved.

Hospitality market 
performance and trends
Karl Chessell



© 2024 Nielsen Consumer LLC. All Rights Reserved. 3

Sites, sales & sentiment

1: Sales 2: Sites

4: Leader 
sentiment

3: Consumer 
sentiment
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Number Of Licensed Premises In Great Britain

There are now

44,187
fewer licenced 

premises now than
in 2003

The market has faced significant challenges over the past 20 years, losing 
many sites after the ‘08 financial crisis, and the pandemic more recently
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23,154
sites have

CLOSED
since March 2020

7,950
sites have

OPENED
since March 2020
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Independents have borne the brunt

Site losses since March-2020

-2% -16%
IndependentManaged
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At the end of September 2024, there were

99,868
licensed sites in Great Britain.

Sites have remained flat since last year, with 
decline slowing to

-0.0%

The significant losses seen throughout pandemic and costs crisis have begun to 
slow, and food-based segments have even seen recent growth

Sector % change vs 
last year

% change vs 
last quarter

Bar + 5.1% + 3.5%

Bar Restaurant + 3.2% + 1.6%

High Street Pub + 1.8% + 3.8%

Hotel + 1.6% + 1.8%

Casual Dining Restaurant + 1.4% + 0.5%

Restaurant + 0.3% + 0.6%

Community Pub - 0.4% + 0.4%

Food Pub - 2.4% - 1.1%

Nightclub - 4.0% + 6.0%

CGA by NIQ & AlixPartners, Hospitality Market Monitor, December 2023
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Surveyed prior to the Autumn Budget, Business Confidence – both in the market and 
operators’ own venues – was at a low not seen since Oct-22’s inflationary peak

Oct-22
Inflation at a 40-year high

Apr-20
First COVID lockdown

Jun-16
Brexit referendum

Oct-20
Lockdown reintroduced

Jul-24
Labour Gov

Business leader optimism in the general market and in own business (over the next 12 months)
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40% 45%
40% 31% 34%

20%

24%

32%

24% 40% 43%

35%

27%
17%

32% 17%
21%

38%

Aug-23 Oct-23 Feb-24 Apr-24 Aug-24 Oct-24

Very pessimistic

Fairly pessimistic

Neither

Fairly optimistic

Very optimistic

Reverting to market pessimism

31%

45%

46%

20%

Business leader optimism in the general market
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20%

24%56%

10

Own business confidence over the next 12 months

Leaders and independents have opposite expectations of their business’ success

41%

31%

28% Optimistic
Neither
Pessimistic

Independents Leaders (5+ sites)
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13%

15%

15%

16%

17%

17%

18%

19%

25%

39%

I want to support the hospitality sector

I feel safe in hospitality venues now

I am no longer concerned with catching the flu or other illnesses

To make up for missed occasions previously

I want to support local businesses

I have been able to save money recently

I am visiting while I have enough disposable income

The time of the year (i.e. Autumn)

There are new places that I have wanted to try

I have been treating myself

You have said that you are currently going out more frequently than usual, why is this? 

For those going out more frequently, treating oneself is the top factor and has seen growth since last 
October, highlighting how consumers use the On Premise as a place to indulge

CGA Cost of Living Consumer Pulse (272 UK&I Consumers) October 2024
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Whilst consumer spend has continued to climb, visit frequencies has continued to fall

CGA by NIQ BrandTrack

17.33 17.28 
18.29 

19.49 19.44 20.11 20.28 
21.31 21.90 

22.84 23.17 

43% 42% 44%
47% 47% 49%

46%
43% 41%

38% 38%
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Spend and frequency over time
Average spend per head % eating out weekly

Frequency: “How often, if at all, have you eaten out (for breakfast, lunch, dinner or other occasion) during the past six months? Please consider meals you may have eaten in any type of restaurant, café or other food outlet?”
Spend per head: “When visiting [BRAND] how much did you spend per head on food and drink combined?” (market average)
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-5%

0%

5%

10%

15%

Total Market CPI

Year-on-year, like-for-like food and drink sales growth
Nominal growth, unadjusted for inflation

Even with lower footfall, the managed market has been able to drive sales growth 
broadly in-line with inflation over the past year
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Total Market Bars Wet Led Pubs Pub Restaurants Restaurants 2019 Index Inflation vs 2019

Like-for-like sales benchmarked against 2019 equivalent month: Index = 100

Hospitality Business Tracker
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55%
45% 44%

31%

17% 16%
28% 31%

Q1 2024 Q2 2024 Q3 2024 Q4 2024

Greater profit

Decreasing profit

How would you describe your business’s PROFIT performance over the quarter, compared to the same time last year?

Profit levels are in decline, as the cost of operation continues to rise
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50%

15%

48%

63%

Feb-24 Oct-24

Significantly decreased

Decreased

The same

Increased

Significantly increased

16

However, the number of Leaders reporting ‘significantly 
increased’ costs on last year has sharply dropped

Food and drink costs versus last year
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Food Price inflation is at more manageable levels

0%

5%

10%
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25%

FPI Inflation CPI Inflation

In October,
FPI inflation was

+2.2%
year-on-year
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53%
25%

28%

33%

10%

20%

8% 23%

Feb-24 Oct-24

Significantly decreased

Decreased

The same

Increased

Significantly increased

18

Energy costs versus last year

The same is true of energy costs, with almost a quarter 
now seeing bills decreasing on last year
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62% 75%

36%
25%

Feb-24 Oct-24

Significantly decreased

Decreased

The same

Increased

Significantly increased

19

Staff costs versus last year

But with increases to the Minimum Wage, and difficulty 
hiring, staff costs are rising increasingly quickly….and 

this was pre-budget!
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89%
of consumers visited 

the On Premise 
in October

CGA Cost of Living Consumer Pulse (1,007 UK&I Consumers) October 2024
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Socialising



© 2023 Nielsen Consumer LLC. All Rights Reserved.© 2023 Nielsen Consumer LLC. All Rights Reserved.

14%
31%

16% 24%

65% 41%
57% 49%

47%

22% 27% 27% 27%
49%

Morning Lunch Afternoon Evening Late Night

Decreased footfall

Same as last year

Increased footfall

-8pp +4pp -12pp -4pp -45pp

With overall footfall down, late-night has decreased most versus last year, with lunch up 
and generally consumers are using a wider range of dayparts

In general, how has your footfall changed in these dayparts, compared to last year?

CGA Business Confidence Survey, August 2024
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Business Leaders, January 2024

Operators are still able to see the opportunity

63%

41%
32% 31% 31%

26% 26% 24% 23%
15%

Experience-led
concepts

Competitive
socialising

All day/flexible
formats

Premium casual
dining

Pub
restaurant/food

led pubs

Street food/Pop-
ups

Food market
halls

Drink led
pubs/bars

Artisan coffee
shops

Premium fast
food (e.g.

LEON, Tortilla)

Which formats do you believe are well positioned to thrive in the next 12 months? Please 
choose up to your top five business types.



© 2024 Nielsen Consumer LLC. All Rights Reserved.

2%

-8% -9% -10% -12%
-19% -22%

-33%

Bar High Street
Pub Food Pub

Bar
Restaurant

Community
Pub Restaurant

Casual Dining
Restaurant Nightclub

24

Net site growth from March-2020 to Sep-2024

And they are correct. Since Pre-COVID, Bars have pushed net site growth
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Themed bars 
(experiential/activity 
bars) have grown by

169%
since March-2020

25
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Roxy Ballroom Flight Club & Electric Shuffle

9 in 10
Consumers have 

food at some point 
during their high 

tempo visit

CGA by NIQ High Tempo Report, Sample size: 1923
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Beyond activity bars, high tempo preferences are shifting towards channels that can 
more easily cater to the whole day with drinking pub visits increasing among Gen Z for 

high tempo occasions
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Casual dining 
(informal) 

+2pp vs June 
2023

36%
Drinking pub

=0pp vs June 
2023

3%
Restaurant

=0pp vs June 
2023

21%
Late night bar

-2pp vs June 
2023

10%
Nightclub

-3pp vs June 
2023

4% 4%

16%

27%

61%
54%

20%

5% 4%

35% 34%

68%

37%

9%

Breakfast Mid morning Lunch Mid Afternoon (2pm -
5pm)

Early Evening (5pm -
8pm)

Late Evening (8pm -
10pm)

Late Night (10pm
onwards)

Dayparts typically visited at pubs

Gen Z consumers Millennial + consumers

And this shifting engagement leaves Gen Z as key audience in late evening among 
pubs’ clientele, and a significant opportunity to capitalise on

CGA by NIQ PubTrack 2023 & 2024, sample size: 1,308; 2,850; 8,694  
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+2pp vs June 
2023

36%
Drinking pub

=0pp vs June 
2023

3%
Restaurant

=0pp vs June 
2023

21%
Late night bar

-2pp vs June 
2023

10%
Nightclub

-3pp vs June 
2023

39%
36%

39% 39%

10%

27%

13% 16%
20%

58%

51%
54%

51%

20%

12%

5% 6% 7%

Welcoming Comfortable Friendly Good value Traditional Fun Cool Exciting Lively

When visiting a pub, it is important to me that it is…

Gen Z consumers Millennial + consumers

While Millennial+ consumers seek a traditional pub offering, Gen Z are placing far more 
weight on a fun, lively experiences in pubs

CGA by NIQ PubTrack 2023 & 2024, sample size: 1,308; 2,850; 8,694  
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Experimentation



© 2024 Nielsen Consumer LLC. All Rights Reserved.© 2024 Nielsen Consumer LLC. All Rights Reserved. 33

CGA by NIQ, Food Insights Report 2025, Sample Size: 1999

73%
 of consumers 

strongly agree (31%) 
and agree (43%) that 
they like the idea of 
trying new food and 

drink trends

56%
 of consumers 

strongly agree (21%) 
and agree (35%) that 
they actively engage 
with new food and 

drink trends
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% of consumers who find it difficult to find

Saturated Cuisines: 
These top 5 mainstream 

cuisines are easy to find, and 
consumers regularly engage 

with them

Emerging Cuisines: 
Consumers don’t yet know much 

about these cuisines and operators 
may be sparce, making them more 

difficult to find.

Established Cuisines: 
Consumers are becoming more 

aware of these cuisines and more 
operators are appearing– over the 
years, they are expected to move 

closer to being saturated as 
demand is satisfied

CGA by NIQ, Food Insights Report 2025, Sample Size: 1999

We see a range from 
saturated cuisines to 
emerging cuisines as 

consumers look to 
experiment
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5-24 sites 25-49 sites 50+ sites

▼2.9% ▲10.7% ▼0.3%

30.9% 14.3% 54.6%% of market:

Change on 
last year:

From a restaurant perspective, mid-size operators, of 25-49 sites are seeing significant 
outlet growth, growing by 11% versus last year, while the other cohorts are more stable, 

albeit with growth stories of their own
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76%
of consumers think that authenticity is

very important (26%) and important (50%) 
when choosing where to eat/drink 

CGA by NIQ, Food Insights Report 2025, Sample Size: 1999



© 2024 Nielsen Consumer LLC. All Rights Reserved.© 2024 Nielsen Consumer LLC. All Rights Reserved.

Generally, there is a positive correlation between 
brands that have an authentic message and 

spend per head, with these venues often 
demanding a higher price point – therefore food 

and service quality needs to reflect this

DishoomPho Rosa's Thai

Rudy's
Mowgli

Hickory's 
Smokehouse
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CGA by NIQ, BrandTrack April 2024, Sample Size: 5000
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High quality ingredients - genuine to the 
culture they are from - is essential to 

creating authenticity

20%

20%

27%

34%

43%

44%

48%

57%

67%

The brand / venue has an authentic "story"

Restaurant decor

Name of dish on menu

The venue is not overly commercialised /
heavily marketed like a big chain

Presentation of dish

The food is prepared by specialists trained
in that cuisine

The chefs / staff are knowledgeable about
the culture they are recommending

Food / ingredients are genuine to the
culture it's from

High quality food / ingredients

You have said that authenticity is important to you. What elements of 
authenticity are most important? Please select all that apply. 

CGA by NIQ, Food Insights Report 2025, Sample Size: 1515
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Mindfulness
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68%
of consumers say 

they are trying to lead 
an environmentally 

friendly lifestyle
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23% 20% 14%

40%
33%

29%

18%
24%

26%

10% 12%
13%

8% 12% 18%

18-34 35-54 55+

Strongly disagree

Somewhat disagree

Neither agree nor disagree

Somewhat agree

Strongly agree

“I would like to reduce me intake of meat and animal products in future”

Consumers are seeking to reduce their meat and animal product intake
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32%

26% 25%
21% 19% 17%

11% 11%

Sustainability Technology
innovation

Innovation Marketing Customer insight Ethics & Social
responsibility

Staff training/
retention

Procurement Pay and
conditions

Operators still feel behind the curve on sustainability

% of Business Leaders that rate themselves as ‘behind the market’ in the following disciplines

CGA by NIQ, Business Leaders survey (operators managing 5+ sites)
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20%

20%

23%

24%

30%

30%

31%

37%

38%

39%

Recognised certification

Transparent and clear comms

Energy-efficient practices

Ethical brand suppliers

Availability of seasonal produce

Reduced carbon footprint

Social responsibility

Waste reduction initiatives

Recycled and recyclable materials

Locally sourced products

34%

38%

42%

45%

45%

45%

53%

62%

72%

85%

Ethical brand suppliers

Recognised certifications

Locally sourced products

Transparent and clear comms

Waste reduction initiatives

Availability of seasonal produce

Social responsibility

Reduced carbon footprint

Recyclables

Energy-efficient practices

There are incongruities between consumer sustainability desires 
and business actions

CONSUMERS:
What contributes to a reputation for sustainability?

BUSINESS LEADERS:
How are you becoming more sustainable?

CGA by NIQ, Business Leaders survey (operators managing 5+ sites)
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Who do you think is most responsible for ensuring that eating and drinking out of home is sustainable?

8%
Farmers

16%
Suppliers

32%
Venues

18%
Consumers

27%  Government

Consumers attribute most responsibility to venues, while farmers and 
suppliers up the chain are shielded



© 2023 Nielsen Consumer LLC. All Rights Reserved.© 2023 Nielsen Consumer LLC. All Rights Reserved.

0%

10%

20%

30%

40%

50%

60%

Farmers Ingredient suppliers /
distributors

Venues Consumers Government

18-24 25-34 35-44 45-54 55-64 65+

Who do you think is most responsible for ensuring that eating and drinking out of home is sustainable?

This may change in future, as younger consumers put pressure on the 
government to oversee sectoral efforts
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55% 57% 61%
68%

93%

Major redevelopments Opening new sites IT systemsInvestments in green technologiesRoutine refurbishments

Green tech is a future investment priority

What types of investment are you planning in your business over the next 3 years?

CGA by NIQ, Business Leaders survey (operators managing 5+ sites)
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33%
46%

10%

Drinking less The same Drinking more

50

Thinking about your typical alcohol consumption when out, compared to one year ago, 
which of the following statements best applies to you?

Changes to the way consumers use the market come alongside a shift in 
attitudes towards drinking
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10%
19%

33%

I drink alcohol casually with no specific restrictions

18-34 35-54 55+

51

Which of the following applies to you in terms of your alcohol consumption?

9-in-10 of the youngest consumers restrict, or are mindful of their drinking
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60%

32%

8%

Love it Love-hate Hate

52

How would you describe your relationship with the following things?

Aside from a small minority, consumers share a love of socialising, and enjoy 
seeking new experiences in the sector

47%
39%

14%

Love it Love-hate Hate

Going out to socialise with friends and family Having new experiences in hospitality venues
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37%

17%

46%

Love it Love-hate Hate

53

However, consumer’s relationships with alcohol are far more challenging. While moderation may 
pose a future threat, it also present opportunity in enhanced food offerings and experiences

How would you describe your relationship with the following things?

Drinking alcohol
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Socialising, experimentation & 
mindfulness

+ Despite challenges the industry has faced, cost increases are slowing, and site 
closures have stemmed.

+ The budget has heightened concerns around people costs, so leader confidence is 
fragile

+ Footfall is down and whilst sales are up in value terms, they are dragging in real 
terms

+ Consumers are going out earlier and looking for fun high tempo experiences 
through the day and younger people in particular are looking to pubs

+ Hospitality is where consumers looking to try new flavours. This can be emerging 
cuisines or variations on more saturated cuisines 

+ Authenticity is a key driver and quality if non negotiable

+ We are seeing a more mindful consumer, aware of their impact on the 
environment and the impact of what they eat and drink on their own bodies

+ Operators feel they are behind on sustainable issues but there are economic as 
well as environmental benefits from being greener

karl.chessell@nielseniq.com
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Food Price Inflation 2024



THE FOODSERVICE PRICE INDEX ANNUAL BRIEFING 2024

FOOD PRICE
INFLATION

2024



2024 SUMMARY

FPI & CPI 
YOY INFLATION

THE FOODSERVICE PRICE INDEX ANNUAL BRIEFING 2024

FPI

19.4%
2023 YoY AVERAGE

5.9%
2024* YoY AVERAGE
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2.2%
FPI Oct YoY

CPI

14.7%
2023 YoY AVERAGE

2.9%
2024* YoY AVERAGE
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FPI

137.3
2023 AVERAGE

143.8
2024 AVERAGE

CPI

132.3
2023 AVERAGE

135.3
2024 AVERAGE

2024 SUMMARY

FPI & CPI 
PRICE INDEX
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PRICE INFLATION | KEY DRIVERS
There are 4 primary cost factors impacting food prices to varying degrees:

COMMODITY
 INFLATION

WAGE
 INFLATION

ENERGY
 INFLATION

FUEL
 INFLATION
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COMMODITIES
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2023

£192
FULL YEAR 
AVERAGE

2024

£178
JAN – OCT AVERAGE

7.5%....                        

KEY COMMODITY MOVEMENTS

WHEAT

£150

£160

£170

£180

£190

£200

£210

£220

£230

£240

Ja
n-

23

Fe
b-

23

M
ar

-2
3

Ap
r-

23

M
ay

-2
3

Ju
n-

23

Ju
l-2

3

Au
g-

23

Se
p-

23

O
ct

-2
3

N
ov

-2
3

D
ec

-2
3

Ja
n-

24

Fe
b-

24

M
ar

-2
4

Ap
r-

24

M
ay

-2
4

Ju
n-

24

Ju
l-2

4

Au
g-

24

Se
p-

24

O
ct

-2
4

Price - London Wheat Futures



THE FOODSERVICE PRICE INDEX ANNUAL BRIEFING 2024

KEY COMMODITY MOVEMENTS

RAPESEED OIL

2023

£835
FULL YEAR 
AVERAGE

2024

£811
JAN – OCT AVERAGE

2.8%....                        
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KEY COMMODITY MOVEMENTS

BEEF

2023

£4.76
FULL YEAR 
AVERAGE

2024

£4.91
JAN – OCT AVERAGE

3.1%....                        
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KEY COMMODITY MOVEMENTS

DAIRY

2023

£4,041
BUTTER UNSALTED

FULL YEAR 
AVERAGE

2024

£5,511
BUTTER UNSALTED
JAN – OCT AVERAGE

36.4%....                        
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KEY COMMODITY MOVEMENTS

DAIRY

2023

£3,539
MILD CHEDDAR

FULL YEAR 
AVERAGE

2024

£3,738
MILD CHEDDAR

JAN – OCT AVERAGE

5.6%....                        
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KEY COMMODITY MOVEMENTS

POTATOES

2023

142.8
FPI FULL YEAR 

AVERAGE

2024

163.7
FPI JAN – OCT 

AVERAGE

14.6%....                        
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KEY COMMODITY MOVEMENTS

SUGAR

2023

146.4
FPI FULL YEAR 

AVERAGE

2024

176.2
FPI JAN – OCT 

AVERAGE

20.4%....                        
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2023

£1,867
FULL YEAR 
AVERAGE

KEY COMMODITY MOVEMENTS

ALUMINIUM

2024

£1,921
JAN – OCT AVERAGE

2.9%....                        

 £1,600

 £1,700

 £1,800

 £1,900

 £2,000

 £2,100

 £2,200

Ja
n-

23

Fe
b-

23

M
ar

-2
3

Ap
r-

23

M
ay

-2
3

Ju
n-

23

Ju
l-2

3

Au
g-

23

Se
p-

23

O
ct

-2
3

N
ov

-2
3

D
ec

-2
3

Ja
n-

24

Fe
b-

24

M
ar

-2
4

Ap
r-

24

M
ay

-2
4

Ju
n-

24

Ju
l-2

4

Au
g-

24

Se
p-

24

O
ct

-2
4

Price (£)



THE FOODSERVICE PRICE INDEX ANNUAL BRIEFING 2024

LABOUR
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2022 
FULL YEAR AVERAGE

£2,112
2023 

FULL YEAR AVERAGE

£2,262 (+7.1%)

2024 
JAN TO OCT AVERAGE

£2,385

5.4% 
YoY

LABOUR COSTS

LABOUR
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Nearly 2 in 5 (39%) trading 
businesses with 10 or more 

employees reported that 
labour costs were causing 
them to consider raising 
prices in December 2024.

Source: ONS

LABOUR COSTS

LABOUR 38.8%

19.8%

16.0%

12.4%

7.2%

3.5%

Labour costs Energy prices Raw material prices Finance costs Transportation or
haulage costs

Other

CO ST S  DRIVING P RIC E  INC RE ASES
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ENERGY 
COSTS
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2022 
FULL YEAR AVERAGE PER MONTH

£263
2023 

FULL YEAR AVERAGE PER MONTH

£125

2024 
JAN TO OCT AVERAGE

£79

37% 
YoY
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FUEL COSTS
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FUEL COSTS

CRUDE OIL 
& DIESEL

2023

£1.58
DIESEL AT PUMP

FULL YEAR 
AVERAGE

2024

£1.50
DIESEL AT PUMP

JAN – OCT AVERAGE

4.3%....                        
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PRICE INFLATION | KEY DRIVERS
There are 4 primary cost factors impacting food prices to varying degrees:

Each one of these drivers can be impactful on their own depending on the product.

COMMODITY
 INFLATION

WAGE
 INFLATION

ENERGY
 INFLATION

FUEL
 INFLATION
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CURRENT LANDSCAPE

COST OF LIVING FOOTFALL DOWN PREMIUMISATION UP



THE FOODSERVICE PRICE INDEX ANNUAL BRIEFING 2024

PREMIUMISATION FOOD
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PREMIUMISATION DRINK

No / Low
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BUDGET 
IMPACT RISE IN NATIONAL MINIMUM 

WAGE 

NATIONAL INSURANCE 
CONTRIBUTION ADJUSTMENTS

INHERITANCE TAX ON 
FARMERS
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WHAT WILL BRITISH FARMING NEED TO 
SUCCEED AND FLOURISH?

FARMERS
INHERITANCE TAX 60%

CURRENTLY HOMEGROWN

??%
FUTURE HOMEGROWN
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WHAT DO WE 
EXPECT TO SEE 

IN 2025?
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2024

5.9%
JAN TO OCT 24 AVERAGE

WHAT DO WE EXPECT TO SEE IN 2025?

INFLATION

2025

4.0%
FORECAST AVERAGE
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FPI

143.9
JAN TO OCT 24 AVERAGE

150.1
2025 FORECASTED AVERAGE

WHAT DO WE EXPECT TO SEE IN 2025?

INDEX
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+2.3%
POTENTIAL FULL YEAR IMPACT 

ON INFLATION FROM THE 
BUDGET ALONE

WHAT DO WE EXPECT TO SEE IN 2025?

BUDGET IMPACTED 
FORECAST

If suppliers fully pass through cost 
increases, FPI could rise sharply in 

2025, compounding the cost-of-living 
crisis. 

The Budget is expected to increase 
food inflation substantially in 2025, 

with FPI rising by an estimated 5.6% in 
year due to both underlying 

inflationary trends and Budget-
specific impacts.
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ROOM FOR OPTIMISATION IN 2025

Don’t always have to 
always compromise 
or value engineer to 

mitigate cost 
increases

Internal efficiency and 
value add opportunities

• Fit for purpose 
specifications

• Outsourcing
• Premiumisation 

Competitive supply 
base

Low growth means 
suppliers will need to 
rely more on retaining 

and winning new 
business to grow

Efficiencies in the 
supply chain

Suppliers need to 
innovate and improve 

costs not just pass them 
all on in full to operators

Strategic 
Procurement 

initiatives
has seen our clients 
deliver on average 

improvement of 10.7%



FOUNDER AND CHAIRMAN
DAVID READ

FIND OUT MORE ABOUT 
OUR FARM STUDY TOUR 
HERE



WHY DOES
FARMING
MATTER? 

PETER LORD
FARM MANAGER
DYSON FARMING

SHEREEN RITCHIE
CHIEF EXECUTIVE 

OFFICER
BUNS FROM HOME

PHILIP RAYNER
MANAGING DIRECTOR
GLEBE FARM FOODS

SEAMUS O’DONNELL
CULINARY DIRECTOR

THE ALCHEMIST BAR & 
RESTAURANT



KATE NICHOLLS CEO OF 
UKHOSPITALITY 
INTERVIEW
 
WITH PRESTIGE PURCHASING 
FOUNDER AND CHAIRMAN
DAVID READ 
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