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NEWS & INSIGHT 
THE LATEST INDUSTRY DEVELOPMENTS 
AND TRENDS ANALYSED

MCA’S NEWS & INSIGHT 
subscription provides you 
with timely and verified 
information on the 
events taking place in the 
industry, from company 
and brand updates, to 
people moves and shifting 
consumer trends.

 UNIQUELY CURATED:  
“what you need to know” available 
at the start of your day

 MAJOR ANNOUNCEMENTS 
delivered via breaking-news email 
alerts 

 INSPIRATION AND INSIGHT  
from interviews with leading  
industry players

 STAY UP-TO-DATE WITH THE 
CURRENT MINDSET OF EATING 
OUT CONSUMERS through 
monthly consumer insight

 KEEP YOUR OFFERING ON TREND, 
based on in-depth articles about 
emerging concepts

ORIGINAL 
CONTENT, FREE 

FROM ADVERTISING. 
ENHANCED BY ANALYSIS 

FROM A PASSIONATE 
TEAM OF EDITORS 

AND EXPERT 
CONTRIBUTORS AVAILABLE 

AS AN 
ANNUAL DIGITAL 

SUBSCRIPTION 
SERVICE



ENQUIRIES@MCA-INSIGHT.COM                     01293 610343
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MCA | EATING OUT PANEL
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£5.51 £7.89 £18.34
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26%

Breakfast
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Mar-
18

Mar-
17

Participation – % of UK adults eating out Day-part – % share of meal visits

Performance by day part – frequency and average spend

+1.2pp

Breakfast Lunch Dinner

Eating Out Panel – March 2018 vs. March 2017
Despite cold temperatures and outbreaks of snow in some regions, March 2018 saw rising levels in all key eating out metrics, albeit 
against a weak comparative in March 2017, when frequencies had fallen by 12%, as consumers reacted to the triggering of Article 50 
and Westminster terror attack.  Breakfast has had greatest success, with 10% growth in average spend, alongside a 7% increase in 
frequency to account for a higher share of visits than dinner.  Gains in share of breakfast visits have mainly been at the expense of 
lunch, although frequency, as well as average spend, has risen at every meal-time.

FREQUENCY:
AVERAGE OCCASIONS 
PER HEAD PER MONTH

AVERAGE SPEND: 
PER OCCASION

Breakfast accounts for a 
higher share of meals 
than dinner, after a 
relatively stronger 
increase in consumer 
frequency.  Lunch has 
lost share over the last 
year.

Slight increase in the 
proportion of UK 
adults eating out of 
home.

Surge in breakfast 
frequency, as levels also 
increase slightly at lunch 
and dinner.

There has been growth 
in the average spend per 
visit at every meal-time.

+10%

+7%

+3%

-0.3pp

+1% +1%

+5%

-0.9pp

  Breaking news and views every day @ www.mca-insight.com

A restless 
giant
Reflections on the 
expansion of Pret 
A Manger  8-9

From cool 
to hot
Patty & Bun takes 
cult status into the 
mainstream 20-21

Competitive 
socialising
The driving force 
behind crazy golf’s 
Swingers   16-17

Prezzo’s 
future face
Life for the chain 
after the closure of 
94 sites  5

April 2018 l No.219

 Supply chain saga acts as wake-up call  
“We thought they were too big to fail 
– we’ll never make that mistake again.”

The dramatic collapse of Conviviality, 
closely following other supply dilem-
mas for KFC and customers of Russell 
Hume, has shone the spotlight on the 
relationship between operators and 
their key suppliers.

MCA spoke to leading figures 
across the eating and drinking-out 
sector, including some of the biggest 
customers of Conviviality’s Matthew 
Clark drinks wholesaler arm, to find 
out how the saga is likely to impact the 
sector going forward.

Taking nothing for granted
The picture that emerges is a mixed 
one. There seems little appetite among 
operators to relinquish the economies 
of scale that come with dealing with 
one key supplier – but there is a clear 
sense that nothing should be taken for 
granted in the current climate.

The CEO of one national chain 
described how tense the situation 
became between the suspension of 
Conviviality’s shares and the eventual 
sale of Matthew Clark and Bibendum 
to C&C Group.

He said: “It started with disbelief 
and then slowly it dawned on all of 
us that the business might actually 
go under. The speed of the collapse 
was astonishing. 

“We kept in contact with some of the 
other key customers and we all agreed 
that we didn’t want to cause a run on 
it so we would stay in. Meanwhile, you 
had other suppliers trying to force you 
into deals and there came a point where 
the stakes were very high. There was 
a genuine possibility that we would 
run out of stock by the next week.”

The sense of incredulity at the 
mistakes behind the Conviviality col-
lapse was shared by other key players 
in the sector.

One said: “This is a business that 
had just completed a fundraising – 
you have to question how closely it 

was being scrutinised. There are 
certain checks and balances that 
you take for granted are happening 
with a supplier.”

Another added: “In the cases of both 
KFC and Conviviality, management 
took huge decisions without the ap-
propriate risk management assess-
ment or competence to handle what 
they proposed. Both crashed.”

Supplier/customer dynamic
So where does this leave the dynamic 
between supplier and customer?

One major client of Matthew Clark 
said: “Cost of goods dependant, I think 
we would certainly look in the future 
at the exposure of having all goods 
on one supplier network. For example, 
a possible split could be beer and soft 
drinks on one supply chain, with wine 
and spirits on another.”

Another national restaurant brand 
operator said: “I would like to carry on 
having one supplier, but I will be keep-
ing a closer eye on them. What I think 
you will see is the tables turning in 
terms of credit checks – it’s quite nor-
mal for suppliers to ask us, well now 
we will be asking them.”

A growing multi-site operator told 
MCA: “Without doubt if you want 
economies of scale you need to deal 
with the larger suppliers and it does 
make you vulnerable. That said we 
have always maintained a minimum 
of two suppliers for all key products 
and I have always refused to sign an 
exclusive agreement because of the 
risk it can pose.

“I think it helps to always have that 
option and suppliers know if their qual-
ity or service drops then they will lose 
out financially through reduced trade.”

However, the chief executive of 
another fledgling chain said: “It’s abso-
lutely key when you’re growing to be 
able to manage costs, and supply is a 
huge part of that. Each of these cases 
(Conviviality, Russell Hume and KFC) 
was a freak incident – to create a whole 
new business model based on them 
just wouldn’t make sense.”

A multiple pub operator said: “In the 
near term, there will be the same 
spectrum of behaviours that will 
broadly mirror the current state of 
things. I think that in three or four years’ 
time though – due to the rise of (digital) 
transparency – businesses will have 
fewer places to hide any dubious pro-
curement practices. Consumers will 
be even more knowledgeable and, 
therefore, will exercise this power in 
more radical and punishing ways.”

Distinct root causes
David Read, chairman of Prestige Pur-
chasing, told MCA: “These different 
cases have very distinct root causes. 
However, we are reading every day 
about flat trading and in those situa-
tions it will always feed back into the 
supply chain. Foodservice suppliers 
are feeling the pinch in the same way 
as operators. These kind of issues are 
more likely in a market that is stuttering, 
rather than one that is flourishing.”

On how operators can best protect 
themselves from future issues with 
suppliers, he said: “The Conviviality 
collapse was a surprise to pretty much 
everyone, but just because it’s a sur-
prise doesn’t mean that you shouldn’t 
be prepared. You have to be aware of 
what else is in the market and know 
where the capacity lies. 

“When agreeing a deal it’s easy to 
look at a bunch of spreadsheets and 
pick off the lowest number, but good 
procurement is about finding the most 
suitable solution and constantly keep-
ing an eye on the market.

“I think this has been a wake-up call 
to a lot of people.”  

Rethink: operators are starting to question the wisdom of one-supplier networks

CRITICAL INFORMATION TO HELP DRIVE  
YOUR BUSINESS IN THE RIGHT DIRECTION

NEWS AND INSIGHTS, 
reporting on company and 
brand updates, people 
moves, shifting consumer 
trends, market disruptors 
and emerging innovative 
concepts

MAJOR ANNOUNCEMENTS 
delivered via breaking-news 
email alerts

MONTHLY DASHBOARDS 
analysing changes in eating 
and drinking out behaviour

MONTHLY JOURNAL 
including analysis, insight 
and interviews from key 
industry figures 

Available in print  
& digital formats
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MARKET UPDATES

MENU & FOOD TRENDS
REPORT 2018

FOOD STRATEGY FORUM 

Access MCA’s comprehensive market intelligence through 
the FOOD STRATEGY FORUM’s annual programme of reports, 
debriefs, study tours, updates and client service support.

QUARTERLY FACE-TO-FACE 
MANAGEMENT BRIEFINGS: 
presented by our experienced market 
analysts, who will explain the findings 
from MCA’s most recent intelligence 

COMPLIMENTARY MARKET REPORTS:  
• “Eating out in the UK” 
• “Menu & Food Trends” 
• “Top of Mind”  

6 ANNUAL FOOD STUDY TOURS:  
We are constantly seeking and checking 
out innovative concepts, so we are well 
placed to introduce you to the best trend-
setting operators across the breadth of 
the food and beverage industry

AN  
ALL-INCLUSIVE 

PACKAGE OF 
INSIGHT
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Eating Out Panel – March 2018 vs. March 2017
Despite cold temperatures and outbreaks of snow in some regions, March 2018 saw rising levels in all key eating out metrics, albeit 
against a weak comparative in March 2017, when frequencies had fallen by 12%, as consumers reacted to the triggering of Article 50 
and Westminster terror attack.  Breakfast has had greatest success, with 10% growth in average spend, alongside a 7% increase in 
frequency to account for a higher share of visits than dinner.  Gains in share of breakfast visits have mainly been at the expense of 
lunch, although frequency, as well as average spend, has risen at every meal-time.

FREQUENCY:
AVERAGE OCCASIONS 
PER HEAD PER MONTH

AVERAGE SPEND: 
PER OCCASION

Breakfast accounts for a 
higher share of meals 
than dinner, after a 
relatively stronger 
increase in consumer 
frequency.  Lunch has 
lost share over the last 
year.

Slight increase in the 
proportion of UK 
adults eating out of 
home.

Surge in breakfast 
frequency, as levels also 
increase slightly at lunch 
and dinner.

There has been growth 
in the average spend per 
visit at every meal-time.

+10%

+7%

+3%

-0.3pp

+1% +1%

+5%

-0.9pp

MONTHLY CONSUMER INSIGHT 
DASHBOARD: highlighting current 
shifts in consumer behaviour

Complimentary tickets to the 
ANNUAL MCA MARKETING 
CONFERENCE, dedicated to 
marketers in the eating and  
drinking out sector

CONCEPTS TO WATCH:  
quarterly updates on the new concepts, 
brand developments and ideas that you 
need to be aware of, and which MCA’s 
analysts think are most relevant

BRAND 
PROFILES

FULL SUPPORT 
FROM A DEDICATED 
CLIENT SERVICES 

MANAGER, WHO LIVES 
AND BREATHES THE 

INDUSTRY, AND WORKS 
CLOSELY WITH MCA’S 

ANALYST TEAM
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MARKET REPORTS
HIGHLY-RATED MARKET DATA 

WITH INSIGHTS ON THE COMPETITIVE LANDSCAPE, 
SHIFTING CONSUMER BEHAVIOUR, TRENDS AND 
FORECASTS, MCA’S ANNUAL UK REPORT SERIES INCLUDES:

 EATING OUT IN THE UK: 
Comprehensive analysis of the 
current market landscape and 
consumer behaviour

 MENU & FOOD TRENDS:  
Menu composition, pricing, 
formats and cuisine trends, along 
with a forecast of their evolution

 “TOP OF MIND”: Insights into 
key market developments and 
the current and future state of 
the sector, through the views of 
business leaders in the UK eating 
& drinking out industry 

 RESTAURANT MARKET REPORT:  
Size and breadth of the 
restaurant industry, market 
developments, major issues, 
levers for growth and the future 
outlook

VERIFIED 
MARKET DATA 

GATHERED 
THOUGH MCA’S 
UNPARALLELED 

RESEARCH 
NETWORK + 

COMPREHENSIVE 
ANALYSIS

 FOOD-TO-GO MARKET REPORT:  
The present state of the food-to-
go market, evolving consumer 
behaviour, growth drivers and the 
future outlook of the sector

 PUB MARKET REPORT:  
The size and breadth of 
the branded, tenanted and 
independent pub sector, 
complete with detailed consumer 
insight into usage behaviours

BESPOKE REPORTS:  
In addition to our annual report 
series, our analysts also undertake 
bespoke research to shed light on 
specific subjects that matter to  
your business. 
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MENU & FOOD TRENDS
REPORT 2018

100+ 
PAGES OF 
INSIGHT



LAURA.BICKNELL@MCA-
INSIGHT.COM          01293 

610343

EXTRACTS FROM THE MCA UK FOOD-TO-GO 
MARKET REPORT 2018

FOOD TO GO
MARKET REPORT 2018

DETAILED  
MARKET 

ANALYSIS AND 
FORECASTS HELP 

YOU IDENTIFY 
GROWTH 

OPPORTUNITIES

ACCURATE AND ACTIONABLE 
INSIGHT BASED ON:

 In-depth surveys and interviews 
with UK eating-out goers and 
senior industry executives

 Extensive desktop research, 
incorporating all previous reports 
and financial information available 
to date

MARKET INTELLIGENCE  |  MARKET REPORTS (CONTINUED)
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 Understand the operator 
landscape with detailed 
profiles of the UK’s 100+ 
leading and emerging eating 
out brands

 Assess the leading players 
with ranking lists by outlet 
numbers and turnover, 
segmented by branded 
restaurants, casual dining, 
fast food restaurants, pub & 
bar brands and pub groups

 Examine trends, such 
as fast growing cuisines, 
promotional offers and social 
media

 Identify opportunities 
through analysis of outlet 
growth and eating & drinking 
out segments 

 Get inspiration from MCA’s 
chosen ‘concepts to watch’ 
of emerging and innovative 
brands

MCA’s OPERATOR DATA INDEX 
provides comprehensive data 
on 700+ leading UK operators, 
including market rankings, sales 
and outlet numbers, monthly 
analysis, as well as detailed profiles 
of the Top 100, all in one place. 

MARKET INTELLIGENCE

OPERATOR DATA INDEX 
ONE-STOP RESOURCE TO MONITOR UK EATING & DRINKING OUT BRANDS

COMPREHENSIVE 
BRAND PROFILES

BRAND  
RANKINGS

TOPICAL  
ANALYSIS

CONCEPTS  
TO WATCH

BRAND 
PROFILES 
& MORE



 Check what is trending in food 
and beverages by accessing the 
full list and description of every 
menu items for each brand, 
course and day-part

 Get pricing details for each 
dish, including regional 
variations and price changes

 Access detailed dish 
information, including size/
weight, dietary requirements, 
cooking methods, cuisine types 
and more 

 Look at monthly analysis  
of menu compositions  
and pricing

 Get inspiration by checking 
NPD activity and how dishes 
change over the seasons

Available as an annual 
digital subscription 
service

MCA’S MENU TRACKER provides detailed menu 
and pricing data on 150+ UK restaurant and pub 
brands, giving you a highly efficient and cost-effective 
replacement for collecting and analysing menus.  
All data entries are double-checked by our team of 
analysts, making MCA’s Menu Tracker the most accurate 
source of UK menu data available.

MENU TRACKER
KEEP YOUR FINGER ON THE PULSE  
OF MENU AND PRICING TRENDS

MOST INFLUENTIAL MENU 
TRENDS FOR 2018 AND BEYOND

MARKET INTELLIGENCE SAVE ON THE 
COSTS OF A  

FULL-TIME ANALYST 
OR 600 HOURS 

OF COLLECTING, 
INPUTTING AND 
CHECKING THE 

SEASON’S MENU 
DATA

1. 
HEALTHIER  
EATING

3.  
PROVENANCE

2.  
VEGETARIAN

4.  
FOOD-TO-GO
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MCA | EATING OUT PANEL

Independ’t restaurant 22.6%

Fast food 18.5%

Fast food 15.2%

Sandwich retailer 12.0%

Coffee shop/café 25.3%

Fast food 19.4%

Pub restaurant 10.6%

Pub restaurant 17.3% Pub restaurant 28.7%

Leading channels
% share of visits by day-part

Breakfast Lunch Dinner

Most popular dishes
% visit incidence by day-part

Eating Out Panel – March 2018 vs. March 2017

1

2

3

Pubs stretch dinner advantage and also remain top for lunch.  Fast food drops share at 
breakfast and lunch, with coffee shop/café No. 1 at the former. 

Breakfast Lunch Dinner

1

2

3

4

5

Full English 22.1%

Toasted muffin 6.9%

Sandwich 5.9%

Croissant (sweet) 5.2%

Muffin 4.3%

Pizza 8.1%

Curry 7.9%

Beef burger 8.3%

Fish & chips 5.4%

Sandwich 12.2% Beef burger 11.4%

Fish & chips 6.2%

Steak 6.1%

Baguette 4.4%

Toasted sandwich 2.7%

Pizza at dinner was the biggest riser, catching the slower growing beef burger.  Full English 
and toasted muffins have gained popularity at breakfast, with croissants losing out.
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+1pp
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0pp

+1pp

0pp

0pp

0pp

+2pp

0pp

-1pp

0pp

0pp

0pp

0pp

0pp

+1pp

-1pp

0pp

0pp

-1pp -2pp

-1pp

C
O

N
S

U
M

E
R

 
IN

S
IG

H
T

MCA’s UK EATING OUT PANEL tracks the 
behaviour of 6,000 nationally representative 
consumers each month, building up to 
a sample of 72,000 every year, across all 
eating out channels and day parts (including 
snacking). Our insight team validate and 
analyse all data to provide you with a clear 
picture of current consumer behaviour, 
drivers of change and key perceptions. 

 KEEP TRACK of consumer 
behaviour with a monthly 
dashboard, highlighting 
performance by day-part in 
terms of consumer frequency, 
average spend, leading channels 
visited and most popular dishes 
consumed

 UNDERSTAND the evolution of 
consumer behaviour with 100+ 
pages of quarterly analysis on the 
key trends identified from MCA’s 
UK Eating Out panel

 DIVE DEEP into channel-specific 
consumer trends, using dedicated 
analysis on: 
• Pub brands 
• Restaurant brands 
• Food-to-go  
• Bakery and sandwich products

AVAILABLE 
AS 

INDIVIDUAL 
REPORTS , 

ANNUAL DIGITAL 
SUBSCRIPTION 
OR BESPOKE 

ANALYSIS 
REPORTS

EATING OUT PANEL 
UNDERSTAND AND ADAPT TO SHIFTING 
EATING AND DRINKING OUT BEHAVIOUR
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CONSUMER INSIGHT  |  EATING OUT PANEL (CONTINUED)

GATHERED  
DATA

UNDERSTANDING MINDSET AND BEHAVIOUR

 WHO: 

 Demographic 
analysis, across all 
eating out channels 

 WHERE: 

 Brand awareness 
and visit choices

 WHY: 

 factors in selecting 
an eating out 
channel and brand 
over another

 WHAT: 

 Consumption 
patterns and 
details of food  
& drink items 

 HOW MUCH: 

 Frequency and 
spending patterns 
across day parts  
and over time

  HOW GOOD: 

 Satisfaction 
rankings based on 
analysis of KPIs, Net 
Promoter Scores, 
market shares and 
revisit rankings for 
individual brands

MCA’S ANALYSIS TOOL lets you 
examine specific consumer behaviour 
by running your own queries from 
MCA’s UK Eating Out Panel data. 
Selecting the desired timeframe  
and/or channel/brand, dive deep into:

 Participation levels

 Visit share performance

 Spends by channel and day-part

 Category performance changes

 Brand and competitor performance

 Customer profiles and satisfaction

Results can be exported both as data tables  
and charts.
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CONSUMER INSIGHT 

1Hot Topics – Bimonthly Report | MCA. 2018 March © 

HOT TOPICS
MARCH 2018

HOT TOPICS
TRACK CONSUMER OPINION ON TOPICAL ISSUES 
FACING THE EATING OUT MARKET

MCA’s HOT TOPICS report is a bi-monthly 
tracker based on nationally-representative 
consumer surveys, which reports on consumer 
behaviour and perceptions in relation to: 

 THE SUGAR TAX LEVY: highlighting 
the soft drink categories most often 
consumed when out of home, 
awareness levels of the Sugar Tax Levy 
and price change perceptions

 FOODSERVICE DELIVERY: surveying 
how often and the main reasons 
why consumers order home delivery, 
the most important factors in brand 
selection, preferred takeaway cuisines 
and the impact on eating out frequency

 PACKAGING/SUSTAINABILITY: 
uncovering the importance consumers 
give to sustainability, their desired areas 
of improvement and behaviour changes 
to reduce environmental impact when 
eating out, how sustainability impacts 
operator visits and consumers’ attitude 
towards price incentives to encourage 
the reduction of disposable packaging

 VEGAN/VEGETARIANISM: revealing the 
importance of meat-free dish choices 
when selecting an eating out venue, the 
reasons for seeking this change in diet 
and preferred meat-free cuisines

 PRICE AND PROMOTIONS: detailing 
consumers’ perception of the level and 
reasons for price changes in foodservice 
in the last six months, how often they 
take advantage of promotional offers 
when eating out, how promotional 
usage has evolved over the last 6-12 
months and consumer preferences in 
relation to promotions vs lower prices 

 ALCOHOL DRINKING HABITS: 
summarising how often people 
consume alcoholic drinks out of home, 
how and why their drinking habits have 
changed over the last six months, and 
which drinks they would consider as 
an alternative to their typical alcoholic 
drink choice

BI-MONTHLY 
REPORTS 

AVAILABLE 
AS PART OF 
AN ANNUAL 

SUBSCRIPTION
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Hot Topics – Bimonthly Report | MCA. 2018 March © 7

HOT TOPICS

45%

39%

60%
STAYED THE SAME

Price/promotions

Frequency of using promotional offersReasons for thinking prices have gone up

Noticed a change in the typical amount 
of my total bill, 59%

Noticed a change in the price of specific 
dishes, 32%

General impression, 32%

Noticed a change in the price of the 
cheapest item on a menu/s, 27%

Noticed a change in the price of the 
most expensive item on a menu/s,18%

How has your usage of promotional offers these 
days changed compared with 6-12 months ago?

'I would prefer to see more promotions than 
lower prices 

when eating out in restaurants' 

38%
Agree

24%
DISAGREE

N.B. 38% neither agree nor disagree

32%
INCREASED

8%
DECREASED

GONE UP A 
LOT, 5%

GONE UP A 
BIT, 43%

STAYED THE 
SAME, 41%

GONE DOWN 
A BIT, 8%

GONE DOWN 
A LOT, 2%

£
In the last six months how have PRI£ES 
of the meals out you've had CHANGED? 

Hot Topics – Bimonthly Report | MCA. 2018 March © 4

HOT TOPICS

↓

Alcohol consumption

Typically how often do you consume alcoholic drinks OUT OF HOME?

How has your OUT OF HOME alcohol consumption changed over 
the last six months?

No change CONSUMING
LESS

Consuming 
More

Stopped 
drinking

57%
26% 12% 6%

Top five reasons for drinking less alcohol

Too expensive, 32%

Change in lifestyle/stage, 23%

Health benefits, 21%

To lose weight, 9%

Fitness benefits, 5%

51%
17% 12% 11% 11%

Soft drinks Mocktail Alcohol free
beer

Mixer Low alcohol
beer

Top five replacements for alcoholic drinks

Several times a week, 7% Each week, 18% A few times a month, 29% Rarely, 33% 13% never

DO YOU 
HAVE A 

BURNING 
ISSUE WHICH 

IS NOT 
LISTED? 

BRAND 
PROFILES

PLEASE GET 
IN TOUCH 

AND NOMINATE 
YOUR OWN 

QUESTIONS IN 
THE BI-MONTHLY 

SURVEY

EXAMPLE ANALYSIS FROM HOT TOPICS



CONFERENCES AND EVENTS
INSIGHT SHARING AND RELATIONSHIP BUILDING WITH THE MOST 
ON-TREND OPERATORS, SUPPLIERS AND SOLUTION PROVIDERS

CONFERENCES

Each focusing on a specific segment of the 
eating and drinking out market, MCA’s annual 
conference series delivers relevant market 
intelligence and thought-leadership on the 
burning topics of the moment. With a blend of 
presentations, panel sessions and networking 
time, these full-day events provide an ideal 
platform to discuss market disruptors, best-in-
class concepts, headwinds and opportunities.
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 THE RESTAURANT CONFERENCE 
therestaurantconference.co.uk

 THE FOOD-TO-GO CONFERENCE 
foodtogoconference.co.uk 

 THE PUB CONFERENCE 
thepubconference.co.uk  

 THE TENANTED PUB COMPANY SUMMIT 
tenantedpubcompanysummit.co.uk

 THE MARKETING CONFERENCE 
marketinginfoodservice.com  
Dedicated to marketers in the eating out industry

 HOSTECH 
hostech.co.uk - Digital innovation in hospitality

RETAILERS’ RETAILER AWARDS

Celebrating the very best concepts 
and individuals in the UK eating and 
drinking out sector, the annual Retailers’ 
Retailer Awards bring the senior tier of 
the industry into one room to reward 
and recognise true excellence in the 
market. The awards are a great platform 
for forward-looking brands. Votes come 
exclusively from senior executives within 
the sector.

rroty.co.uk 
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NETWORKING & BEST-PRACTICE SHARING  |  CONFERENCES & EVENTS (CONTINUED)

EXECUTIVE EVENTS, OFFERING EXCLUSIVE SUPPLIER 
ACCESS FOR SPONSORS

FOOD STUDY TOURS

Open to the leaders of the foodservice sector, 
the DIRECTORS CLUB series of private dinners 
provides a unique setting to discuss topical 
issues, with a major business, political or financial 
speaker stimulating debate. 

 

Designed for the most senior finance-responsible 
executives in the UK eating and drinking out 
industry, MCA’S FD LEADERS CLUB is a series of 
invitation-only events providing a productive 
environment to network and hear from 
industry professionals representing 
other industries, government, senior 
commentators and the media.

MCA’s interactive food study tours present a unique 
opportunity to take inspiration and insight back 
to your business. With the MCA team frequently 
visiting new innovative concepts, we are never short 

of on-trend new operators to take you to, 
so you can experience their unique 

offering first hand. 

SPONSORSHIP  
OPPORTUNITIES  

PUT YOUR BRAND AT THE 
FOREFRONT OF YOUR 
PROSPECTS’ MINDS

 
Gathering senior decision-makers in the 

industry around common interests, MCA’s 
events are a powerful opportunity to network 
face-to-face with senior decision makers and 

benefit from association with the leading events 
in the sector. 



CONSULTANCY & 
BESPOKE RESEARCH



GARETH.NASH@MCA-INSIGHT.COM 020 7611 0414JOSH.FORD@MCA-INSIGHT.COM                         020 7611 0404

CONSULTANCY & BESPOKE RESEARCH

By drawing on the broad 
market expertise of MCA’s 
analysts, you can get a 
fresh viewpoint on which 
to underpin your strategic 
development. After a 
preliminary consultation, we 
will undertake BESPOKE DATA 
COLLECTION, RESEARCH AND 
ANALYSIS to support your 
business strategy. 

Our analysts’ findings are 
supported by their long-
standing experience in studying 
shifts in the UK eating and 
drinking out market and 
watching innovation from 
abroad. 

They will rigorously investigate 
your unique burning issues and 
deliver back reliable actionable 
insights to help your business 
succeed in the face of shifting 
consumer behaviour, disruptive 
trends and competitive threats. 

CUSTOM ANALYSIS
SUPPORTING YOUR STRATEGIC DEVELOPMENT

“Which new 
markets are most 

suited for our brand 
expansion?”

“How do we 
differentiate and 

evolve our brand?”

Our bespoke research and consultancy 
services have already helped companies 
as diverse as:

“How can we 
better respond 

to challenges and 
opportunities over 

the next 3 to 5 
years?”



PARTNERING  
WITH MCA.



GARETH.NASH@MCA-INSIGHT.COM 020 7611 0414

THE EATING AND DRINKING OUT 

INDUSTRY IS OUR PASSION AND FOCUS. 

By partnering with MCA, you get 

access to the expertise of our 

knowledgeable market analysts, editors 

and consultants, as well as unique 

opportunities to meet our extensive 

network of operators, suppliers and 

solution providers.

MCA is the leading UK provider of 

eating and drinking out market 

intelligence, renowned for unrivalled 

daily news coverage, market insight and 

events. Swapping speculation for fact, 

we keep all players in the market up to 

speed with the rapid evolution of the 

industry, reveal emergent opportunities 

and provide actionable intelligence to 

help you grow your business. 





YOUR TRUSTED PARTNER 
FOR INDUSTRY INSIGHT 
AND CONNECTIONS,  
EMPOWERING YOUR 
BUSINESS GROWTH
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MCA is part of

 @MCAInsight 

 mca-insight 

 @mca_insight

 
10 Ely Place       Broadfield Park 
London        Crawley 
EC1N 6RY       RH11 9RT

www.mca-insight.com


