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Bossõ Blog 

 

Emergency budget is delivered - everyone looks anxious!  
 

Just as we start thinking about S ummer holidays, along comes 

the  emergency budget from the new coalition Government.  

So I thought Iõd let our readers know where we see the 

challenges in the years ahead  and how these  austerity 

measures are likely to af fect our business both on a day -to -

day and strategic basis and what we are already doing, and 

will need to do, to maximise the opportunities that this 

environment will  bring .  

Our customers : in the aftermath of this budget, family finances will be tightened 

and so Tupperwares wil l increase at staff restaurants. Students  may well come 

under pressure too. So itõs important we develop tailored menu offers to maximise 

sales, supported by meal deals, incentives and promotions. Itõs no longer enough 

to run a special promotion or theme day, each promotion has to deliver value f or 

the customer, as does our daily counter. You will see that the Caternet flyer library 

is being  updated  to  include a new style of menu offer that tells the customer how 

much money they are saving off the standard tariff price  ð use it. Iõm confident 

your  sales will grow as a result ! 

Weõve already begun work on the ôÃ1õ, ôÃ2õ, ôÃ3 and moreõ 

menu styles so customers can choose what they want to  

spend. Each menu has been nutritionally balanced so  

customers can get refreshment and nourishment.  

Our healthca re menus are already structured nutritionally  

so weõre comfortable we õve already maximised the value  

in our offer.  

Current and potential clients : there will inevitably be more  

pressure on cost s. In the worst cases some clients may question  

whether to k eep a  catering facility going if unemployment rises drastically. One of 

the main benefits of h aving a facility is to attract employees to the business. If 

there õs a growing availability of employees, then do you need to spend money on 

that benefit?  

The va st majority of schools, colleges and  universities do need a catering service , 

but will now be looking for maximum value for money!  
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Thatõs the gloomy bit over 
 

In my view this emergency  budget means two things to us:  

i) We need to reduce our clients õ costs and continue to deliver a real value for 

money, quality and c ost effective catering service ð and letõs share our knowledge 

about how we are doing that across the country so we can cont inually improve.  

ii) There will be more opportunities if our comp etitors carry on ignoring the calls 

from their clients to look after THEIR money  and continue choosing to maintain 

their required income and profit. Letõs work hard in uncovering those opportunities 

and really show how a cateri ng company CAN look after a clientsõ interests as well 

as their own!  

We will be launching our ôFair Charging Policyõ in September when the client  

community settles down to the A utumn selling season.  

 

Host and the community (that means you!)  
 

We live in interesting times, but because we took action in late 2008 to trim our 

cloth and set our sails for the recession we have managed to grow  our profit and 

our business. But itõs a lot more competitive in the marketplace now, thatõs for sure. 

I reiterate the four major targets for a recessi on -proof business:  

1. Cash is k ing  ð one of our unsung heroes in this P&P is Vanessa Mitchell. Our 

credit controller, Vanessa took over from Rachel Gorvin 18 months ago, and 

has done a brilliant job of managing our cash  flow , with the support of the 

finance t eam . Well done everyone!  

2. Deliver quality and value for money  ð our operating teams across the 

country have risen to the challenge and with our new branding to support 

them have given our operations a more modern style . Thereõs more to come 

too, so well don e all of you who are facing our customers day in, day out.  

3. Invest in sales and marketing  ð we continue to invest in our sales team and I 

am pleased to announce that Simona Oproiu is moving into the sales team 

with effect from 1 July. Simona will initially work with Andrew Scott until she is 

up and running and will continue the growth in the South. Sarah Peck has 

been our ôrookyõ in the North, and Sarah is now coming on stream as her 

experience builds. We are also currently ôwashingõ our dbase to get ready 

for the Autumn sales campaign, so watch this space!  

4. Keep the best team you can around you, ready to benefit in the recovery  ð 

we hope not to have to make any further changes than we did at the end 

of 2008, but we are making structural changes at Board level  to respond to 

the challenges we will face over the next two/three years whilst the 

economy  gets  back onto track.  
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Structural review and changes  
 

Interesting times make for interesting challenges, and at Board level we think itõs 

time for us to refocus our sales and operations teams to maximise the opportunities 

and challenges ahead. So we are moving to a structure with a sales and an 

operations director , rather than regional director s who looked after both sales and 

marketing in the North and South.  

We see  the balance between the ôRegionalõ and the focused disciplines of sales 

and operations against the ramifications of the economy is tipping towards a more 

disciplined approach. This means we can be more focused on delivering a cost 

effective and quality se rvice to our current clients, and a more efficient sales team 

to respond to the competitive nature of the market place  ð particularly as our 

competitors get more ôcuteõ in their sales approaches! 

 

You will also see the movement of food innovation and purc hasing into the 

operations team , headed up by Deborah Homshaw as operations d irector. This is a 

more logical place for Neil Wightman and Diane Broad, a llowing them to really 

focus on where the Host food strategy and culinary skills are heading. They will a lso 

link directly with Neil Shayle as our training manager, as well as ensuring that our 

one -stop shop and local fresh produce plan is continuously improved with the 

advent of the G -Shop e -procurement systems which are coming into Host for beta 

testing fro m August onwards...  










































