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F&B has been a very active space during recent years 
and Pragma has been lucky enough to have had the 
opportunity to work with a wide variety of brands and 
exciting bar and restaurant propositions.

The UK is increasingly becoming a 
nation of casual diners, choosing to 
eat out instead of cooking at home, 
which has supported the growth of 
everyday branded chains. 
Mass market consumers continue to gravitate towards 
reliable, affordable concepts. Crowd-pleasing cuisine 
types (think Italian, Chinese, French) retain their 
position as the default choice. 

At the same time, an increasingly saturated market and 
greater consumer sophistication has driven demand for 
better and more interesting places to dine and drink. A 
plethora of new options have been introduced to our 
repertoire, with Peruvian, Korean and Scandinavian 
cuisine twists generating buzz and niche appeal. We 
have witnessed the rise of juicing, then ‘souping’; a 
wave of street food inspired concepts; a trend towards 
posh everyday dishes and a dash of gourmet nostalgia. 
Sensory innovations to create theatre also add that 
extra edge, and the more experimental consumer is 
particularly driven by experiential elements. 

The investment world has become attuned to the 
opportunity to capitalise upon those businesses with 
promising scalability potential, and spotting the ‘next 
big thing’ has become somewhat of a pastime. 

In trying to separate the winners 
from the losers, the core 
strengths of breadth of appeal, 
viability across dayparts, and 
suitability for a range of different 
occasions, are key predictors of 
sustainability.
Reliably delivering great product, service and 
environment is fundamental, as is achieving that 
intangible blend of atmosphere and ‘buzz’ which 
gives a customer the desire to return.

Innovation has been driven from the capital and the 
London diner has the biggest appetite for newness. 
New ideas abound, but the question on the lips of 
operators and investors alike is, does a concept 
have legs beyond the M25? The answer to this lies 
in understanding the audience, the extent to which 
that audience is present in the new territory, and the 
underlying propensity to visit. Identifying suitable 
locations is the first step, after which operators face 
the bigger challenge of trying to secure the best sites. 
Continuing to drive frequent business is key – rife 
competition for trade instigated a promotions arms-
race throughout the late noughties, which has levelled 
recently into a more targeted approach to CRM. 

In this report we share our insight, as well as our 
opinions of the trends and market dynamics we 
have observed in this space. We also look at some 
brands which we consider ‘ones to watch’ and include 
interviews with the leaders of two of our client 
businesses in this sector, Hawksmoor and Drake & 
Morgan; both great businesses that demonstrate how 
to successfully engage with consumers and create 
formats ideal for multiple occasions and locations.

We are continuously working with our clients to find 
new ways to innovate and drive loyalty in demanding 
markets – if you would like to discuss any of the 
trends identified in this report drop me a line at 
h.mills@pragmauk.com

 

Helene Mills 
Director, Strategy & Consumer Pragma Consulting 

By The Numbers
UK F&B Market Key Statistics
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Expert Interview 
Jillian MacLean Founder, Drake & Morgan

How has trade been in the last few weeks 
compared to say a year ago? 

We have seen very good growth recently. And yes, 
we’re actually having an exceptional year. We’re really 
delighted with trading. 

How has the bar and restaurant market in London 
changed over the past few years?

London is one of the food capitals of the world now. 
It’s very dynamic. Our business started in 2008 and 
the whole landscape has changed. 

Is it becoming more challenging to retain and 
attract new customers?

In recent years there have been a number of 
well known chefs who have developed their own 
offers. Predominantly they would have been white 
tablecloth-type operators, but they’ve developed 
more casual, informal formats – people like Jason 
Atherton, Gordon Ramsey, and Angela Hartnett with 
Café Murano. They’re doing some fantastic things and 
a lot of chefs who were previously doing pop-ups are 
now being offered permanent space by landlords. And 
actually landlords quite like the fact they’re hosting a 
named chef. 

In terms of Drake & Morgan, what are the key 
ingredients that make a successful bar?

Our business is based on four 
formats. We’re trading for 
breakfast and brunch, lunch, 
post-work for dinner and for 
private parties and events. 

We’re a casual accessible offer and effectively an 
umbrella brand. That said, the look and feel for each 
site is really quite different – we tailor the fit-outs 
sympathetically with the building, and then we tailor 
our concept and the environment accordingly.

Your bars are very distinctive. Did you set out to be 
different from the competition in terms of the look 
and feel?

We’ve been inspired by some 
great operators in other parts of 
the world. When we started at the 
height of the recession, our view 
was to go and look abroad. 
We spent quite a bit of time in the US, predominantly 
on the West Coast and Northern California looking at 
a number of operators doing things well. What we’ve 
done is take and tailor things in our business. We’ve 
seen people doing things beautifully well in other parts 
of the world. There’s a number of people that we track 
around the world, such as the unlisted collection based 
out of Singapore, and the girls that founded House Café 
and House Hotels in Istanbul, which is not a dissimilar 
offer to ours. On the West Coast, there’s Michael Mina 
and Chip Conley, who is one of the best boutique hotel 
operators in the world. We’re really inspired by his 
business. And in fact we’re going there soon, to stay at 
Vitale, one of their properties. We’re taking our team on 
an innovation trip to show them a number of concepts 
in Northern California that have inspired us over the 
last five years or so.

Our exec chef and head chef team have recently 
returned from Seville. They’ve been out there on a food 
innovation trip looking at a number of different tapas 
operators. We also run wine schools in Bordeaux. We 
like to travel and see people that do things well in other 
parts of the world and put some of those ingredients 
into the melting pot for our offer.

Do you see as much innovation in London as you do 
in the places you mentioned, Europe and the US?

London is remarkable at the moment with lots to see, 
but the place that really blew me away was Tokyo. We 
had an innovation trip to Asia three or four years ago – 
Hong Kong, Shanghai and Tokyo. 

Tokyo was one of the best places 
I’ve been to in my life, and so very 
exquisite in terms of attention 
to detail in the retail concepts 
that were there. But I would say 
London is on a par now.
How long would you say a particular look or theme 
for a bar lasts nowadays, particularly in London?

We reinvest quite a lot of capital into our businesses 
in terms of the set-up, but actually the evolution is 
more about the customer offer.

It’s not about revolution. It’s 
keeping things fresh and smart.
Our investment is around refreshing our offers which 
we do regularly by season.  

Your bars have a reputation for being particularly 
female friendly…

Women influence 80% of purchasing decisions. 
This is what became the inspiration and DNA for 
Drake & Morgan. Our database of customers is 
predominantly female. A lot of women pre-book 
with us so we like to look after them. So yes, they are 
a key part of our business.

The bar industry has a relatively high turnover of 
staff. Do you put a lot of emphasis on recruitment 
and training?

We’ve got a number of different programmes in the 
business. Love to learn. Love to smile. Love to grow.

Pragma helped us with the 
strategic direction of our training 
programmes and they’re starting 
to get embedded into the business. 
Like everybody else, we don’t get it right all the time. It 
was really fantastic that Pragma helped us with that.

Have you noticed that customers have changed at 
all in terms of their profile or what they’re ordering?

People now are particularly 
interested in the experience. 
If somebody said to me when we started out that we’d 
be doing mixology and there would be themes around 
Candy Crush and Game of Thrones and also that we’d 
have mother and baby clubs, I probably wouldn’t 
have believed them. We do quite a lot of wine and 
food pairings as well. 

Are you looking at other UK cities or even other 
countries in terms of rollout plans?

For now our focus is on the UK. We’re opening in 
Edinburgh and Manchester later in the year. But 
predominantly our focus is in London for the next 
couple of years.

What do you think D&M’s biggest challenges are in 
the short and long-term?

Competing for property and making sure that we’re 
going to be the best fit for some of these buildings for 
the landlords and tenants.

In a nutshell, what do you think the secret of 
success is in your sector?

It’s all about hard work. Keeping the offer relevant to 
the customer. Evolving the offer and keeping close 
to your customer and your team to deliver what they 
want. It’s terribly hard work but when you get it right 
it’s fantastically rewarding.
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Ones To Watch
New F&B Concepts
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Le Bab

The self-proclaimed kebab renaissance project, Le Bab answers Heston Blumenthal’s challenge: 
‘If I was going to predict what the next big thing should be… it would be a kebab. Not the post-
pub thing- it should be a proper kebab…that would be a brilliant thing. I wonder who will do it 
first?’ In response to both Blumenthal and the growing trend for quality products in a casual dining 
environment, Le Bab’s reinvention of the kebab was born. The restaurant opened in December 2015 
in Kingly Court, Soho.

Catering to an audience looking for good food in informal surroundings, Le Bab elevates the traditional 
kebab in order to realise its  enormous potential as a simple, delicious meal. By sourcing ingredients 
of high quality, local and ethical provenance, and placing them within a seasonally derived menu, 
Le Bab is able to provide a fresh perspective of the kebab, combining traditional influences with 
modern techniques, skilled chefs and great produce. A promising entrant in the growing premium 
product / casual dining market, Le Bab exploits the proven recipe of a simple product, made with great 
ingredients, in an exciting environment tailored to the young fun-loving consumer.

MOD Pizza

The fast casual artisan pizza restaurant operator MOD (made on demand) Pizza, led by Seattle 
Coffee Company founder Scott Svenson, has signed an agreement with Five Guys backer Sir 
Charles Dunstone in order to make its debut in the UK. Pizza Mod has grown to 69 sites in the US 
since its launch in 2008 and has signed a joint venture with Dunstone’s Freston Venture vehicle.

This US entrant to the UK market also harks back to simpler times concerning food. Motivated 
to create a unique experience for customers and team members alike, whilst facing the 
financial collapse of 2008 in Seattle, the founders sought to make an authentic, fresh, artisan 
product super-fast, as part of a unique experience. Pizza MOD is notorious for looking after 
its team and supporting philanthropic causes, which, combined with low fixed prices, should 
prove popular in the UK market.

Red’s True BBQ

Originally based in Leeds since 2012, American smokehouse Red’s True BBQ moved its concept 
to London’s Shoreditch in 2015.

The restaurants have a tongue-in-cheek evangelical theme with employees described as 
‘believers’ and the tagline ‘Let there be meat’. Each year the company’s founders, James 
Douglas and Scott Munro make a ‘pilgrimage’ across the southern states of America to seek 
culinary inspiration, with spaces up for grabs for the best performing staff. Claiming that 
the sensory theatre of the barbecue is completely unpretentious, the devout tone of the 
restaurant caters to the demand for real, unpolished and authentic experiences from diners in 
the current UK market.

Red’s aims to open 20 sites within five years and to become the UK’s largest smokehouse group 
and go-to brand for authentic barbecue in the UK.
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Expert Interview 
Will Beckett Founder, Hawksmoor

How has trade been in recent months, and how do 
things compare to two or three years ago?

We’re holding up really well. The periods of double 
digit like for like increase are certainly over, however.

The market feels different. Although we’re trading 
well, I’m not particularly positive about the overall 
eating out market. I was at a conference recently 
where Jeremy King said that if you have ten 
restaurants at some point trade will dampen – you 
will probably see no reduction in the top one or two 
but you’ll see huge reductions in the bottom one or 
two. At the moment it’s very difficult to say which are 
people’s favourite restaurants because everywhere is 
very, very busy. And at some point, I imagine, people 
will only go into their favourite restaurant.

I definitely see problems in the 
London market in particular, 
characterised by oversupply.
Has your new Manchester restaurant performed to 
your expectations or has anything surprised you?

It’s performed above them, actually. We had a few 
concerns that were driven mostly by not knowing the 
market particularly well. One was what would the 
spend per head look like, and another was whether 
the trade would be spread out through the week, or 
too heavily focused on the weekend. We’ve actually 
been pleasantly surprised on all counts. 

I also don’t think we have that problem of people 
feeling that it’s a London restaurant in Manchester. 
People seem to have taken it to heart as a local 
restaurant, and we’re really pleased about that.

Are Manchester customers different from 
Londoners?

They drink less at lunchtime during the week! People 
are a bit dressier in Manchester as well. They tend 
to like making an evening of it more than people 
do in London. But there’s also a casualness about 
Hawksmoor that does really well in Manchester. It’s 
not somewhere that likes lots of fuss and frills when 
it comes to service. The other thing is that ours is 
the kind of food that people like, but done as well as 
possible, which translates well in Manchester. 

I think that’s what people are 
looking for. Not a fancy concept or 
the reinvention of the wheel, but 
things they like, done really well. 
You are opening in the World Trade Center in New 
York. Do you have bigger plans for the US?

Yes, we’re going to open our first ever restaurant 
internationally, our biggest ever restaurant. It’s in 
the World Trade Center, in the home city of the steak 
restaurant. We need to conquer that first before we 
try to be any more ambitious. I feel like New York is 
the kind of place that can easily accommodate a great 
restaurant, so our job is to deliver one.

Do you think you’ll have to alter your offer much 
for the US?

When we open restaurants 
generally we try to get a balance 
between doing what we’ve 
always done well, and trying to 
adapt to a local market. 
And we’ve done that in different restaurants in 
London and we’ve done it in Manchester. So, I assume 
it would be the same in New York. We’re not trying to 
open a London outpost in New York. We’re very much 
trying to open a New York restaurant.

What was the original idea behind Foxlow?

Foxlow was in part just going back to what we had 
started out to do. When we opened Hawksmoor ten 

years ago it was a neighbourhood restaurant. It had 
a great reputation, but primarily people who went 
there lived or worked locally, and it had that local feel 
to it. It was only later really that Hawksmoor became 
the big destination restaurant. So the Foxlow concept 
is really going back to that original idea of the great 
neighbourhood steak restaurant.

You’ve just taken two new sites for Foxlow...

Yes, we bought the two restaurants from a friend 
of ours, Sam Harrison, who had a restaurant called 
Sam’s in Chiswick and one called Harrison’s in 
Balham. We bought them both and re-opened them 
as Foxlows, and it’s gone really well.  

One thing we talk about a lot 
within our company is trying to 
build institutions.
Sam’s was an institution, and there were definitely 
were some people who found it quite difficult when 
it changed to Foxlow. But I feel that the Chiswick 
restaurant is now really well loved.

What have you learned from opening new restaurants?

There’s no doubt that it’s a difficult thing do. We try to 
open restaurants with real integrity – restaurants that 
are great in their own right. That involves a lot of work 
in terms of training, standards, consistency, quality of 
staff, making sure the creative team are doing the right 
thing in design. And we will carry on growing. Hopefully 
there will be one or two more restaurants this year.

Do you feel like your competitors have improved 
since you started?

The landscape of London 
restaurants during the last 
ten years has changed almost 
beyond all recognition. 
I remember thinking very clearly in 2006 that we were 
almost alone in offering a very high end experience 
but done informally. Five years ago we were more or 
less on our own in trying to build branded restaurants 
with this sort of integrity. But now, there are lots 
of places that offer a great combination of casual 

experience and high end products, and there are 
plenty doing what we do in terms of trying to build 
up a really good branded restaurant chain without 
compromising on some of the things that have 
suffered in the past. People are doing more and more 
in terms of ethics. That’s a big part of what we do, 
especially being a good employer. 

Also, the economic backdrop has changed. When we 
picked up Seven Dials and Guildhall they couldn’t give 
those sites away fast enough. The rent was paltry. 
If you were an aspiring independent you could take 
chances with things. That’s not true anymore. Rents 
are astronomical, and competition is fierce. You have 
to be very, very good at what you do. 

What other restaurants you most admire?

When we started Hawksmoor we looked for 
inspiration in New York. The restaurants were 
brilliantly designed, and the service was casual but 
very professional. They were fun, without maybe 
some of the formality or ‘chefiness’ that you saw at 
the time in high end restaurants. 

Some of the newer restaurants 
that have done incredibly well 
are Palomar and Gymkhana, 
which are run by young chefs 
and restaurateurs who don’t 
have a formal background.
What do you think your biggest challenges are for 
your business in the short-term?

We have challenges caused by oversupply, so we are 
making sure that we are constantly attracting new 
customers and getting our existing ones back.

At the conference I mentioned earlier Jeremy King also 
said that he came to realise that it was good for him to 
speak out a bit more. I like the idea that Hawksmoor 
is a company that people take an interest in. Ten years 
ago there was a view that it was unnecessary and 
possibly counter-productive to speak publicly, and I 
certainly don’t feel that that’s true anymore. I think 
people expect you to have integrity in your offer and in 
your company ethics and values. 
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Market Trends 
Market Dynamics and Consumer Behaviour

UK Eating Out Market Value 2008–2014

UK Eating Out Market Value by Channel 2008–2014

The total UK eating out market has remained relatively flat since 2008, 
despite difficult economic conditions, with an estimated market value 
of £78.8bn in 2014

Independent restaurants have lost market share at the expense of 
fine dining and branded restaurants in recent years. Meanwhile, 
coffee shop, leisure, and fast food offers have grown at 3-4% CAGR

UK Eating Out Market Forecast CAGR by Segment 2014–2017E

Restaurant Choice Drivers

Branded Emerging Fast Food and Street Food are the two dining 
sectors forecast to grow fastest 

Beyond the food offer, consistency, service and environment have a 
strong bearing on consumers’ choices of restaurants 
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Pragma Case Study 
Drake & Morgan Customer Service Optimisation

Context 

Drake & Morgan had successfully rolled out seven 
bars across London, when it wished to further 
optimise and develop its service proposition to 
differentiate itself from the highly competitive 
market in which it operates. Pragma was 
commissioned to evaluate the service proposition in 
these bars, and to create a roadmap to ensure that 
service is consistently executed to a high standard.

Pragma Approach

Pragma undertook a multi-disciplinary work 
programme to review the current service 
proposition against the competition. This work 
was complemented by a deep understanding of 
internal operations, achieved through management 
interviews and staff workshops. Through a 
consolidation of internal and consumer findings, 
Pragma worked with management to define a 
roadmap for achieving differentiated service. This 
roadmap included:

• Redefining Operations Managers’ roles

• Increasing staffing levels 

• Reviewing the bonus structure to incentivise 
customer service

• Consolidating internal communications to give 
managers more time on the floor

• Developing KPIs and a framework for 
monitoring service standards in the future

Outcome

Pragma delivered actionable recommendations 
for optimising customer service across Drake & 
Morgan venues, taking into account the needs of 
the customer, internal team culture and personnel 
requirements, and ongoing monitoring to maintain 
high standards. The business has since opened two 
more bars which have proven to be very successful.
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Pragma Case Study 
Pizza Express UAE Market Evaluation

Context 

Pizza Express entered the UAE 16 years ago under 
franchise and now operates three concepts:

• Pizza Express

• Jazz@PizzaExpress 

• Pizza Express Kidzania

Following Hony Capital’s buyback in 2015, the 
international management team asked Pragma 
to assess the business in Dubai, Fujairah and Al 
Rashidiya, in order to inform the growth strategy for 
the wider territory and optimise the current execution.

Pragma Approach

We designed a rigorous programme of customer 
insight, restaurant audits, desk research, 
management interviews and trading data analysis 
in order to provide a roadmap for success in the 
territory. This included recommendations for:

• Quick wins (specific improvements in fascia, 
menu design, and steps of service)

• Optimisation (consistency across fascia, 
branding, and pricing, with local flex in décor, 
range and promotions)

• Roll-out and growth (format segmentation, 
locations, delivery and partnerships)

• Ongoing marketing and communications 
activity (how to drive awareness and improve 
daytime trade)

Outcome

Pragma delivered its findings to the international 
management team who are currently reviewing 
the menu, pricing and concept. There are plans to 
introduce a revised menu in 2016 and the estate 
continues to grow in the region; Jazz@PizzaExpress 
opened in Abu Dhabi in 2015 and management are 
looking to open a further branch in Dubai this year.
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Pragma Case Study 
Graphite Capital & Hawksmoor CDD and Potential Site Evaluation

Context 

Hawksmoor had experienced a period of rapid 
growth following the recovery of the casual dining 
market in the UK after the financial crisis. A number 
of potential investors were looking at the business, 
and Pragma was asked to undertake a programme 
of commercial due diligence. Following this 
work, Pragma was subsequently asked to advise 
Hawksmoor on further strategic questions, including 
the evaluation of current and potential sites.

Pragma Approach

As part of the transaction, Pragma undertook a 
detailed business review consisting of a market 
and competitor evaluation and primary consumer 
research, that allowed us to:

• Understand customers’ perceptions of, and 
attitudes to, Hawksmoor

• Understand the broader restaurant critic and 
consumer opinion of Hawksmoor, relative to its 
core competitive set in London

• Understand the demographics of the target 
market in London and their awareness of the 
Hawksmoor brand

In subsequent work we undertook to help 
management evaluate its current and potential 
locations we conducted primary consumer research 
and visited Hawksmoor and competitor sites, to:

• Identify differences in competitor offers and 
dining out habits across locations

• Assess the viability of opening new locations 
and how to tailor the offer to a new audience

Outcome

Hawksmoor secured additional investment – 
reportedly £35-£40m – from Graphite Capital in July 
2013. The business has since focused on further 
growth opportunities, supported by Pragma.
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Pragma Case Study 
Bridgepoint Consumer Evaluation of ASK & Zizzi

Context 

As part of the commercial due diligence process 
relating to a potential investment, Pragma was 
commissioned by Bridgepoint to undertake a 
market and consumer evaluation of the ASK Italian 
and Zizzi restaurants.

Pragma Approach

Pragma undertook an extensive programme of 
quantitative and qualitative insight alongside 
restaurant audits and desk research in order 
to evaluate the strength of ASK and Zizzi in the 
market and identify areas for growth and improved 
performance. Specifically, Pragma assessed the 
barriers to more frequent usage, the impact of 
recent transformations to the décor, service, and 
menu, and the threat from newer entrants to the 
market.

We found clear opportunities for both brands 
to become ‘core’ for a higher proportion of the 
customer base through rolling out restaurant 
transformations which were demonstrated to be 
successful. In addition, we found scope for the 
business to grow through further openings and 
complementary acquisitions.

Outcome

Pragma generated new insight into the consumer 
profile and brand positioning for both restaurants, 
and used this to deliver a balanced assessment 
of the investment opportunity. Bridgepoint 
subsequently acquired ASK and Zizzi in a deal that 
valued the two restaurants at c.£250m.
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Pragma is a leading consultancy 
which specialises in retail and 
consumer markets, airports and 
commercial spaces

Established over a quarter of a century ago, 
we have delivered over 1,300 projects in over 
30 countries. It is our unique combination 
of research, analysis, retail operations and 
implementation skills that sets us apart.  
 
Pragmauk.com
+44 (0)20 7902 6888


