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The food service industry, estimated to be over US$ 57 
billion currently, is growing at an annual growth rate of 11%, 
and is expected to reach US$ 78 billion by 2018, on the 
back of sustained growth in the disposable income of Indian 
consumers. This growth and expansion of the industry is 
bringing about an interesting and important shift in the food 
service business. Recent years have seen a continuous 
shift from the largely unorganised business earlier to a more 
organised and disciplined industry taking shape these days. 
As fresh investments keep pouring into the sector, the shift 
to a more organised industry will become more pronounced 
and visible. Regulatory changes, access of information to 
consumers by consumer internet ventures and improved 
supply chains will accelerate the pace at which the sector will 
get organised.

 This trend comes as a blessing for the industry as it will lead 
to greater profi tablity across food service formats and better 
customer service. Food quality, experience and fulfi lment will 
see a marked improvement in the days ahead, which in turn 
will drive sustained growth and profi tability for the industry.

 At the same time, competition will intensify, which will 
serve to bring greater benefi ts for customers. Well-funded 
platforms, which have chain and multi-store presence or 
the niche localised operators, are likely to succeed as they 
adapt to internet-driven logistics while the internet oriented 
initiators will continue to create opportunities or disrupt the 
marketplace. Technology and consumer internet platforms 
will become intrusive yet they will help to unlock unparalleled 
insights to consumers. 

 This trend is likely to continue going forward and players 
who aspire to be winners will need to strategise to dovetail, 
manage and maximize from technology platforms.DELHI Ekta Roy, Manager
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Fresh ingredients,

Belgium is one 
country that is 
reverred for its 
strong sense 
of ingredients 
and fl avours 
apparent in its 
cuisine. Belgian 
food is all about 
preserving the 
freshness of 
each ingredient 
and presenting a 
dish beautifully

by Raka Singh

I
t is said that the culinary traditions defi ne a 
country and it is taste that connects people 
beyond borders. I cannot agree more to 
this fact as I have experienced two different 
traditions, cultures far away from each other 
and yet so close in certain ways when I think 

of food. I am talking about India and Belgium. 
Though born in India, coming from the heartland of 
Uttar Pradesh, I have traversed through the unique 
fl avours and fi nesse of Beligian cuisine, which I 
have fallen in love with.

I remember when my parents came to Belgium for 
the fi rst time about 29 years ago, who happened to 
be very conservative about their choice of food and 
used to get alarmed at the mention of pizza, were a 
worried pair; we were to travel a lot, move around by 
car and experience Belgium. This also meant having 
food outside. But, they stayed for three weeks and 
had no issues with food. That is the best possible 
way I can describe the ease of Belgian cuisine, which 
one can accept even if he or she has a diametrically 
different palate. One has to consider the richness 
and authentic natural fl avours that this cuisine 

refreshing fl avours
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incorporates in the dishes. In fact, I know many 
people who fi nd Belgian cuisine easily acceptable to 
their taste choice even after being strong supporter 
of Indian cuisine. The freshness of ingredients and 
subtle recipes are the defi nite lure factors which the 
Indians will fi nd alluring about this wonderful cuisine.

About the cuisine
The entire world now knows that the French-
speaking part of Belgium is the reason we enjoy 
French fries so much. When someone asks me what 
is so special about this cuisine, I feel it is the time 
that Belgians spend on cooking and eating, make it 
so special. Food is a passion in Belgium. If you are 
invited to a home in Belgium for a meal, it should be 
considered as an honour, as people take a lot of time 
and energy to make sure to present the best food on 
the platter for their guests.

Today, young modern Indians who have travelled 
across the world love Belgian food. My friends 
would ask me how I go about cooking squids, 
shrimps, etc. There is a scientifi c approach to food. 
One has to identify a specifi c part of meat for a 
particular recipe to bring about the best taste and 
also the desired presentation. Belgians know that 
and love to present food beautifully. 

In the last two decades, the world cuisine has 
delved a lot on fusion kitchen styles. But there is no 
better fusion style, I guarantee you, than what the 
Belgian food has to offer. So much so that even the 
French admire the way food is eaten in Belgium.

Staunch food etiquettes
There are many provinces in Belgium, which have 
their own specialty food. Every city has its own waffl e 
and God forbid, if you eat it differently in that city, it 
will not be a pleasurable experience for the onlookers. 
The point is if you have a good taste why would you 
change it. So the strict approach to food is basically 
about drawing the best fl avour and not tampering 
too much with food. A simple rule is followed: always 
keep it light, respect the ingredients and less is more!

Belgian cuisine is all about preserving the 
freshness of each ingredients. While relishing 
a dish, one can enjoy the wholesomeness of it. 

If you are 
invited to 
a home in 
Belgium for 
a meal, it 
should be 
considered 
as an 
honour, as 
people take 
a lot of time 
and energy 
to make sure 
to present 
the best 
food on the 
platter for 
their guests
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Raise a toast
The world of chefs is an interesting one. While they always delve in food or anything that remotely connects 
them to the subject, it is food and people choices that drive them to go beyond the conventional culinary 
thoughts. The scope of food as a business segment in the last decade or so has expanded enormously,  which 
has brought the vocation into high demand and one much sought after. Food Service India speaks to a cross-
section of chefs from around the country in an attempt to highlight the important issues that weigh on the 
minds of the country‘s top chefs and how they approach their role in pushing the frontiers of cuisine

by Sanjeev Bhar

I
n the present decade, it is hard not to fi nd a chef somewhere in our 
existence. Our good moments are fi lled up with food and hence, there 
will be a chef around the corner, smiling. Even when we laze around, 
say watching a television programme, food-related advertisements would 
often throw up someone donning a chef hat, or a celebrity chef himself, to 
capitalise on our food thought. Chefs and food are no longer talked about 

in isolation; both have impacted our subconscious mind so much that we think of 
food and not visualise its creator, a chef. And yes, the creators of good food are 
certainly smiling for all the hard work they have put in to ensure that this vocation 
gets its due respect.

Earlier, chefs would be critical to an organisation but would not be a vocal 
participant for any new initiative. But the last decade has changed the overall 
outlook towards chefs. The entire picture has changed and chefs have surfaced 
as brands for hotels and restaurants. So much so that they are even, almost, 
guide trends to follow defi nite paths by negotiating their directions. While creativity 
is the crux for a chef to bring forth diversity to the table, it is another ball-game to 
strategise the path of creativity so much that it starts trending. Chefs are balancing 
the act perfectly. Talking about the role, Salil Fadnis, Executive Chef for Aamby 
Valley & Sahara Hospitality, Hotel Sahara Star feels that the operational role of 
a chef has changed a lot. “If your business is food, it has to revolve around the 
chef. I would rather say that earlier chefs were not given their dues and were 
‘told’ what to do. Today, chefs are aptly placed in the front row for the leadership 
role.” According to him, chefs have always been the real business managers (of 
their kitchens). With the food business expanding, they have carved out a bigger 
role for themselves. “They have gained their rightful position and recognition. 
Leadership and recognition bestow responsibility and they have to carry the 
burden of expectations and spring a surprise every time,” he says.

With time cooking styles have been approached differently by chefs to meet the 
present-day requirements and challenges. Antonio Tardi, Executive Chef, Shangri-
La Hotel, Bangalore says, “The mantra of my cooking is very approachable; I 
believe in the substance of nature and understanding the local food culture, 
no matter where I am.” As chefs roam around different geographies, they also 
identifi ed what different cultures are, really, in terms of food. Elaborating his 
experiences, Ashok Kumar Kanojia, Sel. Gd. Chef de Partie, Hotel Samrat, 
ITDC says that every country has different traditions and food habits. “In South 
America, people are more fond of beef products. In North America, people love to 
have fast foods. In Europe, people love to stick to their classical dishes and do not 

for chefs!

 CHEF TALK 
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like much experiments with the food. But one thing 
which is quite common in all these countries is that 
they like to have less spicy food in comparison to 
Indian food,” he adds. Similarly, Stanley Lum Wah 
Cheok, who is the Head Chef for Yauatcha India, is 
in love with India and India food. He says, “Every 
country is unique in its culture and the ingredients 
available therein. Depending on the location, a chef 
has to work with the local ingredients available.” 
Since importing all ingredients may not possible 
all the time, chefs have to constantly hone their 
cooking styles, he says. “It helps our case as we are 
faced with a new environment every time we shift to 
another country.”

Manjit Singh Gill, Corporate Chef, ITC Hotels 
is known for his illustrious career. He feels that 
future will be slightly different for the food industry. 
He says, “Since consumers are getting more and 
more aware of the nutritive aspects of food he/
she is consuming, and which are good for well-
being, I feel that food will have to be prepared and 
marketed on the lines of its goodness and wellness. 
Local and seasonal food, as per Indian gastronomy, 
with the science of six tastes and six gastronomical 
seasons will play a major role in creating the future 
food landscape.” 

On the other hand, young chocolatier, consultant, 
food stylist and food writer, chef Varun Inamdar 
feels that the best part of food is its uniqueness for 
every one being a subjective matter. “As a critic,” 
he says, “we follow what is written and explained 
versus what is delivered as a conversation starter. 
Later, we go by how traditionally it is made, if so 
or what are the twists mentioned, if any. And how 
much the chef has followed the words spoken or 
written.” But what he does when a food is not liked 
by him. He says, “I never write it off. Instead, I say 
that a particular thing was not upto my liking but 
if you like the fl avours as I have assessed, then, 
you can go for it. So, it is clearly left to the one who 
would be savouring it.”

It is true that youth have a different approach to 
food and that is giving a new dimension to cooking 
style too. For example, Ripu Daman Handa, winner 
of Masterchef India Season 3 feels that cooking 
is no more taken as a household activity or a 
profession. He says, “Cooking is now a celebrated 
and widely-acknowledged art. There are tons of 
equipment and gadgets, which are now being used 
in kitchens. It is now taken seriously everywhere 
and any change, which complements our task is 
adopted readily.” In his opinion, using the latest 
tools and gadgets in preparing food makes the 
process of cooking a real fun. For example, he says, 
using forceps and blow torch to give that charred 
taste creates magic.

While making food good is one aspect, marketing 
it aptly is another area where chefs are doing a 
great job. Sudhir Pai, Executive Chef, Holiday 
Inn Mumbai International Airport assesses the 
situation of the food sector. He says, India’s 
fast food market is expected to grow, thanks to 
changing consumer preferences and the largest 
youth population on earth. The Amercican fast food 

chains have understood the India market well and 
created products with a price that would lure the 
consumers. Quoting Euromonitor report, he gives 
example of how McDonald’s tweaked about 70 per 
cent of its menu for the Indian market. “They’ve 
also opened some 100 per cent vegetarian 
restaurants. The ‘Indianised’ menus partly explains 
the rising appeal of the American fast food in 
India.” Marketing food in a country that has 356 
million people between the ages of 10 and 24 will 
be an interesting arena. He says, “With more young 
people entering the workforce daily, growth in the 
economy, a rising female workforce, and increased 
mobility among consumers, the traditionally-
diffi cult Indian market has become hungry for a 
more diverse menu.” This directly translates into 
innovations in food and approaching the latent 
desires of food among the young population that 
India offers to the entire world.

Chef Shaun Kenworthy, who is also a 
restaurateur, consultant and food & travel writer is 
more of a trend watcher than a trend creator. He 
feels there are a few trends that are happening at 
the moment, like keeping things simple and real. 
“People are looking forward to things that give a 
big push so that food approach comes back to the 
basics. Suddenly, and thankfully so, there is no 
such word as fusion anymore and Indian chefs are 
just creating really great modern interpretations on 
what India has historically done best,” he observes. 
With ingredients from all over the world, these 
experiments are giving new dimension to the next 
generation of Indian food, which has fi nally arrived 
according to him.

All said and done, constant changes are bound 
to happen. But chef Gill dissects the food trend 
with his experience and reading between the 
trends. “The most fascinating change I have 
witnessed or learnt from is actually the beauty of 
‘no change’. It is amazing how our traditional food 
cannot be replaced by any change that the vocation 
goes through. Traditional and ethnic food still hold 
good and must be preserved and carried forward. 
This fashion of fusion will continue on a strong 
traditional base,” he feels.

While the food scene will continue to remain 
dynamic and appears rosy all the way with lavish 
menus, artistic food styles and celebrated status 
in our lifestyles, chefs will continue to go through 
a lot of grind to make food emerge as winners by 
creating mesmerising recipes. That will defi nitely 
be the silver lining for us where our reason for 
happiness and celebrations will begin and end with 
food. Let’s raise a toast for our inspiring chefs! ••

Chefs and 
food are 
no longer 
talked about 
in isolation; 
both have 
impacted our 
subconscious 
mind so 
much that 
we think of 
food and 
not visualise 
its creator, 
a chef. And 
yes, the 
creators of 
good food 
are certainly 
smiling for 
all the hard 
work they 
have put in to 
ensure that 
this vocation 
gets its due 
respect
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A Special Year for Quickservice
2014:
The turnover of Germany’s 100 biggest foodservice companies and restaurant chains increased by 2.2% 
in 2014 (‘13: +2.1%; ‘12: +3.3%) with virtually no movement taking place among the top 10. Signifi cant 
minus for McDonald’s and Burger King. Excluding the two leaders reveals that the sales of the remaining 
98 companies jumped by 5.2% instead of just 2.2%. In absolute terms, the 100 biggest players generated 
net sales of €12.06 bn in nearly 18,000 outlets

A
ll in all, 2014 was a good to very good year for the industry with the 
results of individual companies covering a broad spectrum. The 
biggest increase of the year took place in the fullservice segment 
with a jump of 8.5% whereby the add itional revenues resulted 
primarily from two rapidly expanding young chains, L’Osteria 
(Pizza) and Hans im Glück (gourmet burgers and cocktails). 

The dominant category, quickservice, which accounts for over 50% of all top 
100 sales), rose by only 0.3% compared to the previous year – the weakest 
development for many years. And, of course, there is a reason for this: both 
the number 1 and 2 of the market experienced declines of an estimated €90 
and €50 m respectively for very different reasons. For the second year running, 
McDonald’s is suffering from a big drop in the number of guests, decreasing 
attractiveness for young target groups and families, and an innovation lag in the 
core assortment. Last year, Burger King was hit by a hygiene scandal affecting 
its biggest franchisee in Germany following reports by an investigative journalist 
from RTL tele vision. Naturally, the two US brands, which together generate 
sales worth in excess of €3.8 bn from over 2,100 restaur ants, have a huge 
leverage effect on the other 98 companies. 

The following aspects and developments contributed to the character of 
2014 foodservice year in Germany: 
• Very good economic climate with low unemployment fi gures. Buoyant mood 

among consumers, especially in the premium segment.
• Relaxed procurement markets: the price of many foodstuffs and, in 

particular, petrol fell signifi cantly in the second half of the year leading to 
increased disposable incomes for millions of consumers.

• For the majority of restaurants, there was a pleasing increase in the 
average bill (a cyclical element) but a decline in the number of guests 
(structural change/fewer people in the city centres).

• Young niche products, such as vegan/ vegetarian, craft beer, food trucks 
and the fi rst street-food days attracted considerable attention. Gourmet 
burgers are one of the most ‘in’ products. And everything in the pizza 
category continues to grow at an above-average rate. On the other hand, 
competition is extremely fi erce on the lower price levels, e.g.,  bakery 
snacks.

• Two new main challenges: allergen labelling requirements (food information 
regulation) and preparations for the introduction of a national minimum wage 
on 1 January 2015.

The top 10 are dominated by international brands. Since 2004, the turnover 
of the top ten brands has risen by exactly 24% – McDonald’s went up by 
over €700 m and Burger King by €250 m. Yum! (KFC and Pizza Hut) almost 
doubled its revenues. Back then, ten years ago, Subway was an almost 
unknown quantity in the German market. 

The biggest revenue leaps were achieved by three very different German 
com panies: LSG + €37 m, BackWerk +€30 m in foodservice revenues 
(estimated) and Hans im Glück, also +€30 m. 
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The front-runner among the relative  winners in 
the top 100 is Hans im Glück with +210% followed 
by L’Osteria (+57%) and Dunkin’ Brands (+40%). 
Altogether, 18 companies noted an increase in 
turn over, 15 suffered a decline. Above average 
increases for most companies in the to-go business, 
as well as delivery services and leisure formats. 

Naturally enough, the general pattern of events 
behind all these fi gures included many attention-
grabbing openings, including a strong gastro 
portfolio in the capital’s revitalised Bikini Berlin 
shopping centre. Among the new malls in Germany, 
the foodservice facilities (food court and boulevard) 
have been particularly successful at the Milaneo of 
the ECE in Stuttgart. 

Segment analyses
Quickservice: Well over half of all top 100 sales 
come under this heading. Altogether, there are 35 
names on the list, including fast-casual concepts 
and coffee bars. Sales in this category rose by just 
0.3%. If, however, we remove McDonald’s and 
Burger King from the equation, the remaining 33 
players achieved growth of 6.2 not 0.3%. 
Travel: This category accounts for almost a quarter 
of the revenues generated by the top 100. Of the 
20 brands, only Elior achieved double-digit rates 
of growth. The landscape in the travel segment is 
dominated to an increasing degree by multi-brand 
players (motorway service areas, railway stations 
and airports).
Fullservice: 16 companies, half of them based 
in Munich. For the fi rst time in the history of this 
ranking, this category has done better than all 
others (+8.5 %) with a double-digit rate of growth at 
least in four cases.
Leisure: 15 names. In this category drinking usually 
tops eating. Sales were up by 6.7%  – the second 
best segment result. Three times minus (cinemas!) 
but four times double-digit rates of growth. 
In-store: 6 companies with a 3.7% plus. Heading 
the segment is Ikea. The Swedish furniture giant 
celebrated its 40th anniversary in Germany last year. 
The highest rate of growth was achieved by Kaufl and 
with its sausage kiosks (indoor and outdoor). 
Event catering: 8 players and a 6.4% increase in 
sales. Do & Co is the new No. 1 (including Arena 
One), best increase for Kofl er (VIP catering at the 
Fifa World Cup in Brazil). 

Outlook for 2015: 
• Expectations on the new year are in fl uenced by 

the good to very good economic forecasts and a 
positive consumer mood. Nevertheless, the sector 
is struggl ing with the impact of the minimum 

Germany: Top 50 Restaurant Companies 2014¹)

        R     (‘13)      Company      Sg.                  Sales € m           Outlets
    2014 vs. ‘13 2014  vs. ‘13

 1 (1) McDonald’s QS 3,010.0 * -2.9% 1,477  0.6%
 2 (2) Burger King QS 830.0 * -5.7% 695        -0.1%

 3 (3) LSG T 790.0  4.9% 12  20.0%
 4 (4) Tank & Rast T 603.0 * 0.5% 397          1.0%

 5 (5) Nordsee QS 297.9  2.2% 332        -0.6%
 6 (6) Yum!  QS 247.0  6.0% 172         5.5%

 7 (8) Subway QS 203.0 * 5.7% 598         1.4%
 8 (7) Aral T 202.1  5.2% 1,133         3.4%

 9 (9) Ikea R 191.0  6.1% 49  6.5%
 10 (11) Edeka QS 180.0 * 5.9% 2,000 *       0.0%

 11 (12) Vapiano  QS 175.1  9.3% 62          6.9%
 12 (10) SSP  T 163.0  -6.5% 266        -1.1%

 13 (13) Block Gruppe F 153.8  6.1% 54          5.9%
 14 (14) Starbucks QS 135.0 * 3.8% 159        -1.2%

 15 (15) Joey’s Pizza QS 135.0  5.4% 209  -0.5%
 16 (17) Kuffler F 122.0  0.0% 47        -2.1%

 17 (18) Shell T 118.4  4.8% 1,055          0.6%
 18 (19) Marché QS 112.7  1.0% 26        -3.7%

 19 (37) BackWerk QS 110.0 * 37.5% 290          7.4%
 20 (25) Enchilada L 108.1  17.6% 112          6.7%

 21 (16) Le Buffet R 105.0 * -4.5% 86  -1.1%
 22 (22) Gate Gourmet T 105.0 * 5.0% 11           0.0%

 23 (35) Do & Co AG EC 105.0 * 6.1% 37 * 0.0%
 24 (20) Deutsche Bahn T 101.0 * -3.8% 544        -1.1%

 25 (24) Käfer EC 98.5  5.9% 11  0.0%
 26 (23) Metro R 97.0 * 0.0% 106        -4.5%

 27 (21) Maredo F 94.6  -8.1% 56  0.0%
 28 (41) Elior T 93.0  38.8% 34        -2.9%

 29 (26) Autogrill T 91.0  3.4% 39  -11.4%
 30 (29) Europa-Park L 86.6  9.5% 56          5.7%

 31 (28) Le CroBag QS 82.3  2.4% 123  0.0%
 32 (31) Aramark EC 80.0 * 6.7% 15          7.1%

 33 (27) Hallo Pizza QS 79.0  -2.6% 165  -5.2%
 34 (34) Mitchells & Butlers L 78.2  6.3% 41        -2.4%

 35 (36) Kamps QS 77.0  8.9% 477  -2.7%
 36 (32) Yorma’s T 76.2  3.7% 52          4.0%

 37 (33) Esso T 74.2  1.6% 480  0.0%
 38 (30) Stockheim T 72.8  1.4% 55        -3.5%

 39 (44) Eni T 70.4  9.1% 366  1.1%
 40 (39) Gosch QS 70.0  2.9% 41          5.1%

 41 (38) Gastro & Soul F 68.5  0.4% 33  0.0%
 42 (42) Globus R 68.5  4.6% 46          2.2%

 43 (40) Ditsch QS 67.5 * 0.7% 207  4.0%
 44 (43) Total T 67.3  3.4% 668          3.6%

 45 (67) L’Osteria F 67.1  56.8% 32  45.5%
 46 (48) Backfactory QS 66.5  17.9% 110        -8.3%

 47 (45) Allresto T 65.0  3.2% 39  0.0%
 48 (52) Gastro SKM L 60.1  17.4% 27       12.5%

 49 (60) Kofler EC 60.0  30.2% 15  -16.7%
 50 (53) Celona Gastro L 58.9  15.5% 27          0.0%

   Top 50 Total  10,273.3  1.7% 13,144  0.7%

   Top 100 Total  12,060.3  2.2% 17,945 1.4%

1) excluding VAT, excluding hotel-restaurants and institutional catering   *estimated   R = Rank   Sg. = Segment   
QS = Quickservice   T = Travel   R = Retail   L = Leisure   F = Fullservice   EC = Event catering           © food-service
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