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IN FOODSERVICE
FOR INGREDIENT
SUPPLIERS:

How to unlock hidden value from
the out of home channel in 2026




NOW IS THE PERFECT MOMENT TO CONSIDER
FOOD SERVICE AS A GROWTH CHANNEL

For UK ingredient suppliers, foodservice is typically undervalued as a source of growth.

The UK foodservice market is worth~£58—=60bn, with 400,000+ operators actively buying
ingredients.

Yet most ingredient suppliers/manufacturers remain structurally underexposed. At a time of rapid
energy, labour and raw materials inflation, margin pressure, increased taxation and customer
concentration risk - foodservice is a missed opportunity.

1kg—-5kg formats = Buyers pay for Demand is
deliver 3 to 6x consistency, growing
higher margin availability across restaurants,

and usability
not just price

per kg
Vs bulk supply

contract catering,

hospitality, public

sector, recipe kits,
travel & D2C

For most suppliers it's simply about reformatting your existing
capacity, capabilities and products to meet foodservice needs.

ARE YOU LEAVING VALUE
ON THE TABLE?

Foodservice is not just large-it can be structurally very
profitable for suppliers

Most UK ingredient suppliers are set up to win bulk contracts —
not foodservice share. That creates three clear gaps:

THE
“MISSED MIDDLE"

Sales built for pallets and
tankers overlook the Tkg—

10kg sweet spot where
margins are strongest.
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ROUTE-TO-MARKET
BLIND SPOTS

Distributors, caterers, and
emerging foodservice brands

and chains are actively
looking for new products and
ingredient partners — but
without the right relationships,
suppliers remain locked out.

UNDER-LEVERAGED
PRODUCTION

Existing capability and
capacity can often be
repurposed into higher-
margin formats with
minimal investment.



The shift from bulk to foodservice changes the economics materially:

« Typically, in many categories there is a 4-6x margin uplift per kg.
¢ Revenue diversification spreads risk across hundreds of buyers vs a handful of large contracts
* Reduced exposure to commodity volatility through a strategy of lock in and leverage:

¢ Stronger brand equity through building usage and user loyalty in professional kitchens.

Categories already proving this model include: butter portions, flours, sugars, oils, cereals, ready meals
and blended ingredients.

WHAT’S STOPPING PROGRESS?

For sure the barriers to success are real — but they solvable with the right help:

Limited channel Operational No clear route Unclear
knowledge complexity to market proposition

\HOW HRA GLOBAL CAN HELP
. YOU UNLOCK

We don't just advise — we build, support
and execute your route into foodservice.

CHANNEL L MARKET PROPOSITION ROUTETO
AUDIT MAPPING DEVELEOPMENT g MARKET ACCESS

We evaluate the We identify and We help shape
channels that help target the and reposition
best match your highest value your products and
current product segments for ethos for specific
portfolio. your range. foodservice

buyers.

SALES
ENABLEMENT
We help identify

to best routes
to market and

We support and
equip your team
to win and scale
partners for your in foodservice.

business.

We combine real commercial

execution experience with objective
analytical market insight turning a complex
channel into a clear growth plan for you
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If you want a clear view
of what foodservice
could deliver for your
business and how quickly
you can access it -
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