




Kebab businesses currently make an annual contribution of around £2.5 billion to the British economy. 
Sadly however, many are unaware of all the benefits that the Kebab Industry brings, despite the fact that 
this diverse and delicious cuisine type is one of the country’s best-known dishes.

The increasing consumption of kebabs in Britain means that it is now a household food for more families 
than ever before. Today kebabs appeal to the preferences of millions of Brits, from the young people 
who queue in front of the many takeaways cooking doner kebabs on rotating spits late at night, to the 
families who enjoy grilled meat platters in upmarket eateries.

BritShish aims to shed light on this well-established sector and to recognise the cultural and economic 
contributions that its various restaurants, takeaways, suppliers and workers make to the UK.

In Britain, the kebab has traditionally been associated with late night revelling. The dish brings to mind 
the usual image of Friday nights on high streets across Britain, with drunken men or women queueing 
up to devour greasy doner kebab meat shaved from an elephant’s leg. That was the perception of kebabs 
shared by many British people until just a few years ago.

Far from being a simple alcohol absorbent, kebabs have created an industry that is now a significant part 
of the food and drink economy that employs thousands of people in many parts of Britain.

Kebabs have spread all over the UK and become a part of our country’s social life.

As BritShish, our plan is to play a part in changing this perception. Most kebab establishments for 
example, are run by first and second generation migrant families, making them good examples of social 
integration as well as showcasing the economic potential of small and medium enterprises.

Interestingly the downmarket perception around kebabs in Britain is not shared in Germany, which 
is known as the birthplace of the doner kebab in Europe. Germans eat their doner in broad daylight 
and hold sophisticated views on their favourite outlets. German customers have been known to queue 
outside their favourite doner shops for over half an hour for lunch and dinner. The doner kebab has 
become Germany’s most beloved fast food with 40,000 outlets selling the dish throughout the country.

Doner shops have also spread across the UK, and have made an important contribution to the national 
economy as part of the Kebab Industry.

Kebab businesses, have become a part of Britain’s social and economic fabric, and have had a major 
impact on the UK’s multicultural culinary life. Many kebab businesses have become spacious, well-
decorated, fine dining restaurants in British cities, especially in London. Kebabs are now one of the 
biggest and fastest growing trends in the food sector.

We aim to bring the Kebab Industry’s many developments and innovations to British business owners 
through this monthly magazine. Our goal is to address and explain how issues from taxation to the 
labour force can impact the sector.

We strive to prove with every issue that kebabs are no longer just for the drunk, but are part of a diverse, 
vibrant and exciting British industry with something for everyone.

Timur EKINGEN

C h a n g e  t h e  P e r c e p t i o n 

E D I T O R I A L
Brit-Shish Publishing 

Editors 
Timur Ekingen  
Edward Rowe 
Michael Daventry 
timur@britshish.com

Design & Production 
Fatih Emre Soylu 
Mustafa Arabul 
Erel Gerger 
erel@britshish.com

Contributors 
Elif Sule Keles 
Ceren Gunel 
Bilgehan Akturan 
Ozlem Aytekin 
Erman Koparan 
Erkan Hosafci

 

Advertising & Sales 
Zeynep Fesli 
zeynep@britshish.com

Published By 
Brit-Shish Limited  
7a Grovelands Road,  
N13 4RJ  

    
Telephone 
020 8886 2999  
 
Email 
info@britshish.com

www.britshish.com 

3





8 10 13

16 20 26

28 32 34

36 42 46

50 52 54

Doner: Key Facts Kebab’s Humble British 
Beginnings

Inside Doner Factories

Why Charcoal Is the Best Way to 
Grill

How Could a ‘No Deal’ Brexit Affect 
the UK Kebab Industry?

Ask an Accountant

Docklands Academy Olive Oil; A Healthier Way to Go? Keejays Offers Kebab Industry 
Sweet & Sour

Kebab & Popular Culture Kebab Industry News The Multicultural History of British 
Foods

The High Street Lights That Never 
Go Out

The Rising Stars of Food Industry Ayran or Lassi

c o n t e n t s

5



• The origin of the word “kebap” - the Turkish word for kebab - is 
from kabāb, this can be traced back to a Mesopotamian word 
meaning cut-up pieces of pan-fried or flame-grilled meat. The word 
“doner,” comes from the Turkish verb dönmek, or to turn, because 
it is grilled for hours on a rotating spit and cut into thin slices when 
the meat is crisp and brown.

• Various sources often point to the 1970s for the introduction of 
doner to the UK. The claims are often linked to the arrival of Turkish 
and Greek Cypriots along with migrants from Turkey. In fact, Hodja 
Nasrettin was the first doner kebab enterprise on record in the UK 
having opened on Newington Green in 1966.

• Perhaps the earliest Turkish restaurant in the UK was Istanbul 
Restaurant, which served huge meat and meze platters to customers 
visiting the tiny establishment in Soho, Central London, during the 
Second World War.

• In the late 1990s the kebab became extremely popular and today 
you’ll find a doner seller in almost every single British town. There is 
a kebab shop in Manningtree which has traditionally claimed to be 
the smallest town in England, with a population of just 700 people, 
as well as in Thatcham in Berkshire which often claims to be the 
oldest town in Britain.

• From Newington Green, shops serving doner kebabs spread and 
multiplied. In the 1960s and 1970s, there was huge growth in East 
London, with kebab restaurants run by the South Asian community 
operating alongside those serving Indian and Bangladeshi cuisine.

E L E V E N 
I N T E R E S T I N G 
FAC T S  O N 
K E B A B 
I N D U S T R Y
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• In Blackpool, kebabs can be found nearly as readily as traditional 
fish and chips. Vendors in Scotland’s capital offer fine views of 
Edinburgh’s iconic castle. And Her Majesty Queen Elizabeth II has 
a choice of four outlets within walking distance of her home in 
Windsor.

. More than half of shops selling Britain’s national dish, fish and 
chips also sell kebabs in almost every British village, suburb, town 
and city. Many fish and chip shops boast a doner spit too. This gives 
customers a choice of meals and helps keep a fine British tradition 
alive.

• The most popular kebab shop names are Shish, Istanbul, Best, 
King, Mangal, Charcoal, Marmaris, Turkish Delight, Diamond many 
of these are emblazoned on storefronts across the country.

• Researches show that estimated there are 17,000 kebab shops 
across the UK. As reflected in previous sections, the increase in 
doner kebab shops was driven predominantly by Turkish, Kurdish, 
Asian and Greek entrepreneurs around the country.

• Approximately 2,000 tonnes of lamb doner meat are produced by 
manufacturers in the UK every week. There are around 200 doner 
kebab manufacturers in the UK. Around 1.3 million portions of doner 
kebab are sold by static and mobile vendors every day.

• The annual retail value of the doner market in the UK is around 
£4.80 to £6.50...
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KEBAB’S HUMBLE  
BRITISH BEGINNINGS 

AND HOW A NATION 
WARMED TO IT

Perhaps the earliest Turkish restaurant in the UK was the tiny Istanbul 
Restaurant in Soho, central London, which served huge meat kebab and 
meze platters to customers visiting during the Second World War.

Today it is the site of a Japanese restaurant and there is precious little 
remaining at 12 Frith Street to suggest there was once a bustling Turkish 
restaurant here – but some photographs displayed in the Imperial War 
Museum help us to reimagine how much of a bustling, intimate place it 
once would have been.

Soon after the war, the Istanbul was joined by Costa’s Grill, a Greek-run 
business that served customers in Notting Hill.

However, it was to be another few decades before the famous doner 
kebab – that vertical slab of meat roasted for hours in front of an open 
fire – was introduced to the UK, most probably from Germany, where it 
was developed by Turkish migrants.

The people credited with doing so are Çetin Bukey and Konjay Hüseyin, 
who opened the Hodja Nasreddin Kebab House in 1966.

As their venue they picked Newington Green. At the time, this was an 
unsuspecting North London suburb, but it has since become one of the 
most vibrant Turkish-speaking areas in the country.

The Hodja Nasreddin’s goal was to import a method of cooking and 
serving doner meat that had proved a resounding success in Turkey, 
Cyprus and Germany. It soon became an unmistakeably bohemian spot 
for those looking seeking a different experience; Tom Jones and George 
Harrison were among those who were said to be frequent visitors to the 
place.

From North London, shops serving doner kebabs spread and multiplied 
through the 1960s and 1970s. There was particular growth in East 
London, with kebab restaurants operated by the south Asian community 
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operated alongside those serving Indian and Bangladeshi cuisine. Also 
Cypriot Turkish and Greeks opened many of first shops around the UK. 
Doner kebab shops soon began to gain popularity, although they were 
still something of an exotic and rare presence on high streets. The concept 
soon started spreading. For instant Wardour street in central London saw 
its first kebab shop open in the 1970’s, following the hugely popular 
Sultan Ahmet which had already opened in Islington and Nese restaurant 
in Hackney. 

And by the 1990s, just about every major town in the country could 
say it had at least one kebab stand of their own. Main reason was the 
recession in textile industry. This sector was mostly employed the Turkish-
speaking community. With the recession reaching its height in 1992, 
entrepreneurially minded Turkish and Kurdish workers were quick to set 
up small food and drink outlets. After the London market well-established, 
demand began to spring up all over the UK. 

Many are in historic locations: take Stratford-upon-Avon, the birthplace 
of Shakespeare. His works were sprinkled with anti-Turkish remarks – 
reflecting, perhaps, the sentiments of 16th Century England, a time when 
the very word “Turkish” had come to mean “cruel or barbarous”. But 
perhaps he would have thought differently if his native Stratford-upon-
Avon had the wide choice of kebab shops it boasts today.

In Blackpool, kebabs can be found nearly as readily as the traditional fish-
and-chips. Vendors in Scotland’s capital offer fine views of Edinburgh’s 
iconic castle. And Her Majesty Queen Elizabeth II has a choice of four 
outlets within walking distance of her home in Windsor.

Many have familiar names. “Istanbul Kebab House”, “Best Kebab” or 
“Doner King” are emblazoned on storefronts across the country. Others – 
such as “Yum Yum Kebab” or plain “Kebub” – operate under more unusual 
titles.
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While many people enjoy doner every day across the UK, few 
people outside of the Kebab Industry know how this tasty treat 
is produced. Eager to show the public more, BritShish visited 

doner factories to learn about the manufacturing process.

The earliest doner factories first started operating in the 1980s, later spreading with the wide mushrooming of food businesses selling 
doner during the 1990s. In Germany, where the first doner factories were established, it is estimated that there are about 800 production 

facilities operating in the country today, while in the UK this figure sits at around 200.

INSIDE DONER FACTORIES
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Doner kebabs are now sold all over the 
UK, even reaching takeaways in the most 
remote towns and villages in refrigerated 
vehicles. Many kebab businesses 
buy ready-made doner spits from 
manufacturers because of the specific skills 
and high ability required to produce and 
prepare doner meat. Aside from London, 
doner factories also operate in many other 
large and medium-sized British cities such 
as Manchester, Birmingham, Edinburgh, 

Burton upon Trent and Doncaster.

In factories, ready-made doner production often begins with 
lamb and a small amount of beef and chicken meat from meat 
wholesalers. Doner is more commonly understood to be made 
from lamb—not beef or pork—in the UK market. About 75 percent 
of the country’s total doner production is lamb. Most of the doner 
factories buy lamb breast, neck, shoulder and in pieces as cutlets. 

After the meat is minced with large shredders, spices and herbs 
such as salt, garlic, oregano and even sometimes coriander are 
added. 

The spices and mixtures used tend to vary from company to 
company. Spices used in curry can also be added to the traditional 
doner variety in accordance with the preferences of the UK market.
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The meat is mashed, weighed and then passed into 
large skewers in round pieces. This is where the skill 
of doner factory workers is crucial. It is the job of these 
craftsmen to assemble the doner by attaching it to 
the spit as minced meat, using thin pieces to shape 
the meat completely placed on the skewers with the 
rotating blades. Cutting and shaping the meat on 
skewers in a smooth and cylindrical way is a process 

that requires attention and care.

After the completion of this work, the meat 
is removed from the skewers and carefully 
wrapped up, stocked and stored in freezers. 
Later, the process of cooking doner kebabs 
distributed in refrigerated vehicles throughout 
the country is also a very demanding phase.

Doner meat which is also kept in freezers at 
shops, is mounted on gas-powered doner 
machines and cooked at a low temperature 
until they first defrost and then fry thoroughly.

15



WHY CHARCOAL 

IS THE BEST WAY TO 

GRILL

Grilling with gas or electricity may be more convenient than 
a good old-fashioned charcoal grill, but it cannot compete 
with the flavour produced by this age-old cooking style.

“Why is this the case?” someone may ask. Because science 
says so! It starts with the understanding that flavour is 
not the same thing as taste. As the American food science 
associate professor at Cornell University Gavin Sacks puts it, 
“Within flavour, we have taste compounds and we have aroma 
compounds… Our brains just aren’t designed to decouple them.”

This means that grilled food including kebabs are more than just what 
their ingredients make them. While it is true that flavour-changing 
chemical processes occur in food as it is heated up regardless of 
how you cook it, such as fats breaking down or interactions between 
amino acids and sugars, charcoal brings something unique.

The kebab master chef Onder Sahan who currently runs 16 popular 
restaurants in Central London has long been a passionate proponent 
of traditional charcoal grilling, he has also said that grilling using 

metal skewers can impact the taste of food prepared in this way. 
Charcoal adds an all-important serving of aroma compounds, 
which are key components in determining good flavour. In fact, 
aroma is arguably a more important determinant of flavour than 
taste because our taste buds only have around five different 
receptors including sweet, salty, sour, bitter and umami 
(savoury). Anything else such as the mouth-watering smoky 
flavour of a charcoal-grilled shish kebab is down to aroma. 

Each bite a person takes releases aromas from their food. 
These aromas traverse the retro nasal cavity and are picked 
up by the olfactory receptors. This neurological signal is 
mixed with whatever your taste buds are experiencing 
and tells the brain what is happening in your mouth.

While gas grilled food still releases aromas – just like any other 
food–food grilled over a charcoal flame lets off a distinctive 
aroma called guaiacol which makes all the difference. So 
next time you eat a grilled kebab, if you want the best 
possible flavour, make sure it is cooked with a charcoal flame!
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Are you still using pen and paper
to take orders?

Restaurant Owners small but very effective worker.
IKA-DROID HAND HELD TERMINAL.

IKA EPoS Ltd. Unit B Watkins House, Pegamoid Road, London N18 2NG
Tel: 020 8887 1578 • E-mail: sales@ikaepos.com

www.ikaepos.com 0333 800 2212
For more information please call or visit us 

VERY
Small
Quick
Simple to use
Affordable

New Generation Restaurant, Cafe & Bar EPoS Solutions from IKA

IKA-DROID BENEFITS:
• Reduces mistakes and quickens service during busy times.
• Prevents leakages because orders are fi rst entered on customer bill and then served. 
• Increases the performance of waiting staff so that they can sell more and increase turnover.
• Establishes a strong communication between Table-Kitchen and Bar

so that there is less shouting and hence less mistakes.
• Reduces the running around by the waiting staff so they can concentrate on serving customers.
• Gives you fl exibility to work with less staff during your busiest times.

IKA-DROID hand held terminal takes orders by the table side 
and orders are sent to kitchen & bar instantly.
No need for pen & paper any more easy to use and easy to carry around.
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 BREXIT

HOW COULD A ‘NO DEAL’ BREXIT 

AFFECT THE UK KEBAB INDUSTRY?
BY EDWARD ROWE & TIMUR EKINGEN

Brexit Party leader Nigel Farage cuts doner at Selale Restaurant on Harringay Green Lanes in 2011.
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 BREXIT

With the 12 December general election fast approaching, Brexit 
is expected to dominate the debates and the 

headlines. While Boris Johnson’s deal 
passed through the House of Commons 

last October, a hung parliament 
situation in which the Brexit 

Party has enough seats to 
hold the balance could also 
threaten to derail the Prime 
Minister’s current agreement 
if he reneges on the promise 
he made on 10 November to 
negotiate a “fantastic new free 

trade agreement with the EU by 
the end of 2020” and put ‘no deal’ 

back on the table.

With a ‘no deal’ Brexit on 31 January 2020 

still a possibility, BritShish asks, “how could

leaving the European Union without a deal 

affect the British Kebab Industry?”

With this possible outcome in mind, BritShish asks, “how 
could a ‘no deal’ Brexit affect the British Kebab Industry?”

IMPORTS AND EXPORTS

Kebab businesses that trade meat and other products with EU 
countries are likely to be impacted by any new arrangement 
between Britain and the European Union, regardless of 
whether there is a deal or not.

A leading London doner producer has said the effects of a ‘no 
deal’ Brexit on the Kebab Industry could vary because of the 
nature of UK kebab meat production. “While Brexit is unlikely 
to impact the lamb doner market which is mostly produced 
with meat supplied by British farmers, chicken prices will 
most probably increase with a ‘no deal’ exit, as the majority 
of chicken used in the sector is imported from abroad” Vatan 
Catering Director Tuncel Nalbantoglu told BritshShish. 

The British Poultry Council has echoed these concerns 
around chicken, saying “A no-deal Brexit would be incredibly 
damaging for our sector, for our ability to trade … and for 
British consumers of poultry meat.” 

The statement adds that “Almost three quarters of our 
[poultry] imports (£2bn/year) and exports (£500m/year) 
are with the EU – ensuring a continuation of trade with that 
market is essential … We estimate in the worst case no-deal 
scenario, the price of breast meat could rise by 25%.” 

If chicken prices rise as expected because of new import 
tariffs, high street kebab vendors could be forced to push 
their own retail rates on chicken up, which could in turn 
damage their sales and the viability of their businesses.  

A ‘no deal’ Brexit could also have an adverse effect on British 
kebab meat exports. Research from 2017 has shown that 
British doner meat manufacturers produce around 300 tonnes 
of lamb and 50 tonnes of chicken doner every day, and that 
EU countries including Germany, Italy and Poland in particular 
have become important export markets for this produce.

According to 2016 figures from the Food and Agriculture 
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Organisation of the United Nations, over 90% of UK lamb 
exports go to EU countries. The organisation valued British 
lamb sold in Germany at £53m, Italy at £18m and Poland 
at £1m, a significant sum for UK meat producers. British 
chicken sold to customers in these three countries combined 
was valued at a further £7m.

British kebab meat exporters who generate a portion of this 
income stand to lose out to tariffs as 
high as 40%-65% if Britain leaves the 
EU without a new trade arrangement 
and opts for World Trade Organisation 
terms.

EU businesses that supply the British 
Kebab Industry have also expressed 
concerns about a ‘no deal’ exit. Patrick 
Konings the director of the leading 
Dutch fruit and vegetable supplier 
Marni Fruits B.V. told BritShish “We still 
hope there will be no Brexit, we found 
that this is best for everybody. But this 
game has already cost so much money, 
that I think it [the Brexit process] will 
continue till there is a deal.  When 
Brexit is there, trade shall get more 
difficult.” 

Referring to the additional 
administrative and transport measures 
that could need to be taken to ship 
goods from mainland Europe to 
Britain, he added “All this will bring 
more work for us before we can ship 
it to the UK. It will also add extra costs 
to the products, because all those 
institutions will cost money, they don’t 
work for nothing … transport will be 
more expensive because they have to 

calculate with empty spaces when goods are not ready for 
shipment.”

According to the Office for National Statistics, the EU 
accounted for nearly two-thirds of Britain’s fruit and 
vegetable imports last year. This is important for the Kebab 
Industry because key products such as tomatoes and 
especially potatoes (including frozen potato products such 
as chips) — almost all of which came from EU countries, 
particularly Belgium and the Netherlands — are at risk of 
becoming more expensive.

ACCESS TO LABOUR

British kebab restaurants and takeaways’ ability to access 
crucial migrant labour could also be affected after a ‘no deal’ 
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Looking for a deal? 
Prime Minister 
Boris Johnson 
visits a fruit and 
vegetable market.
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Brexit. This is because the UK would leave the European 
Single Market which guarantees the right of EU citizens to 
move, work and live freely within EU member countries. 
The UK Government could instead be able to set its own 
immigration policy and decide whether or not to accept EU 
migrants.

If the UK makes it harder for EU migrants to enter Britain 
as a result of ‘no deal’ this could reduce opportunities for 
kebab businesses to hire migrant workers as table staff 
and chefs. In recent years Bulgarians and Romanians have 
been a major labour source for thousands of takeaways and 
restaurants across the UK.

Mehmet Ali Kaya the owner of the Shoreditch-based kebab 
restaurant The Iskele told BritShish that “Romanians and 
Bulgarians can be found working in almost every Turkish 
kebab restaurant. Turkish-speaking Bulgarian nationals have 
been especially valuable employees for myself and many 
others. The whole restaurant and takeaway sector could face 
a huge staff shortage problem if there is a ‘no deal’ Brexit, 
hundreds of shops are already closing down because of the 
lack of available staff.”

The prospects of Britain exiting the EU without a deal look 
bleak for the UK Kebab Industry. Whether a small restaurant 
or takeaway looking to recruit staff or buy imported 
ingredients and supplies, or a big meat producer selling 
goods abroad, a ‘no deal’ Brexit could have a less than 
desirable impact on many Kebab Industry businesses.

Romanian and Bulgarian migrant workers provide crucial labour for 
kebab restaurants and takeaways.

Some Bulgarian workers also worry about their future. Naciye from a 
Turkish Restaurant says she is wondering have difficulties to back her 
country or have her parents to London sometimes.





1) VAT can be confusing for many food business owners. Which foods are VAT liable and
which are not?

You are r ight in saying that this is  a very confusing area and there are very detai led rules governing this area. In very 
simplist ic terms, everything bought and consumed in the premises is  VATable at the standard rate irrespective of 
whether i t  is  hot or cold.  Hot takeaway food that has been heated for the purpose of supplying hot is  always standard-
rated. Cold takeaway food intended & packaged to be consumed cold is  zero-rated. Cold takeaway food is zero-rated 
provided it  is  not of a type that is  always standard rated such as crisps,  sweets,  beverage and bott led water.  Hot drinks 
are standard rated.

Altan Kemal is  a Chartered Accountant.  He 
came to the UK in 1973,  graduating in Business 
Management before qual i fy ing and start ing a 
career in accountancy.   He subsequently  founded 
his  own London-based f irm in 1983,  named Alton & 
Co.  (Chartered Accountants & Statutory Auditors) .

Kemal current ly  has a large team of  qual i f ied staff 
who are al l  adept in advis ing a variety of  c l ients 
including those in the food and catering industr ies. 
Al tan has worked with hundreds of  small  and 
medium businesses as wel l  as big companies in his 
career and has seen how many of  his  c l ients have 
thrived in the food and drink sector.  Throughout 
his  t ime as a Londoner,  he has witnessed the Kebab 
Industry ’s  growth over the past  35 years and has 
advised many entrepreneurs and f irms working in 
that f ie ld.  His  c l ients include restaurant chains, 
cater ing companies,  and food and drink suppl iers 
from al l-over Bri tain.

Al tan is  happy to answer any quest ions from 
BritShish readers.  You can send him your quest ions 
v ia info@britshish.com.

2) Many restaurants add a service charge to the bill. 
Do they have to report service charges and tips?

If  payments of Service Charges are compulsory then they 
are a standard rated supply – for example when you have 
to pay service charges for large group bookings.  However, 
i f  the payment is  optional/discretionary and it  mentions on 
either your menu or the receipt you give to the customer 
that i t  is  optional,  then it  is  a zero-rated supply.  Tips by 
their very nature are optional so are zero-rated as well .

3) There are always rumors that HMRC 
is targeting restaurants and takeaway 
businesses for tax evasion. Could you shed 
some light on this matter?  

Unfortunately this is  true. As this sector 
general ly deals with cash, i t  is  very tempting not 
to declare al l  of  your sales.  This,  unfortunately, 
is  short term thinking as the HMRC have access 
to very detai led information from a variety of 
sources.  If  one is declaring al l  of  their sales 
and expenses correctly then they should not be 
worried about these campaigns anyway.

Altan
Kemal
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D o ck l and s  A cad e m y  Lo nd o n  f i r s t  o p e ne d  in  2 0 1 1 . 
T he  co l l e g e ’s  p r im ary  e tho s  hav e  b e e n  to  c re a te  an 
e nv i ro nm e nt  in  wh ich  a  p e rso n  can  g a in  a  q ua l i t y  a nd 
co m p re he ns i v e  p ro fe ss io na l  e d ucat io n  wh i l e  g a in ing 
p rac t i ca l  ex p e r ie nce  o r  wo rk ing . 

D o ck l and s  A cad e m y  Lo nd o n  i s  b ase d  o n  the  v i s io n  o f 
Ond e r  S ahan ,  o ne  o f  the  co l l e g e ’s  fo und ing  p ar tners . 
Ond e r  f i r s t  cam e  to  Lo nd o n  as  a  s tud e nt  in  the  e a r l y 
1 9 9 0 s  and  wo rke d  hard  to  b a l ance  h i s  s tud ie s  w i th  h i s 
wo rk  l i f e .  

H e  we nt  o n  to  o p e n  h i s  f i r s t  re s taurant  in  Wate r l oo , 
and  l a te r  b e cam e  a  p io ne e r  o f  the  “ Trad i t io na l 
A nato l ian  Cu i s ine”  co nce p t  in  the  UK  by  p ro m o t ing 
the  v ar io us  d i she s  tha t  Turkey  has  to  o f fe r  inc l ud i ng 
ke b ab s ,  s tews ,  m eze  and  ev e n  l i t t l e -known ve g e tar i a n 
o p t io ns  thro ug h  up m arke t  re s taurants .

H av ing  nev e r  l o s t  h i s  p ass io n  fo r  wo rk ing  in  the 
k i t che n  and  g i v ing  cus to m e rs  a  h ig h-e nd  ex p e r ie n ce , 
Ond e r  has  s ince  o p e ne d  f ine  d in ing  re s taurants  nex t 
to  the a t re s  and  m use um s  such  as  T he  B r i t i sh  Museum, 
T he  O l d  V i c ,  Yo ung  V i c  and  S hake sp e are ’s  G l o b e 
the at re s  as  a  p ar t  o f  th i s  co nce p t .

F o r  Ond e r,  hard  wo rk ,  p rac t i ca l  ex p e r ie nce  and  mos t 
im p o r tant l y,  a  q ua l i t y  e d ucat io n  have  b e e n  c r i t i ca l 
to  h i s  succe ss .  I t  i s  fo r  the se  re aso ns  tha t  he  va l ues 
e d ucat io n  so  h ig h l y  and  has  inve s te d  he av i l y  in  i t 
w i tho ut  any  tho ug hts  ab o ut  m ak ing  m ate r ia l  re turns .
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The  var ied  programme o f 
courses  ava i l ab le  a t  Dock lands 
Academy  London  embodies 
Onder ’s  v i s ion  by  l ay ing  the 
bu i ld ing  b locks  fo r  s tudents 
not  on ly  to  l earn  exemplary 
cu l inary  sk i l l s  i f  they  choose , 
but  a l so  how to  prov ide 
outs tand ing  serv i ce ,  hosp i ta l i t y 
and  presenta t ion .

A  go- to  for  many  in ternat iona l 
s tudents ,  voca t iona l  Eng l i sh 
i s  a t  the  hear t  o f  many  o f  the 
co l lege ’s  courses .  The  academy 
i s  now p lann ing  to  open  a 
new Gas t ronomy and  Cu l inary 
Ar t s  course  wh ich  in tegra tes 
Eng l i sh  l anguage  learn ing 
w i th  cook ing  theory  and 
prac t i ce  inc lud ing  Kn i fe  Sk i l l s 
t ra in ing  and  an  accred i ted 
Food  Sa fe ty  course .  The  course 
i s  usua l l y  expec ted  to  l as t 
12 -weeks  but  the  co l lege  can 
a l so  o f fe r  bespoke  t im ings  for 
s tudents  w i th  spec i f i c  s chedu le 
requ i rements . 

Students  shou ld  graduate 
w i th  the  ab i l i t y  to  prepare 
and  serve  an  impress i ve 
three  course  mea l  a long  w i th 
var ious  o ther  d i shes .  The 
co l lege  i s  opt imis t i c  tha t 
th i s  new programme wi l l 
encourage  s tudents  to  go  on 
and  in t roduce  upmarket  and 
h igh-c lass  res taurant  concepts 
of  the i r  own in  the  fu ture .

A t  Dock lands  s tudents  a l so 
have  the  oppor tun i t y  to  ga in 
va luab le  f i r s t -hand  exper ience 
both  in  the  f i e ld  and  in  the 
c lass room.  The  Academy  can 

g uarante e  wo rk  ex p e r ie nce 
a t  i t s  p ar tne r  re s taurants 
fo r  s tud e nts .  T h i s  p re se nts  a 
chance  fo r  s tud e nts  l e arn ing 
Eng l i sh  a t  the  co l l e g e  to  hav e 
to ta l  im m e rs io n  l ang uag e 
p rac t i ce  wh i l e  wo rk ing ,  so m e 
g o  to  wo rk  a t  a  re s taurant 
i n  the  a f te rno o n  a f te r  the i r 
m o rn ing  Eng l i sh  l e sso ns ,  an 
id e a l  o p p o r tun i t y  to  b u i l d 
co nf id e nce  by  co nv e rs ing  w i th 
cus to m e rs .  T h i s  co nf id e nce -
b u i l d ing  a l so  co nt inue s  in  the 
c l ass ro o m  wi th  o the r  ac t i v i t i e s 
such  as  p re se nta t io ns ,  ro l e 
p l ays ,  g ro up  and  p a i r  wo rk .

S ta f f  a l so  say  tha t  D o ck l and s ’ 
ho l i s t i c  e d uca t io na l  ap p ro ach 
and  sup p o r t i ve  and  nur tur ing 
e nv i ro nm e nt  se ts  the  co l l e g e 
ap ar t  f ro m  o the rs .  T he 
acad e m y  p r id e s  i t se l f  o n  the 
fac t  tha t  i t s  te ache rs  a re 

ava i l ab l e  to  o f fe r  p lenty 
o f  f r i e nd l y  suppor t 
fo r  s tud e nts  wh i le 
m ainta in ing  pro fes s i ona l 
b o und ar ie s  a nd 
ach iev ing  o uts ta nd i ng 
re su l t s . 

S ince  i t s  fo un da t i on , 
the  A cad e m y  ha s  won 
in te rnat io na l  a cc la i m 
as  a  m e m b e r  o f  the 
Euro p e an  A ss oc i a t i on 
o f  H o te l  and  Tour i s m 
S cho o l s  ( A EHT) .  The 
A sso c ia t io n  ha s  a round 
4 0 0  m e m b e rs  a nd 
ho s ts  co nfe rences 
and  co m p e t i t i ons  on 
ho sp i ta l i t y,  ga s t ronomy, 
t rave l  and  tour i s m 
aro und  Euro pe  every 
autum n which  the 
A cad e m y  p ro u d ly 
re p re se nts  the  UK .
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Salad and kebabs go hand in 
hand. Healthy green leaves, 
cucumbers, onions, tomatoes 
and more, complement the 
grilled or fried meat of whichever 
kebab you may choose, adding 
to its flavour and refreshing the 
mouth.

But how would one of these 
delicious salads taste without 
quality olive oil? Would it bring 
more or fewer health benefits?

In Britain today, some people 
are not fully aware of the positive 

impact cooking or eating with 
olive oil can have on a person’s 
health – but the numbers are 
growing. In 2001, just 31% of 
British homes prepared any 
food with olive oil. Numbers 
have increased steadily since 
then with around half of all UK 
households now using it. The 
UK has also been recognised as 
the second biggest buyer of EU 
olive oil after the US, importing 
64,000 tons (including pomace 
oil) on average in 2016 and 2017, 
around 10 times more than in 
1990.

There is still room for 
improvement though. Generally 
speaking, the average Brit 
consumes below 1 litre of olive 
oil each year, while the average 
Italian enjoys around 14 litres in 
the same time period.

With this in mind, the takeaway 

sector, and the Kebab Industry 
with its many outlets serving 
Mediterranean delicacies and 
dishes in particular, is an ideal 
place to start.

Filippo Berio offers the exact 
type of quality olive oil that can 
pair perfectly with a side salad or 
fry kebab meat for a tastier and 
healthier meal option.

Filippo Berio carefully select 
their oils from all over the 
Mediterranean Basin crossing 
Italy, Greece, Spain and Tunisia to 
create their signature products. 
Every oil is chemically analysed 
at the company’s own in-house 
laboratory to make sure they 
are just right for an outstanding 
culinary experience. What’s more, 
their panel of expert taste testers 
examine over 6000 batches of 
oil every year of which only 6% 
of each are selected for use in 

Filippo Berio’s 
special blend.

Whether drizzling 
olive oil on a salad 
or grilling meat 
before serving 
it on a plate, in 
pitta or a wrap, 
takeaway and 
kebab business 
owners who 
serve food with 
Filippo Berio’s 
unique olive oil 
products can 
delight customers 
by offering better 
tasting and 
healthier food. 

If you own a 
takeaway or 
kebab restaurant, 
why not give it 
a try?

Olive Oil
A HEALTHIER WAY TO GO?
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Chartered Accountants
Statutory Auditors

We provide an informal, practical and 

personal service that goes beyond the 

traditional boundaries of accounting, 

taxation and auditing.

With Alton & Co. working for you, 

you’ll be able to concentrate on 

growing your business and taking it 

to higher levels.

Alton & Co. are registered to carry on audit work in the UK & Ireland, licensed to carry out the reserved legal activity of non-contentious probate in England & Wales
by the Institute of Chartered Accountants in England & Wales and are authorised and regulated by the Financial Conduct Authority for investment business.

239-241 Kennington Lane, London SE11 5QU   T  020 7582 3000   F  020 7582 6666   E info@alton.co.uk

Accountancy that pays

With the right accountancy firm
your business can reach new heights.

020 7582 3000  |  alton.co.uk



K E E J AY S  O F F E R S 
K E B A B  I N D U S T R Y 
S W E E T  &  S O U R
British kebab lovers could 
enjoy a tantalising new twist 
next time they eat doner, 
shish or kofte as Keejays 
plans to bring sweet and sour 
sauce into the Kebab Sector.

The renowned sauce 
manufacturer is offering 
kebab businesses and other 
takeaways a fresh take on 
sweet and sour through its 
Goldfish Brand with a new 
product called Sweet & Sour 
Concentrate.

Originally developed at the 
company’s state of the art 
production facilities with 
the fish and chips market in 
mind, Keejays believe their 
sweet and sour sauce has 
plenty to offer the Kebab 
Industry and other takeaway 
businesses too.

Taking off in the Kebab 
Industry would not be 
the first time the sauce 
company’s products have 
made an impact beyond their 
intended customer base. 

Sammy Lee who co-founded 
Keejays with his father Kee 
Wah Lee in 1986 to serve the 
UK Chinese market explains: 
“In the first years when we 
started our production, we 
used to send our products to 
Chinese restaurants through 
Chinese wholesalers. The 
high quality of our products 
helped sales grow in stability. 
Our first intercultural sale 
was the turning point for 
the business. The products 
were discovered by an Italian 
fish and chips company and 
following this event, our 
business and the demand for 
our products grew visibly. It 
is an honour for us to see our 

products are being used in 
the cuisines of the world and 
this helped us create variety 
in our ranges.”

With a number of customers 
already established in 
Britain’s Turkish and Kurdish 
communities, Sammy is 
confident that the same could 
happen for Sweet & Sour 
Concentrate in the Kebab 
Industry too.

Goldfish Brand’s sauces 
have been tried, tested 
and trusted in the fast food 
sector for more than three 
decades and can more than 
adequately meet the flavour 
requirements of kebab shops 
and other takeaways.

Sweet & Sour Concentrate 
has been developed to 
complement fried foods such 
as chips, scampi, chicken 
nuggets and fish, making it a 
natural partner for other fried 
kebab meats such as doner. 

The sauce also presents a 
golden opportunity for kebab 
takeaways to explore new 
flavours and ideas. Visionary 
chefs and entrepreneurs 
could use Sweet & Sour 
Concentrate to introduce 
exciting kebab concepts with 
minimal effort; customers 
are always open to trying 
something a little different.

In 2017 the simple addition 
of cheese sauce and jalapeno 
peppers to traditional doner 
kebabs in Berlin led to the 
rise of the popular “chilli 
cheese doner” trend that 
delighted customers across 
the city and brought both 
revenue and publicity to the 
vendors who served them.

For Keejays if such an 
easy change can be a big 
hit in Germany, UK kebab 
takeaway owners should 
ask themselves, “why can’t 
the same thing happen in 
Britain?” 

As Keejays see it, fresh ideas 
like the “Sweet & Sour Doner 
Kebab” could be the British 
fast food scene’s next big hit. 
The list of possibilities does 
not stop there either, Sweet & 

Sour side dips, a shish 

kebab 
marinade and more 
could be options too!

Sweet & Sour Concentrate 
also offers more immediate 
advantages as well. The sauce 
is designed to fit the fast 
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Keejays directors 
Amanda Walden and 
Sammy Lee

Sammy Lee’s father Kee 
Wah was the founder one 
of the first Chinese take-

aways in the UK.

food business model and 
can bring time, financial and 
storage benefits. 

Uniquely, Sweet & Sour 
Concentrate is sold as a paste 
so servers simply have to add 
water to produce a smooth 
sauce, making it quick 
to prepare, even in small 
batches which means it is less 
wasteful and considerably 
cheaper than ready to use 
options. 

There is added value in the 
fact that the sauce can be 

stored in 

smaller 
containers in its paste 
form than its pre-prepared 
competitors, making it ideal 
for takeaways with limited 
space to keep supplies.

With all this to offer, Goldfish 
Sweet & Sour Concentrate is 
ready to make its mark on 
the UK Kebab Industry and is 
without a doubt one to watch 
in the future.
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These days there are few British town centres that do not 
feature at least one kebab shop, making it difficult to imagine 
a time when they were not a part of this country’s fabric.

Yet it was a generation ago that the comedian Arthur Smith – 
a regular on BBC Radio 4’s comedy slots – felling love with the 
doner kebab in Paris, before the storefront meat-on-spit was a 
regular feature of British high streets.

Then there was the Harry Enfield character Stavros, a kebab 
shop owner with broken English who first appeared on our 
screens in 1987. The jovial, moustachioed restauranteur  was 

Greek – in contrast to the Turkish and German origins more 
often associated with the dishes he served – but helped 
establish widespread affection in his food.

The reality is that although the lands surrounding the Aegean 
and eastern Mediterranean seas are inhabited by people of 
religions and nationalities that have often been abrasive with 
one another, there has been plenty of culinary crossover. 

And as Arabs, Cypriots, Greeks, Kurds and Turks migrated to 
the UK in varying numbers over the past three quarters of a 
century, they brought their traditions with them.

I T ’ S  W H AT  A L L  T H E  C E L E B S  C L A M O U R  F O R

Combining 
the traditional 

kebab menu 
with eye-
catching 

decor, Veyso’s 
Restaurant 
in Hertford 

attracts a large 
number of 
customers, 

especially on 
weekends. 
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Value for money is a key part of 
the appeal that has helped install 
the phrase “Do you want chill 
sauce with that?” as a key staple 
of late-night food stops after a 
British night out.

Celebrities want a bit of the 
action too – Lord Alan Sugar, 
host of The Apprentice, is a 
regular at Kebub, a haunt in West 
Bromwich in the Black Country.

“I just want to go home! Chicken 
kebab! I just want a chicken 
kebab!” was what Gogglebox 
star Scarlett Moffatt yelled after 
becoming swarmed by rats and 
cockroaches in a bushtucker trial 
for ITV’s I’m A Celebrity …. Get 

Me Out of Here! She clearly 
knows her home comforts.

And pop icon Cheryl Tweedy 
made headlines a few years 
ago when she said she was 
taking fellow star and music 
producer will.i.am to sample 
the north east’s kebab scene 
in Newcastle.

“No matter where I am in 
the world, someone always 
comes up and says Newcastle 
is one of the best nights out,” 
Cheryl told The Sunback 
in 2014. “I’m taking Will to 
Bigg Market for a kebab. I’m 
planning to take him out up 
there.

Arsenal star Mesut Özil 
is a regular at Likya 

Restaurant in Golders 
Green was pictured 

having a go at carving 
some meat off the kebab 

spit for himself.



“He took me to downtown LA. 
That’s where he’s from, Boyle 
Heights. I’ll have to show him 
what the North East has to offer,” 
she added, thus demonstrating 
how embedded kebabs have 
become in British culture.

For some celebrities, kebabs are 
a way of making peace. Former 
models Katie Price and Kerry 
Katona pictured themselves 
eating the dish together in a 
light-hearted Instagram post. It 
was an effort to quash rumours 
of a feud between them.
“Have a kebab and then we 
will get it sucked out of us!” 

There’s plenty of news and 
pictures online that Kerry 
Katona, English singer and 
TV star is a big fan of kebab.

Former Arsenal and Bayern 
Munich forward Podolski 
is a big kebab fan as he 
opened his own kebab shop 
which attracted over 1,000 
hungry fans to its opening 
in Cologne.
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Cheryl Singer known as a big 
kebab fan

Kerry is heard shouting at the 
camera at once stage. We think 
she was making a reference to 
liposuction.

It’s a favourite for Premier 
League football stars too. Arsenal 
and Germany international 
Mesut Ozil, who has Turkish 
heritage, is a regular at Likya 
restaurant in Golders Green, not 
London, and was pictured having 
a go at carving some meat off the 
kebab spit for himself.

But these days kebabs are not 
just a way to line your stomach 
late at night, as increasingly 
upmarket variants are being 
made available.

When Mark Wright, star of 
The Only Way Is Essex, and 
former Coronation Street actor 
Michelle Keegan announced in 
2015 that they were planning 

to get married, the couple has 
an unexpected twist to their 
nuptials: they brought in a high-
end Essex kebab restaurant to be 
their caterers.

“Make no mistake though as 
these are no boozy £5 kebabs 
to be consumed at 3am in a 
questionable greasy takeaway,” 
the Daily Mirror reported at the 
time,“these doner meat meals 
come from Sheesh in Essex’s 
Chigwell and cost £17.50 for a 
lamb shish.

“The famous couple are regulars 
in the Essex restaurant, which is 

renowned for its ‘first class food 
and service’.”
And it must have gone down 
well: the couple celebrated their 
fourth anniversary in September 
2019.

Harry Enfield appearing on Saturday 
Live in 1987 as “Stavros, a Greek 
kebab shop owner”.

TV star and former footballer 
Mark Wright and Michelle 
Keegan, English actress and their 
guests were had kebabs at their 
wedding.
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NATASHA’S LEGACY BECOMES LAW
A new law will require food businesses to include full ingredients labelling 
on pre-packaged foods, Food Minister Zac Goldsmith announced on 5 
November in a drive to protect the country’s two million food allergy 
sufferers.

Following the tragic death of Natasha Ednan-Laperouse, the teenager 
who died after suffering an allergic reaction to a Pret a Manger baguette, 
the government confirmed stronger laws would be implemented to 
protect those with allergies and give them greater confidence in the 
food they buy.

Currently, food prepared on the premises in which it is sold is not 
required to display allergen information on the label, meaning allergy 
sufferers sometimes lack confidence buying food to eat whilst they are 
out.

The new legislation, known as ‘Natasha’s Law’, will tighten the rules by 
requiring foods that are pre-packed directly for sale to carry a full list of 
ingredients – giving allergy sufferers greater trust in the food they buy.

‘Natasha’s Law’ will come into force in October 2021, giving businesses 
a transition period to prepare for the new rules. The Food Standards 
Agency will publish information for industry on October 1 to help ensure 
that businesses of all sizes can prepare and adapt to these changes.

LABOUR SHORTAGE HITS MEAT PROCESSORS
The British Meat Processors Association said there was a difficulty in 
attracting UK nationals to work in meat plants, because they tended to be in 
rural areas where there was low unemployment. It says 60% of the labour 
force in UK meat plants comes from other countries and the industry 
especially is not attracting enough seasonal EU workers. According to the 
association working conditions in meat plants, including the low 
temperatures need to preserve the meat, made it hard to attract workers, 
while demand for seasonal labour was naturally higher in other sectors too, 
especially delivering Christmas cards and parcels.

At the same time, the British Poultry Council warned that “finding sufficient 
labour is becoming a massive challenge for the poultry meat sector as the 
uncertainty around Brexit is prompting many of our workers to seek jobs in 
other countries”.

It said that if the shortage of workers continued post-Brexit, it would “pose a 
risk to the affordability of British food”.

The British Meat Processors Association represents the majority of companies 
working in the British meat industry, handling beef, lamb and pork products. 
Its members are responsible for supplying fresh meat and meat products to 
retailers, restaurants and food service companies throughout the UK. The 
industry employs about 75,000 people and is worth more than £7bn a year 
to the British economy.

Meanwhile, the UK poultry industry employs more than 37,000 people and 
contributes more than £3bn a year to the economy. British Poultry Council 
said the industry had grown “beyond the UK labour availability in the areas 
we operate”.

This meant that it needed to find 7,200 non-UK workers every year to fill its 
vacancies.

The council added: “If these vacancies cannot be filled post-Brexit, we will not 
have access to the labour needed to feed this nation, which will have a 
significant impact on the production of, and therefore cost of food.

“This in turn would pose a risk to the affordability of British food.”

Natasha’s family stands 
with her portrait in 

remembrance
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DONER KEBAB ROBOT FOR RESTAURANTS
In the face of staff shortages, Doner businesses, especially in small 
towns and villages are finding difficult to recruit staff and looking for 
more creative ways to run the business. Staff at the takeaways would 
use a knife to manually slice the lamb meat in the traditional way to 
make doner kebabs.This requirement led to an industrial innovation by 
launching the doner robot machines in the market. The entrepreneur 
company, Dekor Robot, which promote the doner robot machines 
for the industry is encouraging the doner businesses to keep their 
workforce motivated and happy by benefiting from this innovation. 
Dekor Robot presents this doner robot machines in the market with 
variety of product features such as 24-hour hand free, adjustable speed 
and compact design. 

Available in four different models, the robot saves 30 percent energy 
and provides 25 percent more rotating service than manual cutting. The 
robot is guided by sensors and glides up and down the rotating tower 
of meat in order to shave off perfect slices for the snack.

The meat is then stuffed into pitta bread and salad can be added to 
make the traditional doner kebab. Some highlights of the robot are:

• Non-stop working in 7-days / 24-hours.
• Ability to cut in front of the high-temperature without getting 

bored.
• Fast and continuously slicing and making standardized slices.
• Eliminates the negative human factors (sneezing, cough, 

perspiration, breath, touch, etc.) and guarantees the hygiene.

A TIME-SAVING, CONVENIENT PAYMENT SOLUTION; 
IKA’S NEW A920 CARD TERMINAL
The PAX A920 Android Mobile Terminal may be the answer for an intelligent 
payment solution for retail businesses. The hand-held terminal helps 
payments to be made more quickly and efficiently, offering both businesses 
and customers a secure payment option.

The PAX A920 is perfect for restaurants and takeaways because it allows 
wait staff to accept payments right at the table, saving staff and customer’s 
time. The terminal can even be used without a Wi-Fi signal as it automatically 
transitions to a sim connection when out of the Wi-Fi range. This ensures 
seamless payments can be made effortlessly anywhere.

The device has also the perfect size to slip in apron pocket. Even though this 
portable payment terminal, businesses still get a printer that’s conveniently 
tucked away at the bottom of the device. This thermal printer is fast so can be 
process the maximum amount of customer transactions. 
The smaller size doesn’t minimize the flexibility of the Pay Anywhere PAX 
A920. Customers can swipe cards on the magnetic card reader. The device 
is compatible with MasterCard contactless as well as Visa payWave. Your 
customers can complete their transactions with electronic signatures.

One of the best things of PAX A920 is highly secure and is PCI PTS 4x certified. 
Shop owners won’t ever have to worry about your customers’ confidential 
information being compromised. The terminal includes large memory to 
store all your transactions. It can be also add a Micro SD Card with up to 
thirty-two gigabytes of additional memory.

PAX A920 provides a variety of connectivity options with the: Bluetooth, Wi-
Fi, and 4G network. With the Pay Anywhere software, the Wi-Fi connection 
even been lose, transactions can be save until its restored. Then they 
will immediately process. Pay Anywhere helps businesses keep track of 
employee breaks, monitor stocking, start and save customer tabs, and more!
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Food Hygiene Ratings: 
How They Work

Nowadays customers are 
keener than ever before 
to learn just how hygienic 

their favourite restaurants and 
takeaways really are. Across 
Britain anyone can check a food 
business’ official hygiene rating 
online if that business has been 
assessed by the local authority.

Ratings for eateries and vendors 
in England, Wales or Northern 
Ireland can be found on the 
Food Standards Agency’s (FSA) 
dedicated ratings website, while 
Scottish businesses’ ratings are 
available on the Food Standards 
Scotland site.

With their hygiene levels now on 
display for all to see, many food 

businesses have found either 
fame or shame in the regional 
press.
In September the Somerset Live 
news site published a full list of 
hygiene ratings for all 96 kebab 
shops in and around the county, 
while Gloucestershire Live 
posted another list with every 
local food business — including 
takeaways — that won top marks 
with a score of 5 out of 5.

As kebabs make up an integral 
part of the British diet, it should 
come as no surprise that this new 
focus on food hygiene ratings is 
hugely important to the future 
success of the UK Kebab Industry 
too.
If you want to know more about 

official food hygiene criteria so 
you can improve or maintain 
your business’ rating, please 
read on!

The FSA rates businesses from 
5 to 0. Welsh and Northern 
Irish businesses are required 
to display their hygiene ratings 
by law. In England and Scotland 
however, this is voluntary.

Ratings in England, Wales 
and Northern Ireland vary 
from 5 for “very good hygiene 
standards,” 4 for “good,” 3 
for “satisfactory,” 2 for “some 
improvement necessary,” 1 for 
“major improvement necessary” 
and 0 for “urgent improvement 
required.” 

44



In Scotland the equivalent Food 
Hygiene Information Scheme has 
two main ratings, either “Pass” 
or “Improvement Required.” 
Scottish businesses that go 
above and beyond the legal 
minimum standard to gain a 
“Pass” and strive for excellent 
food hygiene standards can also 
win a prestigious Eat Safe Award.

According to the FSA website, 
“Ratings are a snapshot of the 
standards of food hygiene found 
at the time of inspection. It is the 
responsibility of the business to 
comply with food hygiene law at 
all times.”
Inspections are carried out by 
a food safety officer from the 
local authority who checks that 
a business follows food hygiene 
regulations to ensure that its 

products are safe to eat.

Inspectors base their judgements 
on three elements while on a 
visit.

FSA says these are:

• How hygienically the food 
is handled – how it is prepared, 
cooked, re-heated, cooled and 
stored.

• The physical condition of the 
business – including cleanliness, 
layout, lighting, ventilation, pest 
control and other facilities.

• How the business manages 
ways of keeping food safe, 
looking at processes, training 
and systems to ensure good 
hygiene is maintained. The 

officer can then assess the level 
of confidence in standards being 
maintained in the future.

If a business owner feels they 
have been unfairly treated by 
the local authority after an 
inspection, they can request a 
re-inspection, appeal a verdict, 
or publish a response to their 
rating.

BritShish believe that positive 
hygiene ratings are crucial to 
shaping how the Kebab Industry 
is perceived by the public. We 
call on all kebab business owners 
to do their utmost to ensure 
that they keep their hygiene 
standards at the very highest 
levels.
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THE MULTICULTURAL HISTORY
OF

BRITISH FOODS

This picture is from Harringay Food Festival, in North London, at 2011. The area is 
one of most diverse area in the UK and mainly Turkish and kebab restaurants are 
trading on the street. As a host to peoples, cuisines and cultures from around the 
world, Harringay is also a neighbourhood where numerous languages are spoken 

on a daily basis. According the Haringey council, the number of languages Spoken in 
Haringey is approximately 200. More specifically, the number of languages spoken 
in schools is 130 with the most common ones being Turkish, Somali, Akan, French, 
Polish and Bengali.”
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Ethnic foods and ethnic‐style cuisine 
has long had a presence in the 
UK and are becoming increasingly 
popular, not least growing immigrant 
and expatriate populations and 
globalisation of the food market.

For Britain, it all began with Indian 
restaurants and the origin is fairly 
plain to see. After centuries of a 
colonial relationship, the UK’s Indian 
community makes up the country’s 
largest ethnic community, and 
contributed to the subsequent rise of 
other ethnic cuisines from the 1960s 
onwards.

Ethnic minorities account for 14% 
of the population, or around 7.5 
million people in all, helping to gift 
the capital London in particular a 
demographic structure that makes it 
one of themost cosmopolitan cities 
in the world.

The number of Indian restaurants 
that have now spread all over the 
country began with the first Indian 
food outlet “Hindoostane Coffee 

House”, which opened in 1810 on 
George Street, off Baker Street in 
central London.Opened by Sake Dean 
Mahomed, a former captain in the 
British East India Company’s Bombay 
Army, it only lasted for a year before 
closing because of a lack of business.

But it inspired thousands of Indian 
restaurants over the subsequent two 
centuries, both for takeaway and as 
seated venues. The Asian Catering 
Federation estimates that roughly 
30,000 Asian and oriental restaurants 
and takeaways operate in the UK 
these days — and many of them are 
Muslim. After all, Britain is home to 
2.5 million Muslims, creating one 
of the largest halal food markets in 
Europe after France and Germany.

Over the last half century, tourism 
has become a major driver for 
Britain’s relatively open structure for 
different cultures. From the 1950s 
onwards, the British began going on 
holiday overseas as one of the third-
largest nationalities to do so. 

In 1810 The Hindostanee Coffee House opened for business at 34 George Street, Portman Square, central London. Despite the name, 
it served Indian food rather than coffee. The visionary who first offered Indian cooking in Britain was a noble from Patna called Deen 

Mohammad (or Dean Mahomet), born in 1759.
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Every year, millions of British people 
from all income levels go on holiday 
around the world, find things they 
like, and bring them home.

In 2018, Britons made 71.7 million 
overseas visits, most of them to go 
on holiday. They spent £45 billion in 
the countries they visited, including a 
sizeable sum on food and beverages. 
Meanwhile, 5.5 million Brits are now 
officially expatriates and are joined 
by around 100,000 more every year.

With so many cultural ambassadors 
at home and abroad, it was inevitable 
the food was going to change too!

Immigrant communities have 
dramatically changed the food we 
eat. London, now, is one of the most 
multicultural cities in Europe, most 
visibly reflected in its wide selection 
of cuisines, shops and markets. 
There are over 12,000 restaurants 
in London alone serving food from 
over 60 different countries (Greater 
London Authority).

Immigrant communities have dramatically changed the food we eat. London is now one of the most multicultural cities in Europe, 
most visibly reflected in its wide selection of cuisines, shops and markets. There are over 12,000 restaurants in London alone serving 
food from over 60 different countries (Greater London Authority).
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www.glopackltd.com   sales@glopackltd.com   info@glopackltd.com  GLOPACKLTD

Glopack custom printed products are an effective way to advertise your business and local brand.
Our experienced Glopack Design Team will help you concept creation and rendering, prototyping, 
technical  drawings all the way through to manufacture and delivery. We will make your brand sing to 
impress  your customers with ANY shape and/or creative you want.
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We CARe your LOCAL BRAND 

Add your own branding or custom designs to our packaging. 
We offer a free artwork design service so your packaging will 
look as good as the food in it.                
PLEASE CONTACT US FOR MORE PRODUCTS & CUSTOM PRINTED ENQUIRES.
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YOUR DeSIGN
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A formal order acknowledgement is sent 
outlining the order and confirming all the details. 
Final confirmation is then given on the production 
date of your order.

Unit 20A Rosebery Industrial Park N17 9SR  LONDON/UK  Tel: +44 207 117 2983  Mob: +44 79 4937 9020    

FREE 
STORAGE SERVICE
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Signs have long played a part in the history of British 
food and drink. One significant milestone in this story 
is King Richard III’s1389 decree that made it a legal 
requirement for ale brewers to make their trade known 
by adding signs to their shops.

Centuries on, the luminescent signs of restaurants and 
takeaways now light up local high streets across the 
country from Glasgow to Gloucester.

The UK is home to thousands of signage producers, 
and British businesses are among the world’s biggest 
spenders on promotional signs. Signs have become an 
important commercial sector providing thousands of jobs 
to people across Britain. The industry is now so large that 
there is even an umbrella organization called the British 

Signs: illuminating 
Britain’s high 
streets
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Sign and Graphics Association 
(BSGA) that supports and 
represents businesses in this 
field.

According to the BSGA there 
are presently around 4,000 
or so actual sign companies, 
but the total is around 
13,000 if you include print 
companies that also offer 
signs and graphics. There are 
no cut and dried figures, but 
a few years ago, government 
statistics suggested that the 
sign industry employs around 
22,000 people. The UK sign 
sector is estimated to be worth 
£500m.

Today, signs are one a 
prominent part of modern 
Britain’s commercial and social 
fabric. They are now a feature 
of urban life and reflect many 
sociological phenomena 
telling story after story. 

One such story is that of 
the numerous migrant 
communities that brought 
varying kinds of kebabs 

to Britain from the 
Mediterranean, Middle East 
and South Asia. 

Some kebab shop signs 
for example show how 
popular dishes such as 
doner, shawarma or gyro 
kebabs are no longer seen 
as foreign but have gradually 
become integrated into 
Britain’s late-night food and 
takeaway culture. The signs 
used by many doner vendors 
for example, simply show 
fluorescent outlines of the 
iconic rotating spit used to 
cook the dish. This style is 
reminiscent of the colourful 
fish-shaped signs often 
displayed outside fish and 
chips shops. What’s more, 
common shop names among 
some Turkish-owned doner 
sellers in particular, also 
reflect this trend. These shops 
tend to have simple or quickly 
recognisable English language 
names such as Best, Star, King, 
Crystal or Turkish Delight. With 
signs and names like these, 

the message is easy, “we’ve 
got the dish you want, come 
and get it!”

Other restaurants specialising 
in kebab types such as shish, 
kofte or regional dishes tend 
to use their names and signs 
to share a different message. 
These restaurants often 
advertise links to their home 
countries and cultures to 
showcase the authenticity of 
their food.

Take Iranian restaurants for 
example, some use decorative 
signage featuring names 
such as “Rumi” after the 
renowned thirteenth century 
Persian mystic and poet to 
situate their dishes within a 
historic, sophisticated cultural 
tradition. Likewise, some 
Middle Eastern and South 
Asian kebab restaurants 
choose names that connect 
them to famous places in their 
countries of origin to highlight 
the traditional-style food they 
offer. Syrian, Lebanese and 

Moroccan restaurants often 
pick names of historic cities 
including Beirut, Damascus 
and Marrakesh to convey 
this message. Afghan and 
Pakistani eateries have done 
something similar, opting for 
names such as Kabul, Lahore 
and the Khyber Pass among 
others.         

Plenty of the Turkish 
restaurants in north London’s 
Harringay Green Lanes, 
Tottenham and Stoke 
Newington are part of this 
trend too. Many of these 
eateries have adopted fine 
dining or sit-down meal 
concepts, so their owners tend 
to prefer names and signs 
linked to their home cities in 
Turkey’s south east, which is 
renowned for being a culinary 
hotspot, including Urfa, Antep, 
Adana and Diyarbakir to 
mention just a few.

Sometimes signs can tell 
us much more than just 
directions!
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British newspapers have 
drawn attention to the rise of 
halloumi cheese and hummus. 
Famous TV chefs also regularly 
feature these Mediterranean 
dishes on their cooking 
programmes. The UK is now 
Europe’s hummus capital and 
the second largest halloumi 
market in the world after the 
cheese’s home in Cyprus.

Halloumi, also known as 
hellim, is a Middle Eastern 
cheese traditionally made with 
a mixture of goat’s milk and 
sheep’s milk. It is remarkable 
that no acid or acid-producing 
bacteria are used in its 
preparation. Halloumi can be 
cooked without melting which 
makes it ideal for grilling.

According to the British press 
the amount of halloumi 
entering Britain is worth 
over £70 million. This figure 
makes Britain the largest 
halloumi importer, three times 
larger than second place-
holder Sweden. Until the ‘90s 
halloumi was a niche food in 
the UK. Now it is a staple of 
the British barbecue season, 
and one of the most popular 

cheeses competing with 
traditional British varieties 
such as cheddar and stilton. 
The cheese has come a long 
way since it first hit British 
shelves around thirty years 
ago. Increasing familiarity 
with the cheese has made the 
British the largest consumer 
of halloumi after the Cypriots 
themselves! What is even 
more striking is the fact that 
the cheese grew in popularity 
incredibly quickly.

According to the Food 
Standards Agency (FSA), 
halloumi is indispensable for 
the millions of vegetarians 
across the UK. Surging 
demand for halloumi in the 
UK, the rest of Europe and in 
China where consumers have 
recently developed an appetite 
for the cheese has sent prices 
soaring by around 12%. In 
2017-2018 producers in 
Cyprus warned that they were 
already struggling to keep up 
with demand and an export 
deal with China might lead to 
shortages in the UK. This has 
pushed the average price up 
by almost 20% in the last year 
alone.

THE RISING  
STARS OF  
BRITISH  

FOOD INDUSTRY
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Hummus is also incredibly 
popular despite the chickpea-
based dish having received 
some bad press recently.

In November, major British 
supermarkets began recalling 
hummus dips amid fears they 
could contain salmonella. The 
recall instigated by a Greek 
hummus producer in October 
has now been extended 
to include products from 
a number of large chains. 
Sainsbury’s, Aldi, Asda, Lidl 
and Morrisons are among the 
stores affected, according to 
a full list of the products in 
question published by the FSA.

Hummus still remains one 
of the most popular foods in 
Britain today regardless of 
this disappointing episode. 
According to a 2013 survey, 
41% of Brits had it in the 
fridge – making the UK 
Europe’s hummus capital.

There is disagreement over 
how to spell it - hummus or 
houmous - but no debate over 
its rising popularity. Waitrose 

BRITS LOVE HUMMUS

is thought to have been the 
first British supermarket to 
stock hummus, introducing it 
in the late 1980s. Marks and 
Spencer followed suit in 1990 
and today four of its top five 
best-selling dips are variations 
of hummus. 

This ancient peasant’s dish 
– usually made up of cooked 
and mashed chickpeas, 
tahini (sesame paste), lemon 
and garlic – is produced in 
countries throughout the 
Eastern Mediterranean, where 
unleavened bread is used 
for dipping. Hummus, like 
halloumi has been co-opted 
into Britain’s cosmopolitan 
national cuisine. It has moved 
beyond the Lebanese or 
Greek and Turkish Cypriot 
restaurants to plastic pots 
filling row after row of the 
supermarket chiller cabinet.

HALLOUMI

HUMMUS
&
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ayran
or
lassı

Drinking yoghurt often makes 
an appearance in the cuisines of 
many well-known kebab serving 
cultures. Whether that’s ayran 
from Turkey, doogh from Iran or 
lassi from the Indian Subcontinent, 
where people eat kebabs, they 
tend to drink yoghurt too.

Savoury yoghurt drinks ayran and 
doogh have traditionally been 
integral parts of both Turkish and 
Iranian diets. 

Turkish historians have recorded 
that nomadic Turks living 
thousands of years ago in Central 
Asia first created ayran by diluting 
bitter yoghurt with water, long 

before their descendants migrated 
to modern-day Turkey. 

Nowadays ayran is made by 
adding water and salt to yoghurt, 
and the beverage has been hailed 
by Turkey’s current President 
Recep Tayyip Erdogan as the 
country’s national drink. Many 
Turks often enjoy cooling off with 
an ayran when eating spicier 
dishes such as Adana or Urfa 
kebabs.

Ayran is also popular in Germany 
because of the country’s large 
Turkish-origin community.

Doogh which consists of curdled 
milk, water and mint seasoning, 
likewise has its origins in the 
ancient Persian Empire. The word 
“doogh” comes from the Persian 
word “dooshidan” which means 
milking.

Variations of these drinking 
yoghurts can also be found in 

nearby kebab-eating countries 
with historical connections to 
either Turkey, Iran or both, such 
as dhallë from Albania and tan 
from Armenia. Afghanistan, 
Jordan, Lebanon, Cyprus and other 
countries also have their own 
versions too. 

Some variants of the drink can 
include dried mint, lime juice 
or even diced cucumbers for a 
crunchy texture, there are plenty of 
options to try!

South Asian lassi like ayran or 
doogh also has ancient origins. 
Some have claimed that lassi is 
the world’s first yoghurt smoothie, 
dating back to the ancient Punjab 
at over 3000 years old. Lassis 
can be served as both sweet and 
savoury. Namkeen or salty lassi for 
example is prepared and served 
in a similar way to ayran, while 
other sweet lassis can include tasty 
ingredients such as spices, mint, 

fruit juices or rosewater. 

Mango lassi, made from yoghurt, 
water, mango pulp and sometimes 
sugar is also a popular favourite in 
the UK and is often enjoyed next to 
Indian, Pakistani and Bangladeshi-
style kebabs. 

Drinking yoghurts can be served 
with kebabs in a variety of ways 
and prepared easily to suit any 
eatery’s signature style. Available 
in cartons or pots for takeaways, 
these refreshing beverages can 
make a tasty soft drink side for any 
kebab to go. Ayran or doogh can 
also be drunk from a traditional-
style copper cup in restaurants 
with a fine dining or authentic feel. 
Some customers may appreciate a 
creamy sweet lassi served in a tall 
glass like a milkshake or smoothie. 

One or more of these options 
could make a fine addition to 
the drinks menu of any kebab 
business, why not try them out?

DRINKING 
YOGHURT,
THE PERFECT 
PARTNER FOR 
KEBABS

54






