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“Cashing in on the success, 

JD Wetherspoon took 
the opportunity to 
reduce sugar and 

salt on the menu 20% 

and 24% respectively.”

JD WETHERSPOON
The pub giant tasked its Food Development Team to come 
up with solutions for the large volumes of plate waste 
and the customer requests for smaller, healthier portions.

For a big business, or indeed any business, it feels 
counter-intuitive to suggest selling smaller portions for 
less money. But that’s exactly what they recommended. 
The resulting pilot found that overall sales volumes 
increased.

Cashing in on the success, JD Wetherspoon took the 
opportunity to reduce sugar and salt on the menu 20% 
and 24% respectively.

Children have also benefited from the focus on healthier 
eating options with free fruit and a choice of two portions 
of veg. Fizzy drinks have been replaced with fruit juice, 
water or milk.

“YO! decided to use it as a 

launchpad for a new food 
strategy designed to 

make healthy eating as 
easy as possible”

YO!
Topping a consumer poll of healthy eating options 
among restaurant groups could be the cue for YO! to 
rest on its laurels. Instead, they decided to use it as a 
launchpad for a new food strategy designed to make 
healthy eating as easy as possible, reducing sugar on 
the menu by 23%, putting two portions of fruit or veg 
in kids’ meals and introducing a DNA dining concept to 
help tailor meals to each customer’s nutritional needs.

YO! worked with a range of consultants and 
organisations including Weight Watchers and Public 
Health England. They also decided to give customers 
the chance to create their own meal with YO! Dinner, 
YO! Way, using DNA technology to discover the most 
suitable dishes. 

With access to full nutritional, allergen and calorie 
information, YO! customers can make even more 
healthy food choices.

“Family cooking classes, 

f ruit and veg growing 
programmes, and  

educational visits from 
nutritionists are just part  

of the caterer’s plan”

CH&CO
How do you get thousands of kids to make positive menu 
choices every day while not coming across as preachy? 
That’s the challenge facing caterers like CH&CO’s schools 
division. 

Family cooking classes, fruit and veg growing 
programmes, and educational visits from nutritionists are 
just part of the caterer’s plan to feed schoolchildren well 
and develop a positive lifelong relationship with food. 

CH&CO is also happy to share the secrets of its success 
with other operators, stressing the mantra that all food is 
good so long as it is eaten in moderation.

As well as overwhelming positive feedback from children, 
parents, teachers and governors, CH&CO can point to a  
two-thirds increase in school meal uptake at one school 
as proof positive of its approach.
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