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Thank you to everyone who attended
our Annual Lecture and Luncheon at the
Savoy and for making it such a special
day. Despite Edwina Currie choosing to
join the celebrities in the jungle we were
lucky to have Jo Fairley step in at the
last minute and literally save the day for
us with her inspiring, chocolatey lecture.
We enjoyed a fantastic slide show
on the history of The Society and it

Toast
The Toast to the Society
by Paul Morris, Managing
Director of Addmaster

“

“ WELCOME TO SOFHT FOCUS

is humbling to think of all the hard
work that has gone into keeping this
organisation as vibrant as ever over the
years. Special thanks this year must
go to Su Werran and Alan Lacey for
delivering a great day for us.
As an industry we have some
challenging times ahead and I ask
that we all strive to look after the few
opportunities that we have like this to

meet and network in our own sector of
the wider industries that we belong to.
Please keep your support for SOFHT
going strong into 2015 and help us to
deliver great value resources, training
and networking to our industry.
I trust you all have a safe and happy
Christmas and New Year!

Fiona Kibby,
Editor
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TOAST & CHAIR ADDRESS

THE TOAST
TO THE
SOCIETY

Paul Morris, Managing Director of Addmaster

was given by Paul Morris,
Managing Director of Addmaster
Paul has long since championed the
antimicrobial technology pioneered
by Biomaster and used in many food
applications, including a bag for life. He
introduced himself as ‘The Bag Man’.
“When I was asked from my team for
the money to join SOFHT several years
ago I looked at it closely and having had
lots of bad experiences of Federations
and Society’s where everyone meets
up, but is too scared to say anything of
any use or relevance in fear of helping
the competition, I considered it and was
impressed at the quality of members

they had, and then thought well at least
it’s worth it for the database!
But how wrong was I? I quickly
saw that this society is bonded by
a common goal of improving food
hygiene, whether that’s through training
and education or working together to
solve industry wide issues. They create

an environment where business rivalry
always take 2nd place to protecting the
public and they stick their necks out to
make sure the right thing is done. This
society deservedly goes from strength to
strength and is now celebrating its 35th
year!’’

Message from our Chair
Alan Lacey SOFHT Chair

Alan Lacey Chairman of
The Society welcomed SOFHT
members and guests.
It was great to be back at
the Savoy!

M

ost of you will have seen in the press
that Edwina Currie has answered the
Call of the Wild (well maybe Edwina has been
struck down by Salmonella ..... for the second
time?). I’m delighted to tell you that we have
a fantastic speaker. Jo Fairley will be a name
familiar to most foodies and I’m very grateful
to Jo for stepping in at the eleventh hour.
Jo founded Green and Blacks and developed
the company into a global brand which by 2008
was recognised as being “cooler than Prada”
- now that seems like an excellent nugget of
information as we approach Christmas - look I
know you really wanted that new bag darling ,
but this is chocolate is really cool…
After selling the company to Cadbury Jo
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remains as a global ambassador for
the brand but also runs a bakery and
a well being centre in her home town
of Hastings. Jo was also the youngest
ever magazine editor in the UK ,
working for Honey magazine and now
has regular beauty columns in You
magazine
Thanks to the whole team here at the
Savoy who are always a pleasure to
work with..
A big thank you to our
sponsors Rentokil and Sealed
Air and to the office team
Su, Kirsty and Jenny and our
good friend Sarah Churcher of
Conference Call who make this
all possible.
I’d also like to thank our special
guests for joining us today.
I’m pleased to say that the Society
has had another successful year and our
membership levels are buoyant and I’m
proud to take over as Chairman in the
35th year of the Society.
Many of you here today will have
known Dorothy Cullinane who sadly
died in the summer. I had the privilege
of working with Dorothy some time
back and I remember her as a woman
with a brilliant mind and a mischievous
sense of humour whose commitment
to helping allergy sufferers and their
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families had no limit. We have decided
to name the Society’s award for the
special contribution to the industry in
Dorothy’s memory so it will be from
now on the Dorothy Cullinane Award or in brief, the “Dorothy”. I think she
would like that.
For 2015 our main objective of
course is to listen to our members and
carry on what we’ve always been doing
in providing advice and information.
We plan to continue participation
in consultation by forming ad hoc
specialist panels and to organise focus
on flash briefings and half day seminars
which provide topical information in a
time and cost effective format for our
members.
Our Supporting Company Members
are a very important part of the Society
and this year we welcomed Samworth
Brothers to that group and wish to say
a special thanks to all our
supporting company members.
ASDA, Alcontrol Laboratories,
Ansell, Biomaster, Byotrol,
Diversey, Greggs plc,
Morrisons, Musgrave Retail
Partners GB, Muller Dairy, NSF
International, Panesar Foods
Ltd, Rokill, Samworth Brothers,
Tate & Lyle Sugars, Tesco and
Waitrose.

Last year we were still dealing
with the fallout from the horsemeat
scandal . It’s important to remember
that this was not a safety issue despite
the best efforts of the popular press.
The issue did remind us that we can
never be complacent and we have to
think like criminals to prevent similar
events. Reports from the world press
in the past year have included the
discovery that in China various meats
were marinaded in duck urine so that
is tasted like lamb and a restaurant in
West Africa passing off human flesh as
bushmeat - the discovery in the freezer
of two heads wrapped in cling film was
key evidence. So perhaps we’re not
doing too badly here in the UK and as
Hugh Pennington pointed out in his
lecture last year, food fraud has been
with us since food trading began.
If last year was the year of
horsemeat, this year was evidently the
year that the popular press discovered
sugar and once again the food industry
got the blame. It is two years now
since Lynn Faulds Wood spoke here
about the need for consumers to take
responsibility for their diet and well
being . Now we hear that the possible
answer to the obesity crisis is gastric
bands but with obesity related disease
being responsible for 1 in 11 deaths
in the UK this debate will grow and
it does rather put the food poisoning
statistics into perspective.

CHAIR ADDRESS

This year we are supporting
Meningitis NOW and we have some
fantastic prizes in the draw today.
Meningitis is a really scary disease
that acts fast, is difficult to diagnose
and can result in death or life
changing after effects . The charity
does excellent work in supporting
victims and their families
Every year you hear the Chairman

thank our Operations Director, Su
Werran which isn’t surprising as Su
writes this stuff. I make no apology
for once again thanking Su. She
nags me and the Board relentlessly,
maintains a fantastic relationship
with our members and does all this
with charm, humour and a steely
determination to get things right for
the Society.

I have one more very pleasant
announcement and that is to present
a fellowship to Catherine Watkinson,
the former chairman. Catherine set
herself some tough targets at the start
of her chairmanship and managed
to achieve them all. Thank you
Catherine for all your hard work .
Thank you to everyone who made
our 35th year so successful and for a
special day.

The Chairmans Table

(top row) Helen Buckingham, Programme Manager at Better Regulation Delivery Office (BRDO), John Barnes, Head of Local Delivery Division at the Food Standards Agency,
Rick Pendrous, Editor Food Manufacture Magazine, Su Werran, SOFHT Operations Director, Mark Ball, First Secretary, UK Representation to the EU, Foreign and Commonwealth
Office, Carol Brady, Chair of the Board for the Trading Standards Institute.
(bottom row) David Travers QC, Barrister at 6 Pump Court Chambers, Prue Leith CBE - novelist, restaurateur and business woman, Alan Lacey, SOFHT Chair, Jo Fairley, CoFounder of Green & Black’s, Ian Booth, SOFHT Vice Chair.

Would like to say thank you to our sponsors:

For kindly sponsoring this year’s Annual Lunch.

For kindly sponsoring our pre-lunch drinks.

Pushed for time

but need high level Food Safety Training?

’
‘HOP ON
to the Level 4 Food Safety Training Carousel!
Modules run one day a month
over five consecutive months
throughout 2015
Candidates can join the course
at any point
It is not necessary to complete all
of the modules in a particular order

Candidates enrolling for this course
will take the RSPH examination
Fees are highly competitive

The course dates for 2015 are:
Day 1
26 February 2015 and 30 July 2015
Day 2
26 March 2015 and 27 August 2015
Day 3
23 April 2015 and 24 September 2015
Day 4
28 May 2015 and 29 October 2015
Day 5
25 June 2015 and 26 November 2015

For further details contact: The Society of Food Hygiene and Technology Tel: 01827 872500 Email: admin@sofht.co.uk Website: www.sofht.co.uk
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Building
Brand Integrity
the story of creating a trusted global food brand
Josephine Fairley, Co-Founder of Green & Black’s

‘Cooler than Prada’

W

e were delighted to have journalist,
writer and entrepreneur Jo Fairley
as the key note speaker at this year’s
awards luncheon. As co-founder of Green
& Black’s chocolate – now approaching
a £100million brand worldwide – Jo has
an exceptional understanding of brand
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creation and development as well as the
challenges that face food manufacturers
in maintaining a brand’s integrity as it
grows.
‘My name is Jo Fairley and I’m a
chocoholic. I’m also founder, with
my husband Craig Sams, of Green &

Black’s organic chocolate and I’m here
this morning to share just a few of the
lessons learned from building Green &
Black’s into a trusted global food brand,
and to look at what trust and integrity
means, in the food world.
Now, a bit of background I actually

LECTURE

come to the chocolate business, as a
chocolate-lover with a deep green streak
in me – ever since, at the age of thirteen,
someone gave me a copy of a Shopper’s
Guide to Saving the Planet. At that time it
wasn’t very easy for a schoolgirl to save
the planet. My contribution came in the
form of putting bricks in the loo cisterns
at school, which instead earned me a
reprimand from the headmistress, and sent
my green leanings into dormancy.
But in 1991 I married Craig Sams,
Founder of Whole Earth Foods, and
for many years Chairman of the Soil
Association. One day, earlier that year,
I’d wandered into his office and found
two squares of dark chocolate sitting
on his desk. I teased him ‘ho ho ho, Mr
Wholefoods, what’s this?’ – and ate the last
two squares.
It was, I realised, the most
delicious dark yummy naughty
chocolate I’d ever eaten, feeling all
the better about it when I learned
it was the world’s FIRST Organic
chocolate.
‘What are you going to do with this
then?’ ‘Can’t do anything’, he replied. ‘It’s
got sugar in’. Whole Earth, as some of you
know, was founded on the principles of ‘no
added sugar’.
But the memory of that chocolate
nagged at me. And so I nagged at him –
a high-risk strategy as we weren’t even
married yet. Eventually, he turned round
and said, ‘Look, if you’re so interested

why don’t YOU do
it?’ which meant
he’d distribute it,
but I had to do the
PR and marketing.
Oh and I had to
finance it, too,
because he didn’t
have launching a
new brand in his
budget.
Now, this was
completely unknown
territory for me. But
when I was 16, I bought a postcard in
Carnaby Street of a man on a diving board
which said: ‘If you don’t do it, you’ll
never know what would have happened if
you had done it.’ So I dived right in, and I
have never regretted it.
My personal inspiration was Anita
Roddick, of the Body Shop. Through my
journalism, I had spent some time with her
in Mexico and Romania and we’d become
friends. I was hugely admiring of the way
that she had shown you could do good
through doing business, and I felt that I
could potentially change the world, one
square of chocolate at a time.
One rainy Saturday night on the
Portobello Road we played with names.
But if we’d called it Eco-choc, Organichoc or Bio-choc I suspect I wouldn’t be
standing here today.
We wanted something that sounded like
it had a glorious confectionery heritage, a
brand like Barker & Dobson, Charbonnel
& Walker or Fortnum & Mason.
We were green because we
were organic - and black because
we had the darkest chocolate on
the market and putting ‘and’ in the
middle somehow made us sound
instantly like we’d been around
since 1876.
Green & Black’s pushed all the right
buttons – and the minute I said it, we just
knew we had it. It took all of ten minutes,
and we sketched out a rough design for the

debut packaging in about another five.
But right from the very start, you see,
I wanted our design to embody trust. We
did it through the ribbon and the seal – in
which the original French certification logo
can be seen, here. Even giving the brand
a name which sounded long-established
helped to establish trust, as well as to
imply quality.
Today, Green & Black’s – which we
sold to Cadbury’s in 2005 – is bigger than
Marmite – in sales figure terms – and
cooler than Prada, according to the latest
coolbrands survey. In fact, for the past
eight years on that list, we have been the
coolest food brand, as judged by some of
the hippest people in the design and retail
world.
We were certainly surprised by how
fast we were growing in the first couple of
years, but a real awareness breakthrough
for us was when we launched Maya
Gold, using cacao from farmers in Central
America, which was the first ever product
in the UK to carry the Fairtrade Mark.
Being first with that mark generated
another huge wave of publicity – and
some extraordinary help of the type I’d
love to tell you that you could write into
a marketing plan – but you just couldn’t…
Because of the longstanding close links
between the Church and the Third World,
for instance, which we hadn’t really
thought about, Maya Gold’s launch got
a huge boost from unexpected corners.
Imagine 20,000 young Methodists, doing
a ‘Run For Fair Trade’, carrying flaming
torches through the streets and buttonholing supermarket managers, to lobby
them to stock Maya Gold. Imagine vicars,
up and down the country, ringing the Tesco
buyer - who’d been reluctant to stock the
product - to tell him that he had a moral
duty to do so. Imagine, too, eight minutes
of news coverage on BBC News on the day
of launch, with your packaging flashed on
the screen behind Michael Buerk’s head.
From the start we were organicallycertified. Then when Maya Gold pioneered
the use of the Fairtrade Mark, that symbol
on the packaging was the customer’s
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reassurance that we did indeed pay a
fairer price for our cocoa beans
and I believe that independent,
third-party certification by a
recognised body is the most
effective way of assuring the
customer about food quality and
establishing trust.
What I am obviously less keen on
are the ‘make-up’ symbols created by
marketers and the language they use:
fairly meaningless terms like ‘grass-fed’,
‘free range’, ‘cage-free’, ‘crate-free’.
I believe that signing up to a certification
scheme like the Soil Association’s, or the
Fairtrade Foundation’s, gives a really
important message about transparency.
The food world is full of obfuscation.
Certification is about putting your hands
up in the air, saying ‘you don’t have to
take our word for it – we’re prepared to
open ourselves to scrutiny, to reinforce
what we’re telling you’.
We know that ultimately the brand
would be sold on one day – and in 2005
we sold Green & Black’s to Cadbury’s
but actually, that sale fitted really well
with our own core values at Green &
Black’s, because Cadbury’s sort of like to
think that they invented corporate social
responsibility. Little did we imagine, at
that point, that Kraft would come circling
like sharks, ready to gobble up Cadbury’s

8

SOFHT FOCUS ANNUAL LUNCH 2014

itself. In fact, the night before the Kraft
deal was signed, Green & Black’s rushed
through a press release to the effect that
from the end of that year, 2011, every
single bar of Green & Black’s would
be fair-trade certified. It had been in the

able to influence Kraft from within, as we
did with Cadbury’s, and show them that
fairtrade and ethical sourcing is actually
good business and something which is
going to transform the lives of cocoa
growers around the world on a grander
scale than Green & Black’s can yet
dream of. I think that was probably the
proudest moment of my whole life, but
it does show that a small brand like ours
can help to bring about enormous changes.
I am no stranger to food and hygiene
issues. At Green & Black’s we’ve only
ever really had one problem: with the
Moldavian Cherries in our very, very
popular dark cherry flavour. There are
still people in morning for this particular
product, all over the world. But eventually,
Kraft’s legal team decided that the dental
bills were just not worth it: the machine
which checked for cherry stones just
wasn’t sensitive enough to pick up every
potential tooth-cracker. So what I will
say is: if there’s anyone in the audience
who happens to have a foolproof cherrystone-spotting machine, please see me
afterwards because you’ll make a lot of
people, including me, very happy.
What makes all the difference, of
course, when a problem does regrettably
arise, is how it’s handled.

And I am fanatical about
customer service.

pipeline for some time – and it was a
logistic challenge, frankly, for a brand
which was dozens of different ‘additions’
in the form of nuts and fruit and spices
etc. From a supply chain point of view,
Green& Black’s is a tricky business to
run – and there was always the risk that
Kraft would come in and say, ‘we need
to do a cost benefit analysis of this move
to certify every bar’, and nix the project.
But putting it out in the public domain, it
ensured our ethics remained intact.
But my fundamental belief is that
actually, big business – including big
food business – wants to do good and
actually what we hope is that we’ll be

In fact, probably my most important
job at Green & Black’s – certainly, until
we took in investment from a private
equity group –was that I ran a onewoman customer service department. It
might sound like the ultimate in control
freakery, but when it comes to customer
care, certainly, I think control freakery
gets a bit of bad press: in many ways:
it’s how you get to hear about problems
that other people on the team may be too
scared to tell you about – perhaps because
it makes them look bad in some way –
or simply feel are not worthy of passing
on. We had such a small team that I was
actually the best person at that point to
handle most of the enquires – in fact,
throughout the time my husband and I

LECTURE

owned 100% of the business, I continued
to work as a journalist – mostly because
the company was growing so fast, it tied
up all our cash in stock, and there was
nothing left to pay me.
Actually, I learned very early on in life
how effective this kind of customer service
could be. One night, eating dinner, my
mother found a small brass screw in the
pie she’d made with Fray Bentos stewing
steak. Fray Bentos, upon receipt of my
mother’s furious letter, dispatched a large
box of steak pies, stewing steak, corned
beef etc., which basically fed us for some
months. It wasn’t until a while later that
my mother noticed, while handling our
pepper grinder, that a small brass screw was

missing from the bottom. … however, by
then, Fray Bentos had become the number
one favourite brand in our household, and
their generosity - albeit misplaced, in this
instance - was rewarded a thousandfold,
over the years. And customer service is
way, way more important in the age of
Twitter and Facebook than back then,
when it was Mrs. Bloggins – or in this case,
Mrs. Fairley – talking to the neighbours
over the garden fence.
There is no point hiding behind the sofa
and hoping that social media like Facebook
and Twitter will go away. They’re here to
stay – and actually, I think they offer a
fantastic opportunity in terms of customer
service, for any business. They’re your
‘front line’. They’re where people post
messages about how well you’ve taken
care of them – and they’re where people
complain first, nowdays, because it’s easier
to Tweet or post something on Facebook

than it is to make a phone call. Before the
age of twitter, there was a statistic that if
someone was unhappy with something
they’d bought, or with a service, then
they’d share that negative story with
nine people. If their complaint was dealt
with to their satisfaction, they’d tell 27
people about their positive experience.
But nowadays, you can multiply that by
thousands and thousands, if someone has
a twitter account.
Personally, I think customer service
is an absolute joy – and I’m really not
exaggerating. You have the opportunity
to make an unhappy person feel very,
very happy again. I will admit, I think that
telling stories – true stories – also helps to
build trust in a brand.
From the outset, at Green & Black’s, we
educated both the press and consumers on
the ethical issues, emphasising the benefits
to our growers. This wasn’t something we
had to think about strategically, as a pr
move: to be honest, it was just naturally
the way we did business. It wasn’t until
we looked back later that we realised we
were really helping to pioneer the concept
of ethical business as we know it today.
But as it happened, because we were the
first organic chocolate in the world – and
delicious with it – we got a telephone
directory’s worth of press cuttings.
But Craig and I were also very happy
to be ambassadors for our brand – and
perhaps even more importantly, we still
are. And from a multinational point of
view, that’s interesting. Craig is president,
and I’m an ambassador - which basically
means have chocolate, will travel.
I believe it’s the winning combination of
a superb product – just as good as it ever
was - together with strong design flair,
underpinned by strong values, which is the
secret of why we have managed to retain
our ‘coolness’ despite being so widely
available, and produced by a glodal multinational. You can now buy our chocolate
on a Tesco garage forecourt. And yet it still
gives me a huge kick to open a mini-bar
in a hip hotel and find a Green & Black’s
bar there. All too often, large companies

fall out with the entrepreneurs whose
bands they snap up – or sometimes, those
entrepreneurs just want to go off and stare
into the sunset.
What’s really important for food
businesses, I think, is to take time to step
into your customer’s shoes and see your
product or your brand as others see you.
As you’ve realised by now, I am entirely
self-taught businesswoman – but over the
past 20 years, I’ve read many business
books and tried to learn something from
each of them. And actually, one of the
most useful pieces of advice came from
Martha Strewart – the world’s first selfmade female billionaire. She said that
in business, you need a microscope
and a telescope: a microscope to
look at the detail of your business,
but a telescope so that you can stand
back and see it from afar – the bigger
picture.
For me, that is what events like this
offer: everyone has to make time to come,
fighting the urge to stay and deal with
6,387 e-mails, and deadlines to meet – but
I have always found it invaluable. Being
away from the fire-fighting even for an
hour, as you are, offers the chance to look
down the all-important telescope, see your
‘business’, your work and even your life
from afar – and figure out what changes
needed to be made, to restore trust in your
product, or further enhance its integrity…
So, I’d very much like to thank the
Society of Food Hygiene and Technology
for giving me the chance to share my story
and my perspective.’
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SOFHT Members and Guests raised:

Steve Dayman,
Executive Founder,
Meningitis Now

£5,300 for Meningitis Now
T

he vision of Meningitis Now
is a future where no one in the
UK loses their life to meningitis and
everyone affected gets the support they
need to rebuild their lives. They do this
by funding research, raising awareness
and providing support.
Meningitis Now employs a
dedicated and highly motivated
team who provide help in their local
communities. They support families
and individuals by:
• Providing direct care and
support for meningitis sufferers and
their families; delivering home visits
and offering access to our other
community support services, including
professional counselling, financial
support grants (which provide vital
funding for necessary and unexpected
costs following meningitis) and
creative therapies.
• Enabling individuals and families
affected by meningitis - many of

whom will be disabled or bereaved - to
rebuild their lives, emotionally and
practically.
• Reducing the numbers of people
who die or are left with permanent
disabilities as a result of contracting
meningitis, through distribution of
printed materials, such as our signs and
symptoms cards - we distribute over
one million of these every year!
• Delivering meningitis education
to key audiences through talks to
community groups; including schools,
youth groups, child carers, healthcare
professionals and the wider public.
• Working collaboratively with
local organisations, such as surgeries
and voluntary community groups;
building these partnerships helps to
raise awareness of meningitis.
• Helping to develop our volunteer
network across the UK to further
enhance our work.
• Supporting Meningitis Now

campaigns to raise awareness of
meningitis amongst the general public.
To find out more and to donate
online go to www.meningitisnow.org

Registered Charity
Number: 803016

Ver ity
and Violet

Vi n t a g e
Sounds

V

erity & Violet, entertaining members and
guests through lunch. Their smooth vocals
and vintage style added a touch of class to the
atmosphere and we are only sorry that due to
a packed agenda we could not hear more from
them!
For anyone who may like to hear
more from them visit their website
www.verityandviolet.com
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SOFHT AWARDS

SOFHT AWARDS
The SOFHT Awards have now been running for ten years. The SOFHT Awards recognise
and celebrate excellence within the food industry and its associated industries. The awards
cover a number of categories covering new products and special individuals or companies
who deserve recognition. The Awards are judged by a panel of experienced food industry
professionals from the Society’s membership. We are keen to raise the profile of the SOFHT
Awards next year and introduce them to members and non-members who have not been
involved before. Now is the time to start spreading the word! If you would like to know more
please get in touch with SOFHT office.

2014
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Best New Product & Service
C

ert ID Europe’s BRC Auditor’s
BootCamp launched with Reaseheath
College, Nantwich, is an innovative and
unique BRC auditor training programme
designed to grow and develop the ‘next
generation’ of BRC auditors .
BRC Auditor’s BootCamp, developed
in response to the acute shortage of

suitably qualified and trained BRC
auditors, fulfils the increasingly selective
and challenging auditor requirements
demanded by the BRC. BootCamp
combines essential classwork with
practical auditing experience gained in
real food manufacturing environments.
Trainees’ abilities soar as they apply

their knowledge of the BRC Standard
in a variety of increasingly demanding
calibrated audits.

Sponsored by

Best Auditor/Technologist Brendon Goodrich
B

rendon Goodrich is an independent,
freelance food safety auditor covering
both Ireland and England.
Used by both the Irish Parliament
and state broadcaster RTE for advice
on any aspect of food safety or catering,
Brendon’s services cover regular food
safety audits of catering facilities, location
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catering, and technical advice such as
HACCP reviews.
Key features of his work include a
forensic approach, identifying root causes
and assisting clients develop solutions to
achieve continual improvement.
Brendon conducts over 200 audits a
year covering retail, including SOFHT

members, catering, prisons, food
processing and bakeries.

Sponsored by

SOFHT AWARDS

Company of the year

Sponsored by

Less then 100 employees
A

nderson Food Hygiene are a
Multi-Award Winning training and
consultancy for all levels of accredited
Food Safety, HACCP and Health &
Safety.
It works with some of the most
recognised brands in the UK, including:

John Lewis; Waitrose; Cirrus Inns;
Whole Foods Market; Corbin & King
whose portfolio of London restaurants
include The Wolseley; The Delaunay;
Brasserie Zédel; Colbert; Fischers;
Caprice Holdings owners of the
celebrity packed Scotts and The Ivy;

a range of exclusive hotels, including
Claridges; The Langham London; The
Ritz London; and the current hottest
London places Roka and the Zuma
Restaurant.

More then 100 employees
A

LS is one of the UK’s leading
providers of analytical testing
services, with 5 UKAS-accredited
laboratories
offering
complete
coverage across the country.
Food manufacturers and retailers
can benefit from ALS’s comprehensive

‘one-stop shop’ of tests and services
which include microbiological,
nutritional, vitamin, meat speciation,
allergen and pesticide analysis.
Its customers can also be assured
that every test is carried out with
the highest levels of accuracy and

integrity, whilst results can be easily
accessed via its industry-leading portal
‘Webtrieve’.
Service excellence is reinforced by
ALS’s team of technical experts who
provide tailored customer solutions
across a wide variety of areas.
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SOFHT AWARDS

Best Trainer Peter Rose
P

eter Rose is currently employed by
STS as a Training Manager. He has
continually delivered training in a way
that delivers results and makes learning
an enjoyable, interactive and inclusive
experience. Candidates finish the learning
experience knowing the part they play in
supporting a positive food safety culture
within their place of work.

Currently Peter is working towards
Master of Education (final year) and a
Master in Food Safety Management. He
actively shares his knowledge by updating
STS’ materials, sharing information with
candidates and trainers.

Sponsored by

Best Training Company
T

he Morrisons Supplier Training
Academy is a joint venture between
Morrisons and Exova and since its
inception in early 2014 has delivered highly
interactive training modules to over 500
supplier delegates. The Academy’s aim
is to ensure all Morrisons Own Brand

14
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Suppliers operate to the highest standards
of Product Integrity, Safety & Quality, are
continuously improving and are up to date
with all Morrisons Technical requirements,
whilst also providing an environment for
industry networking. Each delegate is seen
as a vital ‘partner’ in the overall success of

the venture which will continue to grow with
the development of further courses in 2015.

Sponsored by

SOFHT AWARDS

Anaphylaxis Campaign
Founder Receives First

Dorothy Cullinane
Award

D

avid Reading, who founded the
Anaphylaxis Campaign in 1994 after his
daughter died of an allergic reaction to peanuts,
was the recipient of the inaugural Dorothy
Cullinane Award at the Society of Food
Hygiene & Technology Luncheon last week.
The new award, in memory of Dorothy
Cullinane, the highly regarded expert in food
labelling and particularly food allergies who
died in May 2014, is for those who have made
an outstanding contribution in the field of food
intolerances.
A former journalist, David Reading

founded the pressure group
the Anaphylaxis Campaign
as a result of his daughter’s
death traced back to a nut
garnish on a lemon meringue
pie. The group soon received
communication from many
people also suffering from
allergies, not just from nuts
but from eggs, milk, shellfish
and sesame among others,
and realised that they had
unhidden a medical crisis and
set about raising awareness of food allergies
and in particular anaphylactic shock to the food
industry and campaigning for better labelling
and information.
Today the Anaphylaxis Campaign is the
only UK wide charity operating solely for
the growing numbers of people at risk from
severe allergic reactions and anaphylaxis.
The organisation provides support to
individuals and their families as well as health
professionals and the food industry from both
manufacturing and catering.

Alan Lacey, Chair of SOFHT said:
“There have been huge developments in the
areas of food allergy awareness in the last 20
years which have seen it move from the fringes
to the mainstream, in no small part due to the
effectiveness of the Anaphylaxis Campaign.
David Reading knew that there needed to be
answers to his daughter’s untimely death and
his work on allergens awareness has meant that
today we have strict allergen protocols in food
manufacturing, vast improvements in labelling
and training for staff working in foodservice
outlets on allergen awareness.
“Dorothy Cullinane too was a champion of
allergen labelling and food intolerance and her
work brought about a greater understanding of
the issues in the food industry, and SOFHT is
delighted to offer an award in her name and for
David Reading to be its first recipient.”

Sponsored by

Fellowship Award

Catherine Watkinson

C

atherine Watkinson was
honoured at this year’s event
with a SOFHT Fellowship.
Catherine has worked tirelessly
for The Society since joining
the board in 2006 and especially
as Chair from the start of 2012
until June 2014 when she handed
over to Alan Lacey. As Chair,
Catherine set membership targets
which gave momentum to the
development of The Society and

grew its numbers of individual
and company members. She was
also instrumental in developing
the Training Academy and
ensuring we offer uniquely great
value to members on a wide
range of topics. She continues
as a Council member and her
passion and vision for The Society
is still evident in the support she
provides.
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A small snapshot of the day
Hosted by David Travers QC

NSF International
Sealed Air Food Care

Rentokil

Waitrose
Müller Dairy
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Rokill Ltd

Addmaster

Ansell

Panesar Foods
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Alcontrol Laboratories

Tate & Lyle Sugars

Musgrave REtail Partners
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Asda-Walmart

Byotrol

Tesco
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Is your factory
harbouring SPIs?
Rentokil offers a complete Stored Product Insect
(SPI) monitoring and treatment solution which
includes:
• Detection of SPIs within your premises,
using highly effective XLure insect
monitors.
• BPCA qualified Field Biologist inspections.
• Large scale building and structural
fumigation with ProFume.
• Effective heat treatments of buildings
or machinery.
• Deep cleaning of production areas,
production machinery and storage silos.
To arrange a FREE survey of your premises,
or to gain further information on Rentokil
services please contact us.

0800 917 1982
rentokil.co.uk

ADVERTS

A leading supplier of hygiene products
within food manufacturing environments
Nitrile
Gloves
 1.5 AQL
 Powder free
 Latex free

 Low linting
 Durable
 Strong

 QUAT free  PHMB free  Alcohol free
 Suitable in Halal & Kosher environments

Vinyl
Gloves
 4 AQL
 High quality vinyl
 Beaded cuffs

For more information contact Pal International Ltd on:
Tel: + 44 (0)1455 555700 | www.palinternational.com

Supporting the Fast Delivery of Safer Foods
International Laboratory Services is an independent UKAS
accredited, TESCO and M&S approved contract laboratory
ILS specialises in the microbiogical and chemical
analysis of food products, additives and ingredients.
Quality assured, confidential, cost effective service
Fast and on time delivery of results
Independent, tailored testing and advice
Knowledgeable and helpful staff

www.ils-limited.co.uk
mkt@ilsmail.co.uk
+44 (0) 1332 793 000

Independent pest
management experts
One pest is one too many. Do you
have concerns about infestation,
or your contractor’s service?
For impartial advice, contact us on
01934 853867 or visit our website.

www.acheta.co.uk

