
The Crumb
SUMMER INSIGHTS



What ’s inside Welcome to the second edition of The Crumb  
– Cracked’s quarterly digest of the biggest insights and 
trends shaping the foodservice market today! For the 
summer ‘22 edition, we took to the streets of Camden, 
covering new flavours and concepts – from small start-
up food businesses, right through to the high street 
chains you know and love. Along with our food tour 
finds, expect the hottest new food and drink trends 
on social media, and white paper stats and facts to 
give you a deeper understanding of exactly what’s 
happening on the high street! 

Our handpicked trends featuring in each issue are:  

CULTURES THROUGH CUISINES, TECHNICALLY 

SPEAKING, PLANET-CONSCIOUS, and BREWED NEWS. 

This edition will also feature SAVOURED SENSATIONS  
– additional food and drink concepts from the day that 
intrigued us and deserved an honourable mention. Each 
of the food and drink brands featured in this report link 
to at least one handpicked trend. 
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Throughout the year our trends will grow and evolve, so here’s an update on the latest developments. 

If you need a reminder of the meaning behind these handpicked trends, you can check out where  

it started in our spring Issue!

What ’s new for 
summer ‘22?

  CULTURES THROUGH CUISINES 
Thanks to rising costs of food, we predict a further shift 
towards fusing British ingredients with popular global dishes, 
while staying true to authentic cooking techniques.

  TECHNICALLY SPEAKING 
People are considering where their food and drink comes 
from, and its journey to their plates more than ever before. 
This is largely due to the impact of Brexit, the government’s 
2050 net zero goal, and the continued uncertainty of the 
global political climate. Here, we see a key opportunity for 
businesses to shout about their supply chain transparency to 
expand their customer base and build brand loyalty through 
their use of technology.

  PLANET-CONSCIOUS 
Extreme weather like floods and forest fires continue to 
dominate headlines – further fuelling the age of the conscious 
consumer. There are so many ways for people to do their bit, 
and they’re choosing food and drink brands that continue to 
innovate sustainably.

  BREWED NEWS 
It’s likely to be a turbulent few months for coffee shops. We’ve 
returned to work (for the most part!), but the cost of living 
is rising at an alarming rate. Out-of-home coffee may take 
a hit, with many tightening the purse strings this summer. 
We predict that brands who play a strong role within the 
community, hold brilliant environmental ethics, and align 
their values with customers will triumph.

  SAVOURED SENSATIONS 
It’s been a tasty quarter with a deliciously diverse range of 
sweet options hitting the high street. We’re seeing a mix of 
downright indulgent through to innovative healthier versions 
of the treats we love! 
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What ’s cracking
In May, Team Cracked headed to Camden. 
We all know Camden’s long-standing food market, 
but more recently, two new markets have opened their 

doors in the area – Buck Street Market in 2020 

(10 days before the pandemic!), and Hawley Wharf 
in August last year. 

Here’s what we saw… 

Buck Street 
  Market  
One in five people choose one venue over another if it supports 
the community, and 44% of people make decisions on where to 
eat based on ethical considerations.1 We see this new addition to 
the Camden food scene ticking all the right boxes this summer!

The UK’s first dedicated market for the conscious consumer, 
Buck Street Market houses a diverse mix of sustainable food 
brands with a healthy balance of vegan and vegetarian options 
on their menus. 

A zero single-use plastic policy? Tick. Plant-based products? 
Of course. Plenty of recycling points? You bet. 

What’s more, the market composts all food waste to generate 
energy that will be fed back into the main grid. We also liked its 
‘community stalls’ – used by charities and local community groups 
to test out new ideas and share their passions. 

T
H

E
 C

R
U

M
B

 Q
2

 S
U

M
M

E
R

https://www.camdenmarket.com/buckstreet/
https://www.camdenmarket.com/hawleywharf/
https://www.camdenmarket.com/buckstreet/
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Glass Coffee
94% of people are likely to be loyal to a brand that offers complete 
transparency, and 39% are willing to switch to a brand showing 
greater transparency.2

Just like glass, total transparency is the aim of the game at Glass 
Coffee. Every product has a QR code so that consumers can learn 
the story behind every one of their purchases. From the milk in your 
coffee to the sugar in your cookie, every story is told. Championing 
farmers and their supply chains, Glass Coffee is taking its customers 
on the journey all the way from farm to cup (and plate!). 

Clean Kitchen Club 
Hitting the market in 2020, Clean Kitchen’s vision is to change the future of 
food with quick, easy and clean solutions to every meal. Its plant-based meals 
and alternatives are for all the nation to enjoy – from meat eaters to vegans 
and vegetarians. Flexitarianism is increasingly popular, with 50% of Brits 
eating meat substitutes (but not necessarily cutting out meat) in 2021.1

Clean Kitchen is a perfect example of a company that first opened virtually (on 
Deliveroo) during the 2020 lockdown – outselling Five Guys’ sales in Brighton 
on the fourth Saturday it opened – and swiftly moving onto success in London!

Ticking all the sustainable boxes, it’s thought of everything – from eco-friendly 
packaging to partnerships with the likes of surplus food app Too Good To Go. 
Menus are shaped around re-purposed food (one day old bananas become 
Açaí Bowl toppings, and after two days, are frozen for smoothies). Even its 
recycling systems have been matched to work with the local council to ensure 
it has the most effective system in place. 

BREWED 
NEWS

TECHNICALLY 
SPEAKING

CRACKERS OPINION:

GENUINELY DELICIOUS COFFEE WITH NOTES 
OF HAZELNUT AND CHOCOLATE.  THE SIMPLE 

(AND SUSTAINABLE!)  BRANDING ADDED 
TO ITS CHARM. IT ’S CLEAR THE BRAND IS 

PRIORITISING PLANET-FRIENDLY PACKAGING 
ABOVE DESIGN WITH ITS COMPOSTABLE 

COFFEE CUPS AND STAMPED LOGOS. A THUMBS 
UP FROM TEAM CRACKED!

PLANET- 
CONSCIOUS

PLANET- 
CONSCIOUS

CRACKERS OPINION:

THE KATSU CURRY WAS PARTICULARLY YUMMY – WITH 
A SURPRISINGLY SUCCULENT CHICKEN ALTERNATIVE, 

DELICATELY FLAVOURED WITH A SUBTLE BLEND OF 
SPICES! EVEN OUR NON-VEGANS WERE PLEASANTLY 

SURPRISED THAT EVERYTHING WAS VEGAN!
9
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https://www.camdenmarket.com/buckstreet/eat/glass
https://www.camdenmarket.com/buckstreet/eat/glass
https://cleankitchen.club/
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Stilvi
Stilvi is a Greek coffee shop, focused on delicious coffee and sweet treats. 
The name comes from the Greek goddess Stilvi, meaning true elegance.  
If you’re looking for true indulgence with a twist – you’re in for a treat!  
Try the mini pancakes drizzled or sprinkled with a huge choice of toppings, 
everything from Biscoff sauce to hundreds and thousands! 

We were also excited to see a hybrid pastry on the menu – the ‘Croffle’ 
(croissant and waffle fusion!). Hybrid viennoiserie has been around for some 
time, with Dominique Ansel’s New York bakery hitting headlines in 2013 
for crazy two-hour queues for its infamous ‘Cronut’! Bakery experts from 
International Taste Solutions predicted hybrid combination products to be the 
top bakery trend in 2022, so it’s clear there’s still real interest in these weird 
and wonderful bakes, and we’ll be keeping an eye out for the latest creation!    

We also saw the coffee partnership trend continuing on from our  
spring ‘22 findings – as Stilvi has teamed up with Monmouth Coffee  
to pair its premium sweet treats with cracking coffee.  

Tsujiri 
Tsujiri is a Japanese dessert and tea house specialising  
in everything matcha, playing on its Instagrammable bright  
green colour. Each item on the menu aims to give a little  
taste of Kyoto with a contemporary twist, with items such  
as Black Sesame Shiratama Sundae or its Sakura Matcha Latte  
– a creamy matcha latte with floral notes and hints of cherry 
from its homemade Sakura syrup. Matcha is famous for its 
health benefits, so with half of under 35s drawn to food/drink 
with healthy ingredients based on ‘ancient wisdom’3,  
it’s no wonder this is going down a storm.

CULTURES 
THROUGH 
CUISINE

SAVOURED 
SENSATIONS

SAVOURED 
SENSATIONS

CRACKERS OPINION:

THE CROFFLE WAS FUN, BUT NOTHING SET THE WORLD 
ALIGHT. MINI PANCAKES TOPPED WITH FAVOURITE 

FLAVOURS LIKE BISCOFF,  OREOS, NUTELLA AND 
STRAWBERRIES IS HARD TO GET WRONG! GENERALLY, 
WE WOULD’VE LIKED TO HAVE SEEN SOME ORIGINAL 
FLAVOUR COMBINATIONS FROM STILVI ,  LIKE WE DID 

WITH LONG BOYS DOUGHNUTS ON OUR SPRING ‘22 TOUR.

CRACKERS OPINION:

IF YOU’VE TRIED MATCHA, YOU’LL KNOW 
IT’S AN ACQUIRED TASTE! IT WAS BRILLIANT 

TO TRY SWEET TREATS FROM OTHER CUISINES 
AND CULTURES THOUGH. IT CERTAINLY WASN’T 

FOR EVERYONE, WITH UNUSUAL TEXTURES 
AND FLAVOURS (NOTABLY FISHY!)  FOR SWEET 

TREATS.  THE ICE CREAM WAS THE BEST 
FOR FLAVOUR!
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https://stilvi.uk/
https://www.monmouthcoffee.co.uk/
https://www.tsujiri.co.uk/


Soho Creamery
On the spring ‘22 tour we saw the doughnut re-invented. 
Now we have ice cream re-invented! 

Research from Kerry Foods has revealed that for 72% of people, flavour is the 
most important factor when buying ice cream. Global ingredients, unexpected 
flavour combinations, health-inspired flavours, and nostalgic offerings are also 
driving global ice cream trends.5

By fine-tuning flavours, Soho Creamery is onto a winner! A twist on traditional 
Turkish ice cream creation methods, the menu is jam-packed with unusual 
flavours such as Milky Orchid, Oatmeal Biscuit and Mastika.

It’s also evolving 300-year-old techniques, focusing on natural ingredients that 
add to the ice cream’s elasticity and texture – also keeping it colder for longer! 

Another truly innovative thing about this company is its take on the 
traditional packaging of ice cream, serving delicious treats in rectangular boxes 
with a spoon-ready to be chopped, munched, shared or even 
put in your bag for later (yes it stays cold for that long!). 

UH K-Dogs 
N Juicy 
Korean food is having a big moment – from the famous BBQs, Korean Fried 
Chicken and Bibimbaps (a colourful rice dish). Bidfood predicted that the 
cuisine’s big flavours and unique ingredients would be a key food trend for 
2021, and we’re still seeing it as a hit on both of our food tours so far.6

In the spring we saw a huge Korean influence in Coal Drops Yard (King’s 
Cross’ foodie destination), and Camden is no different. UH K’s ‘Dogs’ come 
completely personalised, where you choose your core hot dog, cheese, pickle, 
and your coating – from Flamin’ Hot Cheetos, to Rice Crispies or fries!

You might have seen Korean hot dogs on your social media when 
#koreancorndog blew up, so it was no surprise that UH K-Dogs provided 
influencer stations (light rings with phone holders) for its customers to snap 
its speciality street food! 

SAVOURED 
SENSATIONS

CRACKERS OPINION:

A REALLY EXCITING TAKE ON ICE CREAM, WHICH WE 
HOPE TO SEE MORE OF IN 2023!  A BRILLIANT RANGE OF 

FLAVOURS, OATMEAL BISCUIT WAS OUR FAVOURITE.  GET 
YOURSELF DOWN TO CAMDEN TO TRY!

CULTURES 
THROUGH 
CUISINE

SAVOURED 
SENSATIONS

CRACKERS OPINION:

WE LOVED THE POP OF THE FLAMIN’ HOT CHEETOS TOPPING, AND 
IT WAS FUN PLAYING AROUND ON THE INFLUENCER STATIONS. A 
GREAT EXAMPLE OF RESPONDING TO YOUR CONSUMERS’ NEEDS, 

AND INNOVATIVE THINKING WHEN IT COMES  
TO ORGANIC MARKETING.
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https://www.camdenmarket.com/hawleywharf/eat/soho-creamery
https://uhk-dogsnjuicy.com/
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BrewDog
Our latest visit to BrewDog was to check out its new partnership with plant-
based chicken alternative Tindle for its new chicken burger. Over half of the menu 
is plant-based, highlighting the beer giant’s commitment to sustainability and 
inclusivity for all kinds of diets. 

In fact, a study by Quorn® and the Sustainable Restaurant Association found 
a “huge growing desire” for more plant-based chicken products, with 40% of 
18-24-year-olds choosing meatless meals half the time when eating out. This is 
Tindle’s first foray into the UK food scene since moving over from the US, and it 
did not disappoint!

BrewDog has also partnered with Quorn to offer an exclusive new lager with 
‘toasty breadcrumb notes’. The Mexican Vienna Lager has been created to pair 
perfectly with the crispy Quorn fillet. BrewDog is championing Quorn’s pioneering 
work in creating a better future for our planet, making them the perfect brand 
partner.

PLANET- 
CONSCIOUS

CRACKERS OPINION:

A TRULY REALISTIC CHICKEN EXPERIENCE WITH 
DIFFERENT AND DELICIOUS VARIATIONS ON THE 

MENU. WE’D DEFINITELY ORDER AGAIN – AND NOT 
JUST BECAUSE OF THE FLAVOUR. WE CONTINUE 

TO BE IMPRESSED BY HOW BREWDOG GOES ABOUT 
ACHIEVING ITS SUSTAINABILITY GOALS. 
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https://www.brewdog.com/uk
https://tindle.com


Catch of the day:
a social ‘sweet spot ’
Whilst hitting the pavements of Camden in search of the latest 
and greatest in food and drink, one thing we couldn’t ignore was 
the number of dessert and ‘sweet treat’ businesses there were. 
Some old, many new, but most importantly – all packed with 
customers! 

It’s fair to say that desserts are well ingrained in British food 
culture, with many even claiming that a meal isn’t complete 
without a sweet ending! But what has brought on this sudden 
wave of high street parlours hitting the sweet spot?

Here at Cracked, we think the answer is simple. From TikTok 
to Instagram, social media is THE place for food inspiration 
(especially for younger generations), and food businesses are 
taking note when creating new offerings. Desserts are without 
doubt one of the most Instagrammable dishes on the menu – 
they’re loved by (almost) everyone, aren’t mealtime-specific, and 
they often come with a lower price tag than a full main. 

One in four people would order a dessert if it’s ‘new and exciting’, 
and a dessert is the most likely way they would treat themselves 
when out. This comes above choosing a more premium venue or 
ordering alcohol.8

What’s interesting is that it’s not just the completely indulgent, 
Instagrammable parlours that are thriving. Businesses are carving 
out their niches, once again specialising with one concept and 
doing it really well. Soho Creamery, for example, has taken  
ice cream and completely flipped tradition on its head – the end 
result being a truly fantastic product that brings innovation, 
flavour and different ways to enjoy it all into one block of ice 
cream.   

With 70% of consumers believing that desserts can be both 
healthy and indulgent9, we think this is an exciting space that 
we’ll see more from in the next year. We’re not only seeing 
innovative uses of science-led food that’s fun, we also see ample 
opportunity for foodservice brands to revamp their sweet options 
based on these latest innovations and hottest trends. 
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1 Bidfood 2022 Trends Report, 2021

2 naturalproductsinsider.com

3 mintel.com

4 bakeryinfo.co.uk 

5 kerry.com

6 bidfood.co.uk 

7 vegconomist.com

8 Bidfood 2022 Trends Report, 2021

9 UK Desserts Market Report 2021, Mintel

To wrap things up
This quarter has been dominated by transparency. With insights 
from our latest food tour, and key industry research, we’ve identified 
real influencing factors within food and drink, sustainability, and the 
tech behind it all.

THESE KEY LEARNINGS ARE. . .

• Brands who champion community as well as sustainability are more  
likely to thrive. 

• New technologies offer a way for food businesses to educate and interest 
customers on the sourcing of their products.

• Inflation will hit the food industry hard, and the cost of living is only going 
up further. Many businesses will have to innovate to stay relevant and 
adapt to meet consumer needs, as eating out is one of the things that 
people cut back on first when tightening their purse strings.

• Sweet treats out-of-home could be sticking around! Put simply, they’re 
harder to cook at home and you need lots of store cupboard ingredients. 
Since sweet treats are often cheaper than a meal out, we may see them 
thrive even further, ticking both boxes for indulgence and value!

But we must bear in mind that while the nation’s sweet tooth 
creates opportunities of growth for brands, government targets to 
reduce high fat, salt and sugar products create a challenge. We see 
this an opportunity for them to create sweet treats with healthier 
inclusions, with lower sugar and fat contents.

That’s a wrap for summer ‘22! We’ll catch you in the autumn!
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https://www.naturalproductsinsider.com/supply-chain/real-traceability-real-transparency 
https://www.mintel.com/press-centre/food-and-drink/plant-based-push-uk-sales-of-meat-free-foods-shoot-up-40-between-2014-19
https://bakeryinfo.co.uk/finished-goods-reports/top-bakery-trends-for-2022-revealed-part-3/663045.article 
https://www.kerry.com/insights/kerrydigest/2021/ice-cream-flavor-trends
https://www.bidfood.co.uk/2021-food-trends/cuisines/
https://vegconomist.com/studies-and-numbers/demand-for-vegan-chicken/


FIND US AT. . .

   @crackedmarketing

  Cracked Foodservice Marketing Ltd

  www.crackedfoodservicemarketing.co.uk

Sign up to our newsletter HERE so you  
never miss an issue of The Crumb.

 Enjoyed  
today’s read?

https://www.instagram.com/crackedmarketing/
https://www.instagram.com/crackedmarketing/
http://www.linkedin.com/company/cracked-foodservice-marketing-ltd/mycompany/verification/
http://www.crackedfoodservicemarketing.co.uk
https://www.crackedfoodservicemarketing.co.uk/blog-foodservice-insights/

