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Peter Backman has decades of experience in the food service industry, 
helping companies sell as successfully to restaurants as they do to retail 
outlets. This book is based on his experience working with executives in 
fast-moving consumer goods companies who succeed in selling to retailers 
but struggle to replicate that success when they sell to restaurants and 
other operators in the foodservice sector. 

While both retailers and restaurants buy food, only retailers sell food – 
restaurants also sell something else. Here, Backman goes into detail about 
the nature of this ‘something else’, why it is so fundamentally important 
and what it means for people who supply food and the myriad other 
products that foodservice operators buy and use every day.

About the Author:

Peter is an expert on the structure and dynamics of 
the foodservice sector and its supply chain, in the UK, 
and across Europe and north America. He runs his 

eponymous consultancy in London from where he 
enlightens senior executives and other people 
around the world who make significant decisions 
in the foodservice sector including investors, 
operators, and suppliers. 

His forthright and challenging views are based 
on data-driven insights – as a former scientist 
his view is “if you can’t measure it, it doesn’t 
exist”. Involved as a researcher and consultant 

within the sector for over 30 years, he has a 
deep understanding of the trends, key players, 
and challenges of organisations with an interest in 

foodservice.

www.peterbackmanfs.com
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An Introduction - What you 
can expect from this book

This book is for you if you sell successfully to multiple 
retailers like Tesco or Waitrose or Aldi, but make a real 
hash of selling to foodservice operators – to restaurants, 
pubs, hotels, schools, contract caterers and all the rest. 
After all, they buy food don’t they? Yes they do but there’s 
a big difference. Multiple retailers buy food and then sell 
food; foodservice operators buy food and then sell an 
experience. For them, food is a much smaller part of their 
success. This book is about why this matters. So let’s find 
out.

Just imagine you are flying over the Alps in your air-con-
ditioned plane. It is cloudy down below – in fact all you 
can see are the peaks of mountains that have punched 
their way through the clouds. You try to guess what it 
looks like beneath the clouds. But the peaks you can 
see are no guide to the valleys below. They won’t tell 
you about the raging torrents and the gentle grasslands; 
the cities and small towns; the wooded valleys and the 
impenetrable forests; the people and the farms.

So it is with  the restaurant business. The mountain 
peaks you can see are like data we can find on the 
eating-out market.  While this information is available 
and may be accurate, it is not necessarily very helpful in 
identifying what’s happening.
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This book is intended to provide ground rules on the 
wider view below. It’s not a ‘How To’ book. It offers 
something altogether different – an explanation of the 
currents and flows of the foodservice sector and its 
supply chain, and insights into how the various sectors 
interact. With these insights you, the reader, will be 
better able to make the decisions that matter to you. 

When you get into the book, you may be asking your-
self after a few pages, ‘Why all this emphasis on the 
retailing market?’ The answer is that the media, and 
many suppliers, create a single entity that combines 
foodservice (eating out in restaurants, at work, in hotels 
and more) and food retailing (through grocers, super-
markets, independent food stores and the like). After all, 
they both provide food, don’t they? Well, yes. But food-
service is perhaps more accurately called ‘serviced food’, 
a term referring to all meals provided outside the home. 
It’s an ugly phrase, not easy to understand, which is why 
the Americans invented the word ‘foodservice’ twenty 
years ago or so. That term captures the spirit, if not the 
complete picture, of this diverse sector.

Food retailing is different as we shall see. And that’s 
why suppliers who have a foot in both retail and food-
service camps need to be fully informed about their 
differences.

I have been researching the foodservice market for 
over thirty years. And I have been advising suppliers for 
almost all of that time. Although there are many people 
in the foodservice supply chain who know much – and 
in their chosen spheres they know more than me – the 
foodservice market in its totality, including its supply 
chain, suffers from a lack of knowledge and conse-
quently suppliers have too many unreal expectations 



Peter Backman 3

of what they can expect from foodservice, and how to 
make progress in the sector. 

Consequently, investment gets skewed and commit-
ments get pulled prematurely.  As a result, what is needed 
is clear analysis and, as I argue throughout this book, 
accurate informati on about what foodservice actually is 
and, given its nature, what results can be expected from 
it. From the early months of 2020, covid upended the 
restaurant sector, along with the rest of society globally. 
Although it did not change my views about the sector, 
and what makes it work, I have learned a bit more and I 
have added those learnings in the following pages.

Over the years, I have att ended network sessions, 
conferences, client meeti ngs, and presentati ons with-
out number. I have read arti cles, academic papers, 
magazines, blogs, and tweets. I have been involved in 
phone calls and briefi ng sessions beyond counti ng. I 
have spoken to journalists, consultants, TV broadcasters, 
and academics.  Each experience and each contact has 
contributed something to the store of my knowledge. 
And the names of the people I have worked with over 
the years, as colleagues, clients, and competi tors are far 
too many to menti on, but I have learned something from 
each of them. Individually I have learned small things – 
collecti vely I have learned much; my thanks go to every-
one I have learned from. And in the pages that follow I 
will be sharing with you what I have learned. 

The more you know about the foodservice market, the 
more likely you are to make a success of selling to it. This 
book will increase your knowledge signifi cantly.
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