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2022 left us interesting Food and Beverage concepts that have been
opening up their space during the year in the appetite of guests and
foodies. Every time, we see more casual projects that seek instant
pleasure and follow the fashion of the moment, those brands that try
not to lose pace with the world in which we live. Now, we have seen
many Food and Beverage concepts that have gone back to their roots, to
simplicity and to the beginning of everything, because ultimately, it is all
about eating well and feeling a total experience.

For this coming year, at Cooking Europe we have several objectives. The
projects to develop F&B concepts will be carried out on a non-negotiable
basis. The constant search for long-term sustainability, both financial
and product development, implementing this motto in our work
structure, and from there looking for originality and the surprise factor.

We also want to identify these customer needs and take into account
the trend in the difficulty of finding qualified staff. Hospitality projects
have to be adapted to the difficulties of each moment.

In this edition you will find interesting articles and interviews that we
hope will prepare you for a happy new year.

Gastronomic greetings

www.cookingeurope.com
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A new year begins and on the
horizon we have times of
uncertainty, also new goals
and great achievements.
Perhaps, the expectations of
the hospitality sector are
marked by the current
economic and political
situation; however, despite
this, there is room for
creativity. There are
established proposals that
will improve and new ideas
and projects to come that
will overcome any difficulty.
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Restaurant on
water: Vessel 11 is
a perfect example
of an original F&B
concept. 
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Vessel 11 is a perfect example of a great Food &
Beverage concept located in Rotterdam but able to
transfer to any location. Cooking Europe provides a
full concept development with the right
implementation anywhere. 

F & B  C O N C E P T S



Vessel 11 in
Rotterdam
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THE CONCEPT
A successful hospitality concept is
the result of a lot more than just a
fantastic location or menu. It
requires much more knowledge
and operational skills in order to
get to the guests feelings. Jan
Visser, Bronte Flecker and their
team achieve a vibe and humor
that is selling for its own. They
create a fresh mood with all the
classic elements that guests can
expect from a boat placed in a
Rotterdams pier.

Seems easy to create this in such a
fantastic location but it is not really
that easy. Here you feel the passion
of the team but also the identity of
the leaders, reflecting their
personality and taste into the
concept.

How did you come with the idea of
Vessel 11?

We were looking for a location for
hospitality where we can also host
music events. Therefore, we wanted
an outstanding location, different
from usual.

A place where people can remember
(Brontë had the idea). There is not a lot of
hospitality happening on the water but
there is a lot of water in the Netherlands.
And this is where the idea came from. After
a search, a light ship had the best profile
for this.’ -Jan explains.

This authentic venue represents an
antique ship with that pirate young look
but with the timeless interior feeling. Not
looking for any trend but just the perfect
mix of colorful and sober interior. The
ornaments, the plants, the pictures, the
classic furniture… all represents the story
that is going to begin and that you will
not want to end because eating and
drinking here is like being immersed in
an amazing book.

How would you define the interior
design of Vessel 11?

Brontë continues-, ‘Originally we used to
live in a boat and the purpose was created
with the idea of living in one. Jan and I have
an eclectic taste. So we fill up the boat with
things we like, antique things and things
that are different. We specifically did not
want to do that kind of traditional food
and beverage hospitality.’ 
‘We feel that male and female touches in
the design works really well. The contrast of
colors such as green and red give the
location a special atmosphere’ - Jan adds.
It is something that never ends, we are
always looking for new parts of the boat ,
to make it better or different. Make it more
special!

The menu is casual and tasty with British
influences, representing a fine pub
experience through dishes such as Beef
Wellington, Fish & Chips, Salads, Burger
and the superlative Roast Dinner on
Sundays. Cooking this type of food on a
boat in Rotterdam could be a crazy idea
but this city is full of energy and full of
people from all over. The port brings and
attracts all these cultures and gives us
the opportunity to taste the different
cuisines. Rotterdam is a living city and
Vessel 11 is exactly what the city wants.

A successful hospitality concept is the result of a
lot more than just a fantastic location or menu.

F & B  C O N C E P T S
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The kitchen team cooks with
passion using fresh ingredients.
Some simple dishes blend together
with others that need extra
technique and then here is where it
all becomes a party. The service is
kind and easy giving to the guests
that comfortable ambience that
you like to see in this type of food
and beverage concept.  

About the food and beverage idea,
what do you think are the mine
aspects of it? 

Jan replies-, ‘As Brontë is British and
seeing the ship style, the idea came to
go through it. 

So you are going to find a British food
concept, and that is interesting,
because the reputation of British
cuisine is not very well known but has
a lot to offer. ‘

Brontë affirms-, ‘Yes, we are a British
restaurant but we are not traditional.
We are encouraging our kitchen staff
to put their own taste on the
traditional dishes and make an
interest and excitement in the guests
when they taste the dishes.’

Live music is central here and
Vessel 11 provides an agenda of
different styles every week. 

Jan and Bronte are passionate
about music themselves

and that is a small example of what an
entrepreneur should achieve, creating a
concept that is identified with the
character of the team.

These days, music is hard to see in
hospitality branches due to city
regulations but here, it is the main
ingredient. The posters announcing the
bands are calling the right public three
times a week, giving the boat a feeling
that rocks the audience.

Any type of event can be arranged in this
iconic location, the different rooms of
the boat have a different look and feel,
splitting the ambience into parts and
providing guests options for their
celebrations.

F & B  C O N C E P T S

VESSEL 11
THE RED SHIP, WIJNHAVEN 101, 3011 WN
ROTTERDAM, NETHERLANDS
WWW.VESSEL11.NL



Creation of work
teams in the
hospitality
industry and
promotion of 
a good work
environment
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According to the director of the NCPSB (National
Center for Prevention Stress and Burnout) Theo
Immers, 82% of the young population in the
Netherlands has been close to show symptoms of
stress or burnout.

H U M A N  R E S O U R C E S



STRONG TEAMS
IN HOSPITALITY
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THE FACT
This week we learned that
according to the director of the
NCPSB (National Center for
Prevention Stress and Burnout)
Theo Immers, 82% of the young
population in the Netherlands has
been close to show symptoms of
stress or burnout. We believe that
this is a very high figure and that
many factors probably enter into
the causes of this stress. Perhaps
the fear of failing an exam or, for
example, entering a company for
the first time to work.

At Cooking Europe we want to
focus on how this data affects the
hospitality sector and how we can
help restaurants and hotels to
resolve the promotion of stable
work teams both in the kitchen and
in the dining room.

We have to think that the basis of a
hospitality concept or project is to
provide a space and a moment of
pleasure to its customers and as
soon as the customer perceives a
feeling of stress in the employee of
the restaurant, bar or hotel, it is
very easy that the client feels direct
rejection of this establishment. 

We know that one of the most important
or probably the most important parts of
a hospitality business is the human
factor and how the user appreciates the
person who is serving them. Working on
the happiness and comfort of employees
in the company is essential so that these
negative situations do not influence the
client. 

But, attention! This happiness and
comfort has to have a training and a
creation of expectations according to
what we expect from the employees that
we have in the restaurant or hotel. If the
expectations and objectives of the
company are low or of poor quality, the
workers also perceive a disenchantment
with the project.

What parameters or objectives do we
have to implement in our restaurant
or hotel to create a good work
environment?

  1.Company structure.

The restaurant must have a defined and
clear structure and also provide a good
procedures manual. All restaurant
employees must be clear about the way
they work and who is leading the
company goals.

  2. Quality and originality.

If the restaurant employees perceive
that what they present or prepare does
not meet the expected quality, they will
not feel the satisfaction of a well done
job. It is important that the gastronomic
concept or the offer is original, with
quality and adapted to the target
audience.

We have to think that the basis of a hospitality
concept or project is to provide a space and a
moment of pleasure to its customers.

H U M A N  R E S O U R C E S
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 3. Selection of the right staff.

We can see that at the moment
there is a very high demand for
staff in the hospitality sector. This
means that many restaurants and
hotels are recruiting the wrong
people as they have a quick need to
fill. 

It is very important and although it
is a difficult process since
recruitment depends a lot on each
person, having a good talent
selection structure will make the
company avoid hiring toxic staff or
those who can create a bad
environment at work.

4. Monitoring of human
resources.

Maintaining a constant monitoring
of the happiness, stress level,
workload and quality of each
worker during the contract period
will create a mutual collaboration
between the team since the
department leaders will be able to
anticipate negative situations. 

Holding regular individual and
group meetings will help all
employees feel comfortable in the
restaurant or hotel.

H U M A N  R E S O U R C E S

  5. Great working conditions

Of course, restaurant employees
must have a salary, and benefits
according to the objectives they
have to meet, but a working
condition can also be rewarding,
communicating, promoting,
creating, connecting, listening...

At Cooking Europe we use many
more parameters and objectives to
help our clients and we also form
teams and maintain quality
through consultancies, training
courses, group experiences to
promote the work environment,
personnel selection...



SWOT analysis
for your
hospitality
business 
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What elements must be included in
the SWOT analysis for our
hospitality business?

F & B  A D V I C E



SWOT Analysis
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WHAT IS IT?
The SWOT analysis, acronym that
refers to weaknesses, threats,
opportunities and strengths. It is a
widely used tool in the business
world to be able to assess all
aspects of influence in a company
and then act correctly and make
the right decisions that are going to
launch the project. This analysis is
carried out by a graph divided into
four parts, in each section the
essential situations that are
identified are exposed in order to
later analyze the results.
In a hospitality business or a
gastronomic project, there are
many internal and external factors
that must be analyzed. 

For the SWOT analysis to be done
correctly, we must bring together a
team that has the capacity and
objective vision to be able to
capture all the virtues and defects
of the restaurant. 

The leaders of the hospitality
project have to be involved since
they are the ones who know these
aspects the best. These leaders
cannot do this analysis alone since
they need other points of view so
that the SWOT analysis of the
restaurant is as complete and
objective as possible.

What elements must be included in
the SWOT analysis for our
hospitality business?

In order to correctly carry out a SWOT for a hospitality company, you have to
start by creating certain questions for each section. The more exhaustive it is, the
better we can analyze the result later.

F & B  A D V I C E

Strengths: are all those
characteristics that distinguish the
hospitality business from others
and that represent the virtues of
the organization. Brand, resources,
guests…

Weaknesses: they are the
attributes that go against a good
result in the business. Weaknesses
prevent the business from
achieving its optimal results and
therefore we must constantly work
on improving these weaknesses so
that they are no longer in the
project.
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CONT >>>>

Opportunities: are all the external
factors that the company can take
advantage of to improve the quality
of services and expand its
advantage over competitors.

Threats: are the external factors
that can prevent the good result
and progress of the gastronomic
project or the hotel business. These
factors must be taken into account
and analyze whether they are
important enough to not continue
with the project. For example, some
environmental regulations, lack of
labor…

In order to correctly carry out a SWOT
for a hospitality company, you have to
start by creating certain questions for
each section. The more exhaustive it
is, the better we can analyze the result
later.

Why do we at Cooking Europe create
SWOT analysis for hotels and
restaurants?

We know that this analysis is one of
the first stones of the gastronomic
project. Once we have carried out a
good market research study and have
an idea of   a Food & Beverage concept,
we gather the entire team to analyze
the data we have, which will also be
important for the

F & B  A D V I C E

financial feasibility study of the
business. Creating a brainstorm
together, we expose all the important
factors for each section of the SWOT.
Once we have done this, each
department will try to solve the
weaknesses so that the final project is
adequate. It is important that the
gastronomic project is solid and
lasting over time, since all the threats
and weaknesses of the SWOT
influence the business and can
destabilize its viability. Therefore,
before starting the execution of the
restaurant or hotel and investing
unnecessary money, we must provide
our client with a good study and
analysis of the gastronomic concept.



Food and Beverage
events
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The most important events for the
F&B professionals around Europe

F & B  E V E N T S



January
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09 - 11 January 2023 IBERICA EXPO. AMSTERDAM, NETHERLANDS
Ibérica Expo is the leading B2B platform for the promotion of the Spanish food and
beverage industry across the globe.

09-12 January 2023 HORECAVA. AMSTERDAM, NETHERLANDS
Platform for the foodservice industry. It supports catering entrepreneurs and
decision-makers in the world of eating, drinking, and sleeping outside.

19-23 January 2023. SIRHA. LYON, FRANCE 
SIRHA Lyon is a prominent professional summit gathering leading culinary
professionals, food experts and everyone involved in the Food Sector. 

F & B  E V E N T S

February
01 de February 2023 FOOD SAFETY EUROPE 2023. LONDON, UK
One-day conference which will be filled with informative presentations from food
safety experts.

04 February 2023 TASTE FLORENCE. FLORENCE, ITALY
Presentation of products and ideas from around 300 f&b companies. Excellent
opportunity to journey to new tastes, senses, traditions and innovation.

17- 19 February 2023.WINE FAIR. BERLIN, GERMANY
The Wine Fair Berlin has an idea of bringing the entire wine industry together
efficiently and has so many exhibitors and a huge number of visitors.

March
05-08 March 2023. RISTOREXPO. ERBA, ITALY
RistorExpo shows the companies news of Italy and internationals related to sectors
Services for hotels and restaurants, Restoration, Kitchen and Food.

06-08 March 2023. HOSPITALITY INNOVATION PLANET. MADRID, SPAIN
A creative epicenter that hotel and catering professionals shouldn’t miss. Innovation,
trends, products and specific solutions for each of the industry segments are
presented and at the same time an agenda for every business profile is provided.

20-22 March 2023. INTERNATIONAL FOOD & DRINK (IFE). LONDON, UK
IFE 2023 is your opportunity to discover what’s new, understand the latest consumer
trends and build face-to-face relationships to keep you ahead of your competitors.

27-28 March 2023 NORTH HOLLAND HORECABEURS. ALKMAAR, NETHERLANDS
For two days, thousands of visitors at the fair can look, taste and experience what
they can make a difference in the coming catering season, according to a mixed
range of exhibitors. 



How to build
customer loyalty
in your
restaurant.
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Is not easy but certainly one of
the most important matters in a
restaurant: The loyalty of the
clients. 

F & B  A D V I C E



Customer
loyalty 
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THE STARTING POINT
Giving good food to your customers
is one of the most important parts,
and also when you are creating
interesting f&b experiences, you
always have to keep in mind that
the idea will last over time. Opening
a restaurant concept is not easy,
even when everything is studied to
the limit. For this reason, more and
more entrepreneurs are being
advised by Food and Beverage
consultants.
Here we have the main elements to
build customer loyalty in your
restaurant.

Interior design

When entering a restaurant we
have to feel that wow factor that
leaves us speechless. The
characteristics of the interior
design have to be adapted to the
client and of course be
operationally comfortable for the
waiters, cooks and other workers of
the establishment. All objects and
furniture in the restaurant must be
chosen in such a way that the
gastronomic experience fulfills its
fundamental objectives. The Food
and Beverage concept has to be
consistent with the materials we
use in the interior design.

Ambient

Creating a good atmosphere is not easy
and it also goes hand in hand with
interior design. The menu or the kitchen
activates our senses and by putting
together that good atmosphere, we can
experience a true feeling of happiness.
The lighting, the music, the people and
the service makes for a pleasant
atmosphere in the restaurant.

Trends

Following hospitality trends and new
ideas that come from everywhere are a
good way to express and keep the
restaurant guests always active with the
brand. This does not mean changing our
identity or what makes us different, but
it does help our hospitality
establishment to be up-to-date and to be
able to adapt over time so that guests
see something new every time.

You already have an idea or concept of what you
want for your restaurant. You have drawn up a
perfect plan to attract your future guests and you
are about to start your hospitality project. 

F & B  A D V I C E

The ambient color
determines the guests'
feeling and their eating

behavior. According to the
National Center of

Biotechnology in the USA,
the guests react depending
on the color of the ambient

in a restaurant.

SOURCE:
WWW.NCBI.NLM.NIH.GOV

DID YOU KNOW?
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Quality

When opening a new Food and
Beverage space, we know that the
quality of what we serve is essential,
but can we maintain that quality for a
long time? This is one of the most
complicated issues and that is why all
the products and ingredients that we
use as well as the development of the
service must be well standardized.
Everything has to be in conjunction
with the initial idea and never lose the
north. It is mandatory to taste, taste
and taste again, as only by analyzing
again all the services and products
that we provide, we will know if we are
always contributing quality to the
project.

Training

We have probably been many times in
bars or restaurants where we love the
interior design, or where they give us
great food. We have also had very
interesting f&b experiences but
perhaps we have felt that certain
things were not quite perfect. Training
is essential so that the entire human
team that works in the establishment
can influence our way of
understanding the concept. Training
employees on the idea and how we
want to develop it is the best we can
do to guarantee the proper
functioning of the restaurant and
guest loyalty. If the client feels
comfortable with the service and sees
that they have good training, they will
always return to our establishment.

F & B  A D V I C E

Rate opinions

Finally, do we listen to guests? Do we
understand what they ask from us
every time they enter our hospitality
establishment? We know what we
want when opening a restaurant, but
do we analyze what the client expects
from us?
If we adapt to the guest and listen to
their opinions, we can increasingly
create a complete experience and
keep our guests coming back.

Well, here we have many of the ideas
that we at Cooking Europe analyze
when building customer loyalty in a
restaurant and that help all
entrepreneurs who want to carry out
a lasting hospitality project over time,
achieve it.



BODEGAS
NARANJO
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A century-old winery that has been working
for six generations to create one of the best
wines from Castilla La Mancha, Spain.

P R O D U C T S



Bodegas Naranjo: Emotions
Growing in Spain
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THE WINERY

Aging room: this building was published in the most important architecture journals.
The wine shop ‘Jaraiz’: the shop is joined to the old porches where the grape was molted more than 100 years ago.
The showing and tasting room is integrated into the original building of earthenware jars with high respect.

The evolution that Bodegas Naranjo has developed in its 7.000 m2 in the downtown of Carrión de Calatrava has been
contemplated for three centuries.

The cellar was founded by Mr. Gaspar Naranjo Coello in year 1898 and nowadays it is run by Ramón, Patricia & Javier Muñoz
de Cuerva (fifth and sixth generation that elaborates wines in these fittings).

The building of earthenware jars from the XIX century has been preserved intact and nowadays new buildings from the
beginning of XXI century are located next to him: 

The more than 600 ha. of vineyards (of grape varieties such as airen, tempranillo, sauvignon blanc, moscatel de alejandría,
macabeo, malbec, syrah...) are controlled by the technical department of the winery, from the pruning to the harvest.

P R O D U C T S

Bodegas Naranjo is located in the heart of Calatrava field, a natural and
historical region of Castilla located in the center of the province of Ciudad Real,
characterized by its hills of volcanic origin and its lagoons.



LAHAR DE CALATRAVA
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FAMILY COUPAGE

The meaning of a Coupage is to achieve ‘’complete’’ wine by adding the benefits of each of the varieties that make it up. To get
this, at Bodegas Naranjo, taking advantage of the generous conditions of the volcanic soils where our vineyards are located,
we have sought a balance between the varieties that provide freshness and tropical notes, in order to enhance the
unctuousness in the mouth.

‘’TASTING NOTE’’

Steely yellow with greenish rims, very attractive. Primary aromas with hints of exotic fruits, such as pineapple and mango.
Reminiscences of mint and citrus that blend perfectly, with seductive floral scents of lemon verbena and white flowers.
Fun and agile wine. It marks the acidity without standing it out. As it passes, it glides on with a gentle freshness and a velvety
and unctuous sensation. On the palate it is dry, leaving long and pleasant memories in the retronasal route.

P R O D U C T S

An unconventional wine for unconventional people.

SAUVIGNON BLANC FERMENTATION IN OAK BARREL

SAUVIGNON BLANC grape is one of the best-known and
most appreciated white varieties throughout the
winemaking world. It's good adaptation to our volcanic
terrain and the climate of our land led us to plant this
variety in our Carrión de Calatrava vineyards. After a light
skin maceration of the grape, the must ferments at low
temperature in French oak Bordeaux barrels.
Subsequently, a maceration is carried out on its fine lees.

‘’TASTING NOTE’’

Pale steely yellow with straw reflections. Dense and
marked tears. A varied and intense fruit load invades
from the first moment we approach the glass. The
aromas of stone fruit (peach), tropical fruit (passion fruit
and pineapple), herbaceous notes (fig leaf) and floral
notes, merge with notes of pastries and dairy products
that are generated during its aging.

In the mouth it is fresh and serious at the same time.
Fresh for its generous acidity and serious for its powerful
structure. It is one of those wines that are marked with
unctuousness and great weight of fruit during its journey
through the mouth. Long, elegant and silky finish.



LAHAR DE CALATRAVA
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P R O D U C T S

An unconventional wine for unconventional people.

MALBEC (ó MALBEC – SYRAH)

During these last two decades we knew about the adaptation of the SYRAH
grape to our volcanic terrain and to the climate of our land, but with surprise
we have discovered the virtues that the MALBEC variety exhibits.

‘’TASTING NOTE’’

Very intense cherry red with a medium-high layer. Very vivid trim marked by
violet tones. Lightly colored dense tears. It is very powerful on the nose.
Fruity notes of plum and cherry jam mix with intense floral notes of violet.
Some spices with hints of black currant and dairy tones give it a remarkable
complexity.

Very intense on the palate. Sensation of freshness with an enveloping
smoothness. Medium-high structure that evokes sensations of gourmand.
Long finish in the mouth with a great fruit load. Confirmation that wood is
not always necessary.

BODEGAS NARANJO
C. FELIPE II, 5, 13150 CARRIÓN DE CALATRAVA,
CIUDAD REAL
WWW.BODEGASNARANJO.COM



5 ways to reduce
costs in your
restaurant with
technology
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How technology can help
restaurants control spending?

T E C H N O L O G Y



Reduce costs in
your restaurant
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THE FACTS

Perform complex calculations
automatically.

To optimize processes it is
necessary to be able to access
different data. Sometimes this data
is not available, it is out of date or it
is so fragmented that it causes us
more problems than solutions. But
this is changing!

During these last years, the
technology inside the restaurants is
evolving. What should an F&B
platform offer us?

Process data from different
sources (sales, inventory, labor)
Free employees from repetitive
tasks.

Using these technological
platforms, we can have greater
control of our processes. Achieving
significant cost savings without
making a great effort.

We will discuss several ways to save
immediate costs in restaurants with
technology. Go for it!

1. Reduce human error by automating
processes

In the f&b industry we must be precise,
as mistakes will cost us time and money.
By reducing human error, we work more
efficiently, even with the current
problem of understaffing.

Where do we see the need for
automation in a f&b business? When we
pass orders to the kitchen, technology is
very useful to us. Placing incorrect
orders will lead to dissatisfied
customers. Having an automated
application that sends the order directly
to the kitchen saves us time and is not
more effective. In the creation of orders
we also observe this need. The inventory
and purchase is exposed to human
errors, by automating the process it is
possible to unify the purchases, the
stocks and the lists of necessary
materials.

2. Reduce food waste through better
menu design

One of the causes of unnecessarily high
costs within the f&b industry is food
waste. This type of waste can be
seriously affecting profitability.

Analyzing what diners have been buying
in the restaurant to adjust the menu and
each item on the menu based on its
ingredients, allows you to calculate the
correct menu prices and change those
ingredients that present an extra cost.
Using technology correctly at the correct
cost of your menu will help us reduce
expenses.

3. Reduce unnecessary consumption
by identifying gaps and savings
opportunities

Tracking the consumption of your f&b
establishment is the way to record costs
and analyze where we find gaps and
opportunities for improvement. On
many occasions unnecessary waste or
returns of dishes made incorrectly are
made that increase the cost.

By automating these processes, we
record actual costs, orders, and any
inventory spend. This allows us to detect
open gaps in our management process.

An ever present problem in the world of
hospitality is the tight budget. For this reason,
new technologies arrive every day that pave the
way towards greater profitability in our food &
beverage company.

T E C H N O L O G Y
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4. Automation of selection
processes

Finding talent for your restaurant is
becoming a global problem. That is
why the automation of this process
can help us to reduce labor costs.

We can use recruitment platforms and
social networks to publish our
vacancies. Once the hiring process
begins, carry out automated
onboarding where new workers can
find all the necessary information and
training. Thus, managing to keep our
staff for a long time, reducing the
costs of new hires.

5. Automation of purchasing
processes

In a restaurant we cannot afford to
run out of stock or have an excess of
them. Achieving a balance between
them can be complicated, since an
extra cost may arise if we do not do it
correctly.

Taking inventory and ordering can
consume many hours of your day. By
automating inventory and wholesale
orders we get extra time and reduced
costs.

T E C H N O L O G Y

At Cooking Europe we offer ApicBase
systems, a Food & Beverage
management platform for restaurants
and hotels. Which allows you to obtain
a clear vision of the operations and
increase the benefits of our
establishment. If you see in your
restaurant the need to automate
inventory management, production or
menu planning, accounting or many
other services, do not hesitate to
contact us!

COOKING EUROPE
HET LAKEN, HART VAN BRABANTLAAN 1
2-14, 5038 JL. TILBURG, THE NETHERLANDS
INFO@COOKINGEUROPE.COM
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The taste of traveling through 
the senses

F & B  T R A V E L S

Photograph by Cooking Europe



Thailand: Amazing
sensations are waiting for
you to explore them
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THE GASTRONOMY

Traveling to Thailand is always one of those things that is enjoyed to the fullest. It is a country that leaves no one indifferent
and has an incredible capacity to transform the senses. The culture, the gastronomy and the people arouse emotions and
transmit happiness.
We have traveled to the ‘land of smiles’ to see what is being ‘cooked' gastronomically speaking, let’s go!

Thai gastronomy is very varied and changes depending on the region where we are, for example in the north of the country
the flavors are more intense and spicy than in the south, where sours and sweets predominate. The cuisine is based on all
points of taste and they use them in a fantastic way, attributing to their recipes some fresh and powerful details on the palate.

Some of the ingredients that they can't miss are rice, coconut milk, coriander, Thai basil and of course shrimp paste, which
although it is an unknown product for most, in Thailand they use it for many dishes, both fish and meat and it is the base of
most curries.

The freshness of the ingredients and the total elaboration of the recipes is essential in all the food and beverage concepts that
we visit, it is a premise that can be found in the country and of which they should feel proud, since lately in Europe, it is being
lost. Perhaps the lack of qualified personnel or the search for maximum profitability in European restaurants make preparing
a product or recipe from scratch with basic ingredients something that needs to be improved.

F & B  T R A V E L S
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The street food in Bangkok

Bangkok is probably one of the favorite destinations for many foodies, it is a
city that impacts and has so many records, virtues and defects that it can
surprise the traveler for better or worse. One of those gastronomic virtues is
that it has something for everyone and it doesn't matter what the taste of each
person is.

Walking through Chinatown the noise is penetrating and the amount of people
that can be seen on the horizon together with the lights and the colored signs,
create in us a disconcerting happiness and uncertainty. The food stalls are set
up every day in the afternoon on both sides of the road and in the middle the
noise of the cars, the Tuks Tuks and the people tasting old and original recipes,
trying dishes that are so simple to prepare but with so many taste registers
that here, you can only think about eating.

Chiang Mai, the development of
sustainable and vegetarian f&b
concepts

A wall that preserves some of its gates,
impressive Buddhist temples and
mountainous surroundings full of
natural parks are the introduction to
Chiang Mai. A city that is located in the
north of Thailand and that breathes an
extraordinary atmosphere, full of
nuances and with some very interesting
vegetarian and vegan culinary proposals.
Here the norm is quality and a certain
cosmopolitan air due in part to tourism
and the number of nomad workers who
spend seasons here.

Walking through the center we find a
multitude of food and beverage concepts
in which vegetable dishes and recipes
predominate, mainly based on Thai
cuisine but also with international
touches. Its small streets with different
cafes, restaurants, shops and markets;
they always have something new to
offer. The Buddhist temples appear on
the sides every time we walk a few
meters and create a very pleasant
combination with the rest.

There will be few cities in the world that
give so much importance to food,
sustainable and plant-based products.
This is surprising at first sight, but after a
few days, the feeling is that gastronomy
and spirituality constantly emerge in
Chiang Mai.

F & B  T R A V E L S
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Not everything is Thai cuisine, the
importance and diversity of
cultures

One of the reasons that moves the
gastronomy and cuisine of each
country is the culture of its people,
their ability to transform the local
recipes and maintain them over
time. Spanish cuisine, for example,
would be nothing without the Arab
influence that Spain had in the past
and we should be happy when we
find places with such diversity.
People from many different
countries live in Bangkok and you
can see that in every market, in every
street food stall or even walking
through the different
neighborhoods. Although it doesn't
happen only in Bangkok.
On a small island in southern
Thailand with stunning beaches and
living mainly from tourism, we have
found an Indian family from Calcutta
who run their own restaurant and
prepare high-quality, authentic
cuisine. 

150 g dried Pad Thai rice noodles.
4 tbsp vegetable oil .
12 raw shrimp (prawns) peeled.
1 small shallot , finely sliced.
80 g firm tofu , cut into small cubes.
50 g dried shrimp
1/4 cup fish sauce 
2 tbsp palm sugar (or brown sugar) .
2 tbsp tamarind puree. 
1 tsp white vinegar. 
2 eggs , lightly beaten 
45 g roasted peanuts , finely ground .
150 g bean sprouts 
2 tbsp garlic chives , cut finely. 
1 tsp white sugar. 
Chili powder.
Lime wedges , to serve.

Pad Thai is probably the most known street
food dish in Thailand. Internationally, this dish
has become well known and everybody loves
it! Here is a recipe that we learned on our trip.

Ingredients 

Place the rice noodles in a bowl and cover with
lukewarm water and set aside for 1 hour. Drain
then set aside.  Heat 2 tbsp of the oil in a wok over
medium heat. Add the prawns and cook until they
just change color. Remove from the wok and set
aside.  Add the shallot and stir fry for 2 minutes.
Then add the tofu, dried shrimp, fish sauce, palm
sugar and tamarind puree and cook for 1 minute
until the sugar has dissolved.  Add the rice
noodles, vinegar and a bit of chili powder and stir
fry for 2 minutes.  Turn the heat down to low and
push the noodles to one side. Add the remaining 2
tbsp of oil into the wok then the egg.  Push the
noodles over the egg and stir, scraping the base of
the wok so the egg scrambles and mixes in with
the noodles. 
Remove from heat. Add half the peanuts, the
bean sprouts, garlic chives, prawns and mix
gently. Place it on a plate. Sprinkle it with white
sugar and remaining peanuts. Serve immediately
with lime wedges on the side and sprinkled with
extra chili powder, if desired. 

F & B  T R A V E L S

Being an island, fishing is very
important and this is transmitted in
this restaurant that prepares fish
curries at their perfect cooking point.
Here they cook in the traditional
Indian oven a fantastic naan
prepared at the moment and a very
juicy taandori that they hang for
hours on top of it.
We have probably seen good quality
Indian restaurants in many places
outside of India, but the ability of this
restaurant to implement a food and
beverage concept based on its roots,
with a cuisine adapted to an island of
fishing tradition, is one of the things
that have caught our attention.

In resume, a journey for the
senses, to understand different
culinary proposals, to better
understand the culture of another
country and to help us develop
original, surprising and
sustainable food and beverage
concepts at Cooking Europe.

PAD THAI RECIPE



The importance of
the product in the
development of a
menu for your
restaurant
concept
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Is not easy but certainly one of
the most important matters in a
restaurant: The loyalty of the
clients. 

F & B  A D V I C E



The importance
of the product
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THE REASONS
When entering a restaurant we look
at all those details that can make us
shape our opinion about a F&B
concept, we can feel every moment
that we are in a restaurant, in a
unique way and also move our
senses with what we see. At the
moment of reading the menu and
seeing the different dishes and
products that the establishment
offers, we are also sending taste
signals to our brain, and we
imagine the taste of those products
and ingredients since in our
memory, we have tried them 

hundreds of times in other
restaurants and gastronomic
concepts. We constantly talk about
what we want to eat today or about
that ingredient that we would like
to try sometime in any hospitality
establishment, but do we give the
same importance to where the
product comes from? Or how has it
been produced?

In this sense, when developing a
menu for our restaurant or f&b
concept, we have to assess many
parameters since without the
correct use of our culinary and
gastronomic experience, the
creation of the menu can become 

an empty job. We must take into account
different points of view and use ingredients
that will capture the senses of our guests
and customers in the restaurant.

Several times we have entered into
conversations about the importance of the
product and how the hotel industry in
general is focusing on the sustainable use of
all these gastronomic resources that we have
within reach of our senses and that we can
perceive every time we enter a new
establishment, or we see a new gastronomic
concept. We know that each restaurant uses
its ideas and creativity to develop a menu
that all guests will like and that for this
menu, the best available ingredients will be
used. But we want to delve deeper into this,
and take the development of the f&b
concept hand in hand with the sustainability
of the product, the quality of the ingredients,
the interior design, the location, the culture
and achieve a sensory experience without
limits.

For us, all the ingredients have the same
value and not because they are more
expensive or unattainable, they are better
for a restaurant. A pea or an onion has the
same value as a lobster, or for example, a
good hamburger deserves recognition
compared to a classic like Beef Wellington.
All the ingredients and products that we use
when developing a Food & Beverage concept
must add that extra to the menu that will
make our guests have a complete
gastronomic experience.

What parameters are important when
choosing the right proposal for our catering
establishment?

What are we feeling when we go to a restaurant
and read the menu? What sensations does each
dish or product transmit when we value a
gastronomic experience?

F & B  A D V I C E
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The location and the local product.

When we open a restaurant or
gastronomic concept, we always have
to assess where it is going to be
located, what products are identified
with the clientele that lives around us
and what ingredients we have in the
region. That are strong points that
enhance the importance of location.

The quality.

The quality of the product makes a
difference in the customers who come to
our establishment and not by using a
product from 'next door' we have to give
up one with better quality that is further
away. We must always seek that balance
between what is ours and what is from
outside, respecting the authenticity and
quality of what we serve.

F & B  A D V I C E

The preparation and respect for the
product.

Having a very good product does not
mean that we are going to get the
most out of it in our store. You have to
know how to treat and respect the
product in the best possible way,
using those culinary techniques and
explosive combinations for our
senses, without covering up the flavor
and texture that identify it.

Now we have some ideas and parameters to start developing our restaurant menu.
We know the right f&b concept and we analyze the culture and tastes of our guests.
We treat the product in the proper way and value all the ingredients equally.

Let the party begin!



Trends 
2023
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Find out the four most
important trends will
lead the way in the
F&B industry.

N E W S



F&B Trends for 2023 
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THE CUES

Cooking Europe is an international specialist in the development of
hotel and restaurant projects. With our market experience and our
client portfolio in the restaurant and hotel industry, we have
identified and analyzed the most important food and beverage trends
for 2023.

Redefinition

The industry, suppliers and consumers are all struggling with rising
costs of living, which are impacting hospitality. In order to prevail, we
must have an understanding of the industry and adopt appropriate
strategies. Customers expect an exceptional experience in terms of
service and menu innovation, always guided by value for money. 

N E W S

Over the last few years, the hospitality industry has been faced with uncertainty
and change. Since the end of the pandemic, the looming recession as well as the
increase in the cost of living have produced changes in the restaurant sector and
food and beverage departments. The following year, 2023, will be characterized
as a redefinition of value in the hospitality industry.

Restaurants and F&B departments must evaluate
their offer and analyze how it affects their
profitability. Menu engineering can help us reduce
our expenses and solve possible problems in the
supply chain.

Digital transformation

Technology has played an important role in the
hospitality industry in recent years, and in 2023, it
will be even more so. The future is new
technologies, and companies must reinvent
themselves so as not to be left behind. From the
automation of tasks and the incorporation of a
kitchen robot to solve the lack of personnel to the
digital transformation of the brand, where data
will be the key to the operation of the business.

Sustainability

This trend is an understanding of gastronomic
sustainability in a broad sense, which is relevant
for the primary industry, the food industry and
consumers. It also includes team management,
employee loyalty, and the opportunity to gain a
new perspective on the hospitality industry,
including bars or restaurants. We find ourselves
with a greater awareness and demand for
sustainability. Customers seek to consume local,
organic and beneficial products for the body and
the planet. In 2022, we observed how some of the
largest food chains in the world have presented
vegetarian or vegan options. That is why we found
the need for a change in model towards achieving
the goal of memory efficiency and sustainable
production. The actions to be carried out in 2023
in our restaurant or F&B department must range
from the use of local raw materials or waste
management to energy saving.
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Delivery

In the middle of the pandemic, we saw
how delivery increased due to mobility
restrictions, going from 11% of
establishments with delivery in mid-
2020 to 30% at the end of 2021.
However, two years later, in 2023,
delivery is in crisis. Customers are
more aware of the problems food
delivery companies bring, which is
why brands need to retool to allow
customers to order food outside of
the restaurant. We observe that
customers prefer to order directly
from the restaurant, thus confirming
the intention to improve the food
delivery service.

Likewise, the brand will be in charge of
the entire order and delivery
experience, as well as sales data.
Being able to improve the experience
and service for the guest.

The evolution in this sector goes hand
in hand with technology, we can
already see how different projects and
legal changes are developing methods
to dispense with human labor for
delivery to be replaced by robots. 

And although it seems very far away,
we can already find companies like
Just Eat and Start-Up partners to
develop robots that make deliveries in
less than 30 minutes.

N E W S

This 2023, restaurants that are flexible
and willing to adapt to customer
demands will stand out. Keeping
technology in mind to overcome
economic challenges and staff
shortages, and improve the efficiency
and profitability of the restaurant or
F&B department.

Cooking Europe is dedicated to
providing services for the hospitality
sector. We keep in mind the new
trends to integrate them into
gastronomic concepts worldwide. New
experiences, unique recipes, healthy
ingredients and more sustainable
initiatives make our gastronomic
projects internationally desired
destinations.



How to start a
Marketing Plan
for your F&B
brand
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The first and basic
steps you must have
clear to reach a
winning strategy.

M A R K E T I N G



Planning the pillars for a
Marketing Plan in F&B
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STARTING POINT

When we are analyzing and investigating all the aspects that are going to influence our business, we are also starting the
Marketing Plan and Strategy. All the information, documents, websites, analysis and data that we obtain will help us to build
strategies and to decide the path that we have to follow in our plan.

To be able to make a Marketing Plan we have to understand that it is a roadmap with the actions to be carried out to achieve
the objectives that we set for ourselves. The steps to follow to achieve it must be reflected.

The Marketing Plan and Strategy must also be flexible enough to adapt to the circumstances that are happening in our
business and company. With the following steps you can build your Marketing Plan and Strategy step by step.

1. Current situation

We have to see who we are and where we come from. The first mandatory step of any marketing plan is the analysis of the
current business situation. We must be very clear about where we are and for this, an analysis of weaknesses, threats,
strengths and opportunities (SWOT) helps us a lot. To do a SWOT analysis correctly, start by studying the internal aspects
(weaknesses and strengths) and then the external aspects (threats and opportunities). By doing so you will get many more
responses.

M A R K E T I N G
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CONT >>>

2. End customer
 
Defining our ideal customer (buyer) will help us better understand
how we can access it. A buyer is a semi-fictional representation that
puts "face and eyes" on the market we are targeting. To define it, we
can answer the following questions:
Who is our buyer persona? Here we collect information about the
general profile of our ideal customer, their demographic information
and personal identifiers.

How can our company help you? We will detail this person's primary
and secondary goals and challenges and explain how we can help
them address them.

Why? Feedback on the challenges and goals of customers and their
most common complaints and objections. Here you can be inspired
by the real feedback you receive during the research process.
How? Definition of the marketing and sales messages that you are
going to use to reach this potential client.

3 Competition

Large companies perfectly control this point, but entrepreneurs and
small companies sometimes overlook it because a priori it seems
difficult or expensive to do so. F

M A R K E T I N G

ortunately, this is not the case and with the
experience that Cooking Europe has with its
clients we can tell you how to do it. We are going
to focus on two main groups of competitors:

Direct Competition: They are those who target
the same market as you and possibly sell the
same service or product. This is also called “first
degree competition”. In addition, they are the
ones that are closest to your business. Finally, in
restoration, all businesses solve the same
problem but with different proposals.

Indirect Competition: They are in the same
sector, they address the same target audience,
but their services/products do not offer exactly
the same thing. They use the same distribution
channels and have other aspects in common. This
is more difficult to appreciate because it is more
subtle and the degree of substitutability is
involved.

It is very important to analyze the financial
situation of your competitors, this can provide
valuable information, especially if you are in an
initial or startup phase. At this stage of decision
making, it is vital to have data regarding the profit
and loss statement, how well your annual
accounts work, etc. Your investment will depend a
lot on this information. How can you get this
information? On the one hand, you can request a
financial study of your competition (any
specialized consultancy such as Cooking Europe
can do it) or you can try to do it on your own, it
will take time and you may not be able to obtain
all the data but you can do it.
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