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“He was but as the cuckoo is in June, 
Heard, not regarded.” William Shakespeare  

ith all this fine weather I 
thought I would offer a 
lighter dish of cod with some 

couscous. Perfect to eat in the garden 
as you watch the bees buzzing from 
flower to flower, with a glass of dry 
Muscadet to wash it all down.

Cod fillet robed in crumbs 
flavoured with Harissa  

For 4 persons

50ml olive oil
1 red onion, peeled and sliced
1 garlic clove, finely chopped
4 tsp Harissa paste
4 cod fillets
40g breadcrumbs
1 lemon
250g couscous
400ml chicken stock
1 bunch of flat leaf parsley

1.) Heat the oil in a large frying pan 
and add the sliced red onion and fry for 
about 5 minutes, until softened but not 
coloured. Add the garlic and cook for 
2-3 minutes more. Season with salt and 
pepper and set aside. 

2.) Meanwhile, heat the grill to 
medium. Spread the harissa paste on 
top of the fish, then sprinkle over the 
breadcrumbs. Finely zest the lemon 
and sprinkle over the fish. Grill for 
10-12 minutes until the fish is just 
cooked – the flesh should be opaque. 
If the breadcrumbs brown too soon, 
move the fish lower in the grill. 

3.) While the fish is cooking, put the 
couscous in a bowl, pour over the hot 
stock and cover with cling film. Leave 
for 5-10 minutes to absorb, then fluff 
with a fork. Roughly chop the parsley 
and juice the lemon, then stir through 
the couscous with the fried onion 
and garlic. Taste, season and serve in 
bowls, topped with the fish. UB
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Keele University’s Peter Walters offers a fishy 
refreshment perfect for a warm summer’s day  
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Embracing innovation

t’s the 21st century, and we 
embrace innovation every 
day, says David Russell

Within technology, we are able 
to enquire, investigate, extrapolate 
and permeate at a level and speed 
that was once incomprehensible 
to society. But now, at our 
fingertips, we have the opportunity 
to unleash a seemingly endless 
realm of information that allows 
us to continually innovate within 
multiple industries.

As an example, innovation 
within science and nutrition 
has allowed us to understand 
the significant links between 
diet and disease - we 
now know that optimum 
physical and mental health 

can be supported through 
a lifestyle rich in unrefined, 

low Glycemic Load wholefoods 
such as vegetables, fruits and 
wholegrains. We also know that a 
lifestyle overloaded with saturated 
fats, alcohol, refined sugars and high 
animal-based protein is detrimental 
for well-being and compromises the 
journey to optimum health. 

Innovation within research allows 
us to further investigate current 
situations within our universities. 
Large scale studies suggest that 
36% of today’s students never drink 
alcohol, and 75% claim that they 
make an effort to eat healthily, 
though the majority are careful not 
to let their desire for healthy food 
‘dictate their life’. Nonetheless, one 
in four students admitted they had a 
poor diet, though most (23% of all 
respondents) knew the importance 
of eating well.

So, how can we utilise 
innovations within other disciplines, 
such as technology, to distribute 

encouraging, accurate and inspiring 
information regarding nutrition to 
our students? It is first important 
to recognise preferences within 
the student demographic for 
technological mediums such as social 
media, mobile applications and 
smart phone technology. As portable 
devices continue to drive demand, 
we are able to utilise the use of these 
trends by implementing university 
driven initiatives such as YouTube 

Channels, Facebook and Twitter 
accounts, Instagram accounts and 
providing links and supplementary 
information via a shared and mobile 
accessible intranet. 

Innovation will continue to 
prosper, and as it does we will 
need to be conscious of the 
developments that have the potential 
to revolutionise the way we operate, 
communicate and permeate as a 
sector.  UB

Prof David Russell

It’s the 21st century, and we embrace innovation every day, says 
The Russell Partnership's David Russell
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“Innovation will continue to prosper, and 
as it does we will need to be conscious of 
the developments that have the potential 
to revolutionise the way we operate, 
communicate and permeate as a sector”

36% 
of today’s students never 

drink alcohol, and 

75% 
claim that they make 

an effort to eat 
healthily

Light delights 
By Charles Manners 

Over the past few years 
we have seen continuous 
changes on the high 
street, which directly 
influence university 
catering offers setting 
students and staff 
expectations. The key 
trend that is driving this 
change is the consumer’s 
interest in self health 
and a willingness 
to experiment, and 
pay higher prices for 
premium, authentic 
and artisan products. 
Though this trend is not 
new, what is now firmly 
established is how the 
consumer needs are 
being addressed by the 
high street operators. 

There is also a much 
greater interest in food. 
The broad support for the 
recently announced sugar 
tax, which was originally 
championed by Jamie 
Oliver, is another 
example of the health 
issue moving up both 
the social and political 
agenda.

It was fascinating to 
hear from Clive Schlee; 
Pret A Manger’s Chief 
Executive in his company 
blog, stating: “Ten years 
ago, Pret’s granary 
sandwiches made up 
nearly 30% of our sales – 
in 2016 they will account 
for less than 10%.”

They have been 
replaced by a variety 
of new and less bready 
products – protein pots, 
grain salads, cold-pressed 
juices, etc. Research 
reveals that the UK 
alternative sandwich 
market (i.e filled snacks 
made from pittas, thins, 
wraps etc rather than 
slices of bread), has grown 
by 15% in the past year.

The new Costa Coffee 
Fresco site on London’s 
Tottenham Court Road 
aims to capitalise on 
the blurring of the lines 
between coffee shops 
and grab-and-go outlets, 
while using Costa’s 
heritage and strong 
brand. The food capture 
rate is 60-70% at its Fresco 
trial site versus the 42% 
Costa estate average, and 
Costa hope that a fresher 
and healthier range will 
boost lunch trade where 
it is traditionally weak. 
Currently, Costa’s food 
offer is oriented to sweet 
treats and centrally 
produced paninis, and it 
underperforms on food 
in the key lunchtime day 
part. 

The challenge smaller 
operators have is to 
produce many of these 
products requires a 
highly mechanised and 
standardised approach, 
but self-developed 
product development 
which has energy and 
excitement can be as 
if not more effective. 
The new message is that 
‘artisan is the new norm’! 
 
Charles Manners is the 
Director of Tupin Smale 
Catering Consultants, 
a leading UK catering 
consultancy, established for 
25 years. The team focus on 
providing specialist catering 
advice to museums, visitor 
attractions, farm shops, 
universities and workplace 
catering.

High street food retail – 
is artisan the new norm?
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