
RESTAURANT SOURCING
REPORT











Student Name: Constantin Acatrinei 
(1816245)
Module Title: Produce, Provenance and Sourcing BMGM4005
Lecturer: Ffion Cumberpatch






Contents

Introduction	2
Main body	3
Conclusion	7
Reference	8














[bookmark: _Toc160061613]Introduction 

The report was requested by Ffion Cumberpatch, on the 15th of December, submitted by student Constantin Acatrinei.
This report will analyse restaurant sourcing practises. As an example, will be analysed the Miler and Carter restaurant, based in Killay.  Will be discussed the impact of sourcing practices on the restaurant’s menu, quality, and customer satisfaction. Also, the strength and weakness of restaurant sourcing practice will be development in this paper.   
According to Cambridge Dictionary (2003), sourcing is the act of getting something, especially products or materials, from a particular place. Miller and Carter get majority of their fresh ingredients from local farms. The restaurant sector was pushed to transition to "sourcing locally" as more and more customers adopted the idea of "buying more local food." The term "sourcing locally" describes the process of choosing or obtaining food that has ingredients produced within a specific state or radius (Shin et al., 2016).
An observable trend in the United Kingdom is the growing awareness among customers regarding the origins of their food. This development has substantial effects on both the economic and environmental sectors of the country. Concerns about climate change, food shortages, and sustainability have led to increased scrutiny of the distance our food travels and the ethical standards in its production (Kemp et al., 2010)
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According to Matt Kenyon (2023), sourcing involves the process of identifying, analysing, and developing a connection with suppliers or manufacturers capable of providing the supplies or raw materials required by a business. 
In restaurant business, you cannot sell food if you do not have the ingredients to make food. Supply chain would not exist without sourcing (Kenyon, 2023).
Restaurants need to keep an eye on how people buy things to keep costs down and boost productivity. If the buying process isn't done well, the prices of things may go up, which hurts the company's bottom line. These are influences of product sourcing. 
Because the Web is global, scalable, and based on open technology, e-restaurants can use its online features to give them a competitive edge. For example, loyalty program. On Black Friday in 2015, a pizzeria called Pizza Ranch ran a promotion that gave their customers double points for coming in and buying them that day. This generated 67.6% more business for that day than normal (Sadique, 2020).
Some restaurants can gain a competitive edge by making more money, cutting costs, or coming up with new ways to do things. The move to make purchases on the Internet isn't just about making deals faster and cheaper; it's also about creating new ways to save time and interact with each other. By utilizing the online features of the Web, e-restaurants can streamline their purchasing process and negotiate better deals with suppliers, ultimately reducing costs. Additionally, the ability to interact with customers through online platforms allows restaurants to gather valuable feedback and tailor their offerings to meet customer preferences, further enhancing their competitive advantage.

Miller and Carter based restaurant in Killay is using a lot of they products to cook from farmers. According to their website, they source, prepare, and serve great steak day in and day out. By working with a few hand-picked suppliers, their steaks are all fully traceable and of the very highest quality. They are extremely selective to ensure they are able to deliver a steak experience that truly exceeds expectations. Being part of a Francise, all their farms are assured of Red Tractor or Bord Bia Sustainable Beef Assurance Schemes. They take pride in knowing exactly where their steaks come from and the care that goes into raising them. Their commitment to quality and transparency sets them apart and allows them to consistently deliver the finest steak to their customers.  
Food that is cultivated in close proximity to one another is typically more flavourful and fresher than food that is transported from a great distance away. For example, when product is taken away from its source, it breathes more quickly, which causes it to lose water, nutrients, and possibly microbes that make it go bad.  At farmers' markets, most of the food has been picked within the last 24 hours. Growers who sell to local customers don't have to worry about problems with gathering, packing, transporting, or the quality of the food over time. This means that the food is always fresh. Instead, they are free to choose what to grow and when to gather it. So, they can be sure that the food is fresh, healthy, and tastes great (Kileen,2022).
In addition, a restaurant is better able to accurately depict the regional tastes and culinary traditions when it uses foods that are found locally. As a result, the restaurant has the potential to become a more accurate representation of the customs and traditions of the city.
Making use of local items is an excellent method for ensuring that your restaurant is authentic, which is essential in order to provide guests with a dining experience that is both one-of-a-kind and unforgettable.
In addition, using components from local sources helps to provide support for the local economy and decreases the carbon impact that is connected with transportation across great distances. Restaurants have the capacity to make a contribution to the long-term viability of their community by providing assistance to local farmers and producers. In addition, the use of regional ingredients makes it possible to incorporate seasonal variants into the menu, which guarantees that diners will be able to enjoy the most delicious and freshest meals throughout the whole year. 
Finding local products is a great way to make your menu stand out, give your customers a more authentic meal, and boost the image of your restaurant. Your food will be of the best quality if you buy from nearby farms and businesses. You will also be helping these businesses and farmers. 
Use foods that are grown or raised nearby to make your restaurant stand out if you're artistic, study hard, and love good food. Because they are grown or raised nearby, local foods taste better and stay fresh longer. They also let you show off the best of what your area has to offer. People who like to eat will want to try the flavours of your area if you put these local goods at the top of your menu. You can also lower your carbon footprint by buying goods from nearby farms. This is because it cuts down on shipping costs and supports farming methods that are better for the environment. 

The student chose to do a SWOT analysis of the food business because it was important to them and the economy. This will help you understand the internal and external factors that affect how the food business works and how restaurants choose what to buy. By conducting a SWOT analysis, the student can identify the strengths and weaknesses of the food industry, such as its diverse range of products and potential for innovation, as well as any threats and opportunities that may arise from factors like changing consumer preferences or emerging competitors. This analysis will provide valuable insights for making informed decisions and formulating effective strategies to thrive in the sourcing analysis (Lee et al., 2000).
It is under pressure to be environmentally conscious.
As customers make decisions about what to purchase, sustainability is becoming an increasingly crucial factor for them to consider. Specifically, they are interested in purchasing items that are made of materials that can be recycled and do not come in a large amount of packaging. However, it may be difficult to locate or create packaging that possesses all of those characteristics, in addition to being inexpensive and practical. This type of packaging must be suitable for use with food and must be able to hold the product without causing it to shatter or leak. In addition to this, it must be able to withstand being transported to its final destination.
The demand for products that are manufactured in the region.
Local items are being purchased at the market by an increasing number of customers. These things, on the other hand, can be more expensive and more difficult to locate in sufficient quantities. They have the ability to supply local items, which can make restaurants, small shops, and farmer's markets more enticing to customers than large chain businesses.

Temporary shifts in the fashion of food
There are certain trends that continue to exist for an extended period of time and even become staples in the food and beverage industry. Others, on the other hand, are nothing more than passing fads that can disappear in a short amount of time after they have gained popularity. Due to the fact that it takes time to design and perfect new products, it can be challenging for businesses and suppliers to keep up with the demand. It might be challenging to locate a provider that is capable of satisfying the requirements of customers when a trend begins rapidly. Companies have to consider the benefits and drawbacks of getting in on a new trend early on, in addition to the difficulties of locating high-quality products.
Taking care of those who are selling.
In many cases, even for smaller businesses, it is usual practice to purchase food and beverages from a wide variety of suppliers. The process of locating reliable sources and bargains, as well as staying abreast of changes in terms, pricing, and other aspects, requires a significant amount of effort. It is necessary to have enough tools and personnel in order to get the most out of the supply chain.
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Conclusion 

E-restaurants can gain a competitive edge by utilizing the global, scalable, and open technology of the Web. They can streamline their purchasing process, negotiate better deals with suppliers, and interact with customers online. Miller and Carter, a Killay-based restaurant, uses traceable, high-quality steaks from local suppliers. This commitment to quality and transparency sets them apart. Using local ingredients in a restaurant enhances its authenticity, provides a unique dining experience, and supports the local economy. By incorporating seasonal variations into the menu, restaurants can showcase the strengths and flavours of their area, while reducing their carbon footprint.
The student conducted a SWOT analysis to understand the food industry's strengths, weaknesses, and potential threats. They identified the importance of sustainability, demand for regional products, temporary shifts in food trends, and the need for reliable suppliers. They also highlighted the challenges of sourcing high-quality products and staying updated on changing consumer preferences. The analysis provides valuable insights for businesses to make informed decisions and formulate effective strategies in the sourcing analysis.
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