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• A LYCar Event, that focuses on the dissemination of knowledge. 

 
The Company Project, a part of this course, is a research project following the Design-

Based Research Cycle. In the Company Project, a complex problem is analyzed 
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focuses on what the best lunch catering proposition is to promote.  
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Executive Summary 
 
Food Union (FU) started Food Union Catering (FUC) on June 1st, in which 12 different 

caterers renting a shared kitchen space prepare the corporate lunch for client MVRDV 

Architects. FUC arranges the set assortment of additional products. The current catering 
proposition consists of 5 main benefits: 

1. A varied lunch  

2. One billing address whilst food is provided by 12 different caterers 
3. Supporting local small businesses 

4. Sustainable and local products 
5. Energetic employees 

This study aims to discover the most appropriate catering proposition in response to the 

market demand and industry trends and to guide improvement in the current catering 
proposition accordingly. Following the goal of the study, the main research question was 

formulated. 
 

Main research question: 

“What is the corporate catering proposition that FU should promote in order to expand 
this core business?” 

 
After creating a flowchart to display all current processes of FUC, it became apparent 

that many manual processes are performed. This indicates there is room for 

standardization and systemization. 
 

Through a literature review the following opportunities and threats to the Food and 

Beverage (F&B) and catering industry have been identified: 
Opportunity 1: Experiential catering, can create a unique selling point (USP) within 

the catering business proposition, as it creates high engagement through educational 
and entertainment means that generate experiences. 

Opportunity 2: Awareness of environmental sustainability is increasing, which 

directs consumer buying behaviour. Taking advantage of this development can establish 
an attractive and economically sustainable business proposition. 

Opportunity 3: An increase in healthy food consumption enables food providers to 
ask for premium prices, provided that the health claim is visible. It can also increase the 

overall corporate health and wellness, which positively affects the employees because of 

significant time spent in the office.  
Opportunity 4: Social impact and initiative are desired by clients and can be achieved 

by setting goals. Social impact has a positive influence on societal issues as well as on a 

business's reputation. 
Threat 1: Popularity of remote working, is a development expected to grow in the 

future. Therefore, corporate food providers must provide reason to bring employees to 
the office.  

Threat 2: Inflation, which has resulted in the highest prices of energy, food, and raw 

materials in decades, indicates a significant threat to food-providing organizations. Prices 
will have to increase to keep up with inflation, which might cause difficulties in 

agreements or finding new clients.  
Threat 3: Power of reviews. Verified reviews are a high driver of sales. Starting 

businesses with little to no reviews will have trouble safeguarding the professionality and 

trustworthiness of the organization.  
 

An online survey with the current client ensured a better understanding of the 
satisfaction score, level of awareness, and market demand and needs. Interviews with 

competing lunch caterers and industry experts were used to develop a qualitative and 

quantitative research study. From the interviews and survey the following conclusions 
were made:  
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- The industry developments mentioned in the literature review were confirmed. The 
flexibility a small company has enables the further exploitation of industry developments 

compared to large-scale caterers.   
- The current quality satisfaction of the lunch must be improved by tackling the 

catering concept design. Healthy and nutritional food must become the key pillar, and 

creating a social setting for a lunch experience is important.  
- Currently, there is a lack of awareness concerning the suppliers. The ability to inform 

a client’s entire organization must be enhanced through storytelling, as the client would 

like to be better informed.  
- The product range must be expanded while keeping the industry developments in 

mind to increase variety. Offering simple choices can increase overall satisfaction.  
-      Reviews are a means to gain online visibility. Regular feedback is necessary to 

improve the organization and build a meaningful corporate relationship.  

- To eliminate a large number of manual processes, systemization and 
standardization must be achieved. A CRM or PMS system help centralize the 

information flow and increase time efficiency. 
 

The solution design consists of three parts: 

1. The solution starts by stating the most appropriate catering proposition. 
- Healthy food 

- Locality 
- Social impact 

- Readiness for future growth 

2. The extent to which the current FUC lives up to the newly formulated proposition 
is evaluated. 

All the values except for ‘future readiness’ are covered within the current proposition. 

Due to a lack of awareness, variety, and exploitation of industry developments, the 
satisfaction score of the client is still below par.  

 
3. A practical improvement guide called “Walk the Talk”. The Improvement Guide 

includes the following 6 steps ranked in the urgency of implementation: 

- Increase the product range by offering a choice in the assortment. This will 
enable personalization.  

- Improve social impact by setting goals connected to UN Sustainable Development 
Goals (UNSDGs) and working with different social agencies.  

- Implement quarterly themes to achieve awareness and experiential catering.  

- Update the website following the aforementioned three improvement steps. 
- Ask for online reviews from the current client and participating caterers. 

- Implement a CRM system to eliminate manual processes and improve 

management. This will ensure readiness for future growth. 
Finally, separate evaluation of the six steps is required. The overall improvement in 

satisfaction and awareness is measured by sending the survey to the client again. 
 

Three acts of dissemination were performed and shared with the main stakeholders of 

the Company Project. Firstly, the research and Improvement Guide was shared with the 
owners of FU by means of a presentation. Secondly, an infographic concerning the 

industry developments was shared with participating caterers of FUC. Thirdly, an 
infographic consisting of the research findings was shared with the interview 

participants.  

 
Lastly, recommendations for future research include consideration in the literature 

review of industries other than the F&B and catering industries. Furthermore, a 

competition analysis by interviewing more competing organizations will provide more 
knowledge about the marketplace where FUC operates. Since the industry is ever-

evolving, the researcher recommends continuous research to evaluate the current 
catering proposition. 
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1. Problem Definition 
 

1.1 Company introduction  
FU is a culinary breeding ground with locations in Haarlem and Rotterdam (Food Union, 

2022b). FU offers a shared kitchen, dark kitchen, event, and office spaces, as well as 
catering services (Ibid). Food entrepreneurs can rent a kitchen or office space to start or 

expand their food concept on a subscription base (Ibid). 

 
65 different food producers in total rent shared kitchen space at FU, for example, a 

Japanese bento box caterer called “Wired Daily Company” and a large caterer that 

focuses on sustainability called “Smaak van de Waard”. The owners of FU saw 
opportunities to utilize the different caterers in one preparation kitchen. Therefore, the 

catering concept started on June 1st for client MVRDV Architects, in which 12 of the FU 
participants prepare corporate lunches. Every day a different caterer prepares the lunch 

meals. FUC provides the client with a daily basic lunch assortment, such as bread, 

cheese, spreads, etc. FUC’s current proposition provides five main benefits to its clients:  
1. A varied lunch  

2. One billing address whilst food is provided by 12 different caterers 
3. Supporting local small businesses 

4. Sustainable and local products 

5. Energetic employees  
(Pepijn Rijks, 2022; Food Union, 2022a) 

 
The catering does not only provide a new revenue stream for FU but also provides 

participants of FU with a new and stable revenue stream. This will retain and gain 

participants. (Pepijn Rijks, 2022) 

 

1.1 Introducing the topic  
 
The main topic of the research is to learn what the best possible proposition is that FUC 

should promote, based on industry research and market demands and needs. FUC 

desires this research to enable growing this concept in the future. The proposition 
comprises a proposed plan of action in a business context. Thus, the catering proposition 

that is mentioned throughout this thesis refers to the service and products that are 
proposed to the client. 

 

According to Oliver Feiler, head of marketing intelligence at Rational, corporate catering 
is no longer simply about providing lunch for employees, it is about making their time 

within the company more enjoyable (Rational, 2022). An organization can show its 
appreciation to its employees through corporate catering (Ibid). However, as the market 

demand and F&B industry is ever-changing, the proposition must be flexible (Ibid). 

Market research is needed to evaluate whether the proposition of FUC fits into the 
current and future market and industry.   

 

Before a scale-up can happen, as FU desires, all processes must be standardized and 
systemized, and the current operation must be improved (Manrodt and Vitasek, 2004). 

By indicating the business processes and how they interlink, the root causes of 
challenges are identified, and eventually, the FUC can be improved (Martins and 

Zacarias, 2017).  

 
FU must keep up with the developments occurring within the market and review its 

current catering proposition. After this, FU can present an improved sustainable 
standardized business offer to potential new clients (Sotiriadis, 2018).  
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1.2 Reason for research 
 

FUC has been operating for six months, since June 1st 2022. The start-up phase is over, 
and the challenges have become apparent. Research that analyses industry trends, 

market demands, advanced competing catering firms in the field, and expert opinions 

are necessary to find the optimum catering proposition. 

 

1.3 Goal of the research 
 
The research aims to formulate the most appropriate proposition resulting from the 

research conducted and provide guidance in improving the current catering proposition. 
It will also enable the standardization of most manual processes. FUC can use the 

appropriate proposition to grow the number of catering clients. This will enable the 

integration of catering into FU’s core business. The aforementioned statements will most 
likely increase the number of engaged participants of FU. 

 

1.4 Research question 
 

Based on the aforementioned topics and company information the following main 

research question is formulated: 
 

Main research question 
“What is the most appropriate corporate catering proposition that FU should promote in 

order to expand this core business?” 

 
Based on this main research question, the following sub-questions are formulated: 

 
1. What are the developments within the catering market and industry? 

 

2. What are the strengths and weaknesses of FUC? 
 

3. How can the FU catering operation be improved by responding to industry trends 

and market demands?   
 

4. How can the current operations be standardized and systemized? 
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2. Analysis and Diagnosis 
 

2.1 Flowchart 
 

The flowchart that can be seen in Figure 1 is designed to provide a more detailed 
overview of all current processes of FUC. An extensive flowchart can be found in App 1. 

As can be seen from this extensive flowchart from the orange frames, many processes 

are performed manually and are not stored as a backup nor stored in a 
database/system. This means that the catering is not yet standardized and systemized. 

In desiring to grow FUC, standardization & systemization must be achieved (Manrodt and 

Vitasek, 2004). According to Thijs Bos, owner of FU, standardization will help to map the 
current processes and improve consistency and management (Bos, 2022). This flowchart 

represents the processes before the implementation of the yet-to-developed solution. In 
the Company Project, the after-implementation flowchart can be reviewed in App. 9, 

which shows the developments that the solution will bring. 

 

 
 
 

 

 
 

 
 

 

 
 

 

 
 

 
 

 

 
 

 
 

 

Figure 1: Flowchart before 

 
 

2.2 Literature Review 
 
Industry trends from the F&B and catering industries are analysed concluded (PLO 6, 
10). The PLO’s are explained in App. 2. Opportunities and threats are formulated that 

give a sound judgement of developments within the industry that must be considered 
and utilized by FUC to achieve the most appropriate business proposition. Experiential 

catering, an increase in awareness about environmental sustainability, healthy food 

consumption, and social impact are opportunities that food-providing businesses can 
utilize to respond to market demands. The growing popularity of remote working, 

inflation, and the importance of reviews are threats to starting businesses in the catering 

industry. A conclusion in chapter 4 concludes both the literature review as well as the 
findings chapter, to showcase connections between the two chapters.  
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2.2.1 Experiential catering  
In the catering industry, most corporate catering lunches are steering away from boring 

canteens with a lack of creativity and imagination (Kuipers, 2022). Instead, they are 
going for freshly prepared meals with a real concept behind them (Ibid). Although there 

is an increase in the acceptance of the convenience that mass production brings, 
consumers do desire more experience-based food cultures (Yeoman and McMahon-

Beattie, 2019). The authenticity as well as the stories that this type of consuming brings 

to a food experience, creates a lasting memory in the end (Ibid). Consumers today are 
willing to pay significantly more for unique themes in everyday experiences (Yeoman and 

McMahon-Beattie, 2019; Chang, 2018). Additionally, research has shown that more 
consumption in the tourist industry does not cause more contentment among consumers 

(Kirillova et al., 2017). Therefore, products or services that create a meaningful 

experience are more economic investments (Ibid). The same applies to the F&B industry.  
 

However, providing remarkable decoration and presentation will not be enough 

(Lionsdeal, 2018). According to research not only do aesthetics play a role in creating an 
experience, but also education and entertainment have a high influence on human 

memory (Lai et al., 2019; Steffen and Doppler, 2020). This means that high consumer 
engagement and participation are needed to create a meaningful experience (An and 

Han, 2020). The positive relationship between engagement at work and job satisfaction 

has been proven numerous times (Kašpárková et al., 2018; Garg et al., 2018). Within 
the F&B industry the same can be concluded; the higher the engagement within the food 

experience, the higher the satisfaction rate concerning food consumption (Nam, 2019).  
 

A positive memory of a particular food experience results eventually in word-of-mouth 

(WOM) marketing for an organization that provided this experience (Lai et al., 2019). 
Therefore, the positive outcome of creating a memorable food experience for consumers 

does not stop at a high guest satisfaction score, but it goes beyond through WOM 

marketing to external individuals. This can result in a growing organization.  
 

The upcoming experiential catering is an opportunity that food providers can take 
advantage of. It creates a USP within the business proposition, which engages and 

satisfies clients. Moreover, it provides a reason for employees to come to the office.  

 

2.2.2 Awareness of environmental sustainability  
Food production and consumption contribute greatly to environmental degradation and 
are expected to play a bigger part in this in the future (Ritchie and Roser, 2020; Green 

et al., 2020). Especially agriculture is the main focus area that must be evaluated 
according to the European Commission (Ibid). On the other hand, meat consumption 

contributes significantly to undesirable accoutrements on the environment as well 

(Michel et al., 2021). As a result, global dietary standards are shifting towards plant-
based diets as a result of a sustainable transition (Hemler and Hu, 2019; Saari et al., 

2021). 
 

Pursuing more environmentally sustainable production and consumption will actualize a 

balanced environment, a competitive edge for businesses, as well an increase in 
modernization and social well-being (Ibid). Even though the naturalness of food is of 

utmost importance to consumers, food producers/providers still see a lack of awareness 
and value concerning environmentally sustainable products from the public (Mak et al., 

2020; Román et al., 2017). On the other hand, education about sustainability has a 

significant impact on the preparation of a greener society (Boca and Saraçlı, 2019). This 
implies that education or advocacy on this topic is still relevant in the future.  

  

Furthermore, buying behaviour is changing as the attitudes of the public are growing 
toward more sustainable produced foods (Hamilton and Hekmat, 2018). The population 

is willing to pay more for premium food and organic, local, and sustainable production 
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are key variables in the purchase decision (Bosona and Gebresenbet, 2018). Local 
sourcing of food products cannot automatically be considered sustainable (Stein and 

Santini, 2022). However, it benefits the more traditional farming companies, which 
contribute significantly less to environmental degradation, and reduces food miles 

(Barnhill et al., 2018; Bregnballe, 2022). Therefore, the locality of purchased food 

products is relevant (Šūmane et al., 2018).  
 

Food providers who reach a large number of consumers every day have a big impact on 

the consumer’s buying behaviour and food choices provided that the consumers are 
appropriately informed. For that reason, the increase in the importance of environmental 

sustainability, especially with the focus on local food products, and plant-based options 
can be identified as an opportunity. Organizations within the corporate catering 

industry can built a more economic, sustainable, and attractive business propositions.  

 

2.2.3 Increase in healthy food consumption  
There also is a shift in society towards more healthy food consumption (Lazaroiu et al., 

2019; Ebert, 2022). Additionally, consumers are willing to pay more for nutritional and 
healthy food, similar to sustainable food purchases (Ibid). These two topics, 

sustainability, and health are highly interlinked, and the arguments for dietary change 

can be combined (Meybeck and Gitz, 2017; Springmann et al., 2018). The shift in 
paradigm towards a change in the food system concerns both healthy and sustainable 

consumption (Ruben et al., 2021).  

 
Food labels provide nutritional information about a food product (Anastasiou et al., 

2019). Research has shown that the usage of food labels has significantly decreased the 
amount of fat and sodium intake, and has increased vegetable consumption (Shangguan 

et al., 2019). Also, the introduction of traffic light labels has increased the consumption 

of “green” and thus more nutritious scored food products (Ibid). Therefore, food labels 
can nudge consumers into a healthier food choice (Hansen et al., 2021). 

 

According to Dan Wainfan, vice president of Brand Health, Wellness, and Nutrition, in 

corporate environments, employees often make unhealthy lunch choices due to 
experienced stress-levels (American Heart Association, 2019). This is an important topic 

that needs to be addressed, as many employees spend a significant amount of time 
within the office, and healthy eating plays a large role in promoting employee health and 

wellness (Rise, 2020). Especially younger workers under 40 years old show significant 

interest in improving their healthy eating habits at work (American Heart Association, 
2019).  

 

This development can be seen as an opportunity for the catering providers in the F&B 
industry, as a higher price can be asked for healthy food options, provided that the 

health claim is visible. Organizations understand healthy corporate lunches can improve 
employee health and wellness, and employees are open to a healthier corporate lunch.  

 

2.2.4 Social impact 
Corporate social responsibility (CSR) addresses the societal, environmental, and 

economic development, that businesses nowadays are expected to dedicate attention to 
(Pfajfar et al., 2022). COVID-19 has impacted the psychological and social well-being of 

the population significantly (Saladino et al., 2020). As a result, an increase in interest in 
the social impact of organizations within communities has developed (Ibid). According to 

the Social Enterprise Monitor, the number of social enterprises increased by 80% in 2019 

(KVK, 2022).  
 

A means for pro-social organizing is to set social goals (Wry and Haugh, 2018). These 
goals often focus on organization-level processes (Ibid). Nonetheless, social impact 

relates to a causal chain of activities that create an output that positively impacts society 
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(Ibid). Although many studies have assessed social impact based on activities and 
stakeholders, the social impact on wider society, is often disregarded (Pfajfar et al., 

2022). Therefore, social impact activities must advance beyond the well-being of key 
stakeholders (Ibid). As “Social Impact Fund Rotterdam” specifies: social impact concerns 

obtaining community knowledge and understanding community needs (Schramade, 

2019).  
 

Utilizing the UN Sustainable Development Goals (UNSG) can help social impact goal-

setting (Ministerie van Buitenlandse Zaken, 2019). The Netherlands uses ODA funds to 
help achieve certain UNSDG goals. However, organizations most often have to be a 

foundation (Ministerie van Buitenlandse Zaken, 2019; KVK, 2022). In figure 2, the 
organizational partake within the Netherlands in all UNSDGs is presented.  

 

 
Figure 2: UNSDG’s that social organizations contribute to (Social Enterprice Monitor, 
2022) (103 words) 

 
Social enterprises have a social objective and a primary organizational goal to solve a 

societal problem (KVK, 2022). As this is not the primary focus of many organizations, 

but still social impact is part of the concept, working together with social enterprises is 
advised to have the desired impact (Economic World Forum, 2021). Creating social 

impact positively influences brand perception, reputation, knowledge, and a network of 
relationships (Kuna-Marszalek and Klysik-Uryszek, 2020). Not only do customers care 

about a company’s products and services, but the social impact is just as important 

(Ibid).  
 

Organizational social initiatives and goals are valued by customers and clients, and 

positively influence a business’s reputation. Therefore, exploiting this trend imposes an 
opportunity. 
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2.2.5 Growing popularity of remote working  
Remote working, also referred to as working from anywhere (WFA) is gaining more and 

more popularity (Ha, 2021). As a response to social distancing, caused by COVID-19, 
employees were forced to WFA, and this became the new standard (Ibid). The flexibility 

and the prospects of a better work-life balance are benefits that employees experience 
with WFA (Felstead and Henseke, 2017). Additionally, the employer experiences benefit 

such as a more productive workforce, less space usage, and improved cost-effectivity 

(Ibid). Particularly in industries that rely on creative/ knowledgeable employees, the 
majority work with the WFA policy (Milder, 2020). If working from home would not be 

offered in these industries, difficulties could arise concerning hiring and retaining skilled 
employees who are already in short supply (Ibid). According to Jason Thompson, CEO of 

33 sticks, having a 100% remote company that provides freedom, wealth, and high 

quality of life to its employees, enables him to hire the most talented workers as the 
company has an advantage over the competition (Stewart, 2017; Carney, 2022).   

 

However, working from also comes with disadvantages. For example, psychological 
problems as a cause of long-term isolation, and the absence of separation between 

home and work are negative consequences (Savic, 2020). Additionally, self-discipline, 
communication, lack of commitment, and misunderstanding of a company’s culture and 

values are disadvantages that WFA brings about (Ibid). 

 
Despite the serious disadvantages that remote working imposes, this trend is expected 

to grow in the future. This indicates a threat to the organizations providing F&B to 
corporations, as the physicality of offices might become less important. Therefore, more 

reasons have to be provided by lunch caterers to bring employees to the office. 

 

2.2.6 Inflation 
Inflation in Europe (EU) has reached the highest level since many years, as a result of 

COVID-19 as well as the war in Ukraine (Grajewski, 2022). Broken supply chains result 

in a significant rise in prices of energy, food, and raw materials (see figure 3) (Ibid). The 
“Centraal Plan Bureau” 500.000 Dutch households, with the possibility of an increase of 

over 100%, currently experience affordability issues (Kock, 2022). This indicates that an 
increasing number of households can face huge financial difficulties in the nearby future 

(Ibid).  

 

 
Figure 3: Dutch inflation rate per sector 2022 (Statista, 2022) (16 words) 
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Because of the inflation, the economic growth in the Netherlands is expected to be close 
to 3% lower than expected (van Es et al., 2021). This means that the purchasing power 

is declining. 
 

For food-providing organizations that are reliant on food products and raw materials, 

inflation is a threat. With the rising prices, the money spent on standard orders is 
growing, and respectively influencing the ratio of cost to sales (Ali and Ibrahim, 2018). 

This means that new prices must be agreed upon. If other parties are not able to agree 

with these increased prices, either not enough profit will be generated enough profit, or 
business opportunities will be lost.  

 

2.2.7 Power of reviews  
The Internet enabled online investigation before making a commitment or purchase. This 

is generally done by scrolling through reviews. Research has shown that 70% of buyers 

consult and trust online reviews (Khalid et al., 2020). The most used type of review by 
buyers is on the provider’s website (Ibid). Additionally, other most trusted types of 

reviews are via WOM recommendations (Ibid). It is an effective driver for sales, as 
consumers have the opportunity to evaluate and compare options simultaneously before 

committing to a purchase (Li et al., 2019).   

 
Besides online reviews being a beneficial marketing tool to increase sales, reviews can 

also be utilized as a customer satisfaction and behaviour research technique for 

organizations (Bi et al., 2019). It is a great way to use the data from reviews to 
formulate improvement strategies and improve the guest experience based on market 

research specifically for your business (Ibid). Contrary to data collected from surveys or 
questionnaires, which are time-consuming and in which willingness to participate is often 

limited, reviews are low-cost, easy to obtain, and insightful due to the customers’ 

concerns and opinions (Ibid). However, this is only possible with a large number of 
online reviews present (Lu et al., 2018). 

 
Another challenge to online reviews is that the credibility needs to be verified. 

Fraudulent online reviews are growing, and the need to verify legitimate buyers and 

clients is becoming crucial (Wang et al., 2022).  
 

For starting service-providing organizations that do not have numerous online reviews, 

the power of reviews can impose a threat. With online reviews visible on the 
organizational website, the service provided is often not considered as safe and 

professional as competitors with verified reviews. Therefore, the need for beginning 
businesses is high to ask for online client reviews. 
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2.3 Methodology 

In this research qualitative and quantitative data were collected and analysed, by means 

of interviews and a survey. The combination of research methods has created a greater 
depth of information gathering (Almalki, 2016). This supports the market research in the 

literature review and answers the main research question above and the sub-questions.  
 

As more in-depth data, experiences, and expert opinions are needed to answer the main 

research question regarding FUC, mostly qualitative data is gathered (Barends and 
Rousseau, 2018). Quantitative data is gathered in Likert-scale answers within the 

survey.  

 

2.4.1 Data collection methods 
 

Interviews with a large corporate lunch catering company (Interview_1, 2022), a 

smaller-scale catering company (Interview_2, 2022), and 2 industry experts 
(Interview_3, 2022; Interview_4, 2022) were conducted in person and via MS Teams. 

The interview questions can be reviewed in App. 3. A semi-structured interview with 

open-ended questions will be used as this will provide a guide to staying on the topic 
whilst leaving room for new knowledge and creativity (Barends and Rousseau, 2018; 

Flick, 2017). This was necessary, because the questions and direction of conversation 
differed per interviewee, depending on their field of work, experience, and knowledge. 

The interviews have provided lunch catering market and industry information, similar to 

the desk research conducted in the literature review. Additionally, it has shown 
possibilities to best respond to market demands.  

 
An online survey was sent out by email to all employees in all layers of MVRDV 

Architects, the current client of FUC. Google Forms was used at the request of the client. 

The questions followed a Likert scale to measure satisfaction and awareness (Barends 
and Rousseau, 2018). However, two open questions were presented in which the client 

could express their opinions and feelings (Ibid). The survey measured the strengths and 

weaknesses of FUC’s current proposition and identified room for improvement in order to 
respond better to the market demand. The survey questions can be reviewed in App. 4. 

SPSS has not been utilized as differences and/or relations are not relevant in this 
research.   

 

The answers from both the interviews as well as the survey have been colour-coded 
following the sub-question formulated in chapter 2.4. This made connections between 

the survey and interview data clear in the analysis. Table 1 shows the linkages in all 
research methods. In qualitative data analysis, it is advised to use easily distinguishable 

colours (Bianco et al., 2014). All colours, thus topics, are therefore recognised as equal 

(Ibid).   
 

Sub-research 
question 

Topic Colour 

1 Industry developments  
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1, 4 Catering concept design  

3, 4 Creating awareness  

3, 4  Product range  

4 Feedback/reviews  

2 Systemization & 

standardization 

 

Table 1: Colour-coding approach  

 

2.4.3 Population 
The population is the entire group of people on whom this study is focused and 
conclusions are drawn from. In this research it consists of 2 groups: 

 

1. Professional opinions 
Interviews with competing catering organizations both similar as well as different to 

FUC’s proposition have been conducted. By doing this, a simulation of the corporate 

catering industry in Rotterdam was formed. Industry experts provide professional 
insights.  

 
2. Client needs and wants 

A survey has been sent to client MVRDV Architects, as this is currently the only 

operating lunch catering provided by FU that can be analysed and used for 
improvements in the proposition.  

 

2.4.3 Sampling 
Non-probability sampling with the convenience sampling method has been used for both 
the interviews as well as a survey (Sekaran and Bougie, 2016). The willingness of the 

candidates to participate, and geographical proximity were key reasons for inclusion in 

the sample (Ibid). Also, the researcher’s judgment was utilized to find the right 
combination of candidates to conduct interviews (Ibid). Candidates for the interviews 

were selected through the researcher’s contacts at FU, and Hotelschool. Furthermore, 16 
different lunch catering companies in the Rotterdam region were contacted. Two of these 

were willing to hold the interview.  

 
In the online survey, there was one population to target, MVRDV Architects. The sample 

size of the survey is a minimum of 100 respondents. All layers of the organization were 
approached by email, because no difference in needs, wants, and satisfaction should be 

made to come to the most transparent conclusions. 

 

2.4.4 Ethical data management 
The 5 principles of ethical data management were carefully followed by the researcher: 
ownership, transparency, privacy, intention, and outcomes (Cote, 2021). 

 

Consent was asked of the interviewees and survey participants via a declaration of 
confidentiality that needs to be agreed with. The intention of the interview and survey 

must be made clear by the researcher beforehand. Besides, the data management form 
is filled in beforehand and a research number was received (research number: 2022-

844). All confidential survey and interview results were stored on the researcher’s laptop 

and Google Drive with the appropriate label. The survey and interview results were also 
uploaded to the Research Archives (see App. 5) 

 

2.4.5 Limitations 
The sample of the interviews might not be representative of the whole population. Due 

to the non-probability sampling method, the research is reliant on the judgment of the 

researcher and bias can occur. This may lead to incorrect conclusions. (Vehovar et al., 
2016). Besides, the researcher had difficulties finding enough lunch catering 
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organizations who were willing to conduct an interview. Therefore, the experts in the 
field were contacted to create a sufficient sample size. Nonetheless, the repetitive 

answers were given, which increased the reliability.  
 

Bias may have occurred in the interviews as well, and the lack of complete flexibility can 

limit the exploration of new areas of interest (Queirós et al., 2017). As the interviews 
were done in person or over the phone there is room for interpretation of facial 

expressions and tone of voice (Adhabi and Anozie, 2017). Therefore, the researcher 

focused on making the interviewees feel comfortable and at ease at all times, which 
increased the likelihood of honest answers (Ibid).  
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3. Results 
 
 

In this chapter, the findings of both the interviews and the survey are analysed together. 

This is done because the topics that were constructed previously (see chapter 2.4.1) 
apply to questions in both data collection methods utilized. The findings are structured 

per topic so that a clear linkage can be made between the literature review, desk 

research, and the solution in chapter 5. The transcripts of the interviews can be 
reviewed in App. 6 and the survey responses in App. 7. 

 

3.1 Industry developments 
 

The following industry developments were mentioned repeatedly during the interviews: 

• Increase in vegetarian/vegan lunch catering 
• Healthy food at the office 

• Increase in sustainable practices 
• Increase in usage of local products 

• Need for societal impact 

• Inflation 
 

It is wise to follow these industry developments as a starting lunch catering company 
However, since it is a competitive market, following these trends is often a front to 

creating or maintaining a good image. “…however, they really create a false image to 

attract more customers or to make themselves look good” (Interview_2, 2022). 
Therefore, it is vital that catering companies practice what they preach in their 

proposition. This enables them to create a proposition that will make them stand out in 

the competitive field.  
 

The increase in sustainable practices, more usage of plant-based proteins, local 
products, and healthy food should all be viewed together instead of separately. “I believe 

the overarching pillar is healthy food” (Interview_4, 2022). Vegetarian, locally produced, 

sustainable food offers are healthier, provided that it does not contain processed food 
such as meat replacements (Hansen et al., 2021). “The need for healthy food is 

something that is definitely changing the lunch catering food market.” (Interview_3, 
2022). 

 

In the survey results in figure 4, 48,8% of respondents view the healthiness and 
nutritional value of the lunch as neutral, unhealthy, or extremely unhealthy. With the 

increase in interest in healthy foods which can be concluded from the literature review as 
well as the interviews, this score is alarming.  
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Figure 4: Survey question health and nutrition. (13 words) 
 

Additionally, the inflation that is noticeable in every company that requires raw 
materials, is a trend that must be taken into consideration by catering providers. To 

maintain profitability, certain prices must be raised corresponding to the increase in cost.  
“the budget should grow together with the current inflation” (Interview_1, 2022). 

 
 

3.2 Catering concept design 
 
The most important factor for a well-working catering concept refers back to the 

thorough implementation of the industry developments. Thus, practicing what the 
catering proposition preaches. “If you cannot … prove your practices, nothing is left of 

your concept in the end.” (Interview_4, 2022). It is important to look at the industry at 

different levels. “The Vermaats are really able to make a change in the market and they 
can also make a structural change … But as a small-scale caterer you are also more 

flexible” (Interview_4, 2022). This flexibility enables implementation of the industry 

developments within the entire organization’s ecosystem. In a daily corporate lunch 
catering concept, you must also be aware of your responsibility to serve a healthy and 

conscious lunch following the previously mentioned industry developments.  
“You have a lot more influence than you think” (Interview_3, 2022). “So, you really have 

an obligation and responsibility to make a balanced menu throughout the week. You 

have to make the healthy choice the easy choice (Interview_4, 2022). 
 

The following conclusion is drawn from analysing the answers to the survey question: 
What products/dishes are you missing? 

• 29 of 81 answers indicate that more healthy protein, nutrient-dense food and 

more dishes with legumes should be served. 
This means that the responsibility to provide a healthy, balanced menu is currently not 

taken by FUC catering.  

 
When thorough implementation in an organization’s ecosystem is achieved, the right 

clients with similar company values can be found or the right clients can find the catering 
company through a trustworthy proposition. “We aim to cater these types of companies, 

with the same values as we have” (Interview_1, 2022). Attaining a list of potential 

clients with similar values requires time and research. “Now I do have to say that almost 
every company nowadays is busy with being local and sustainable and so on, however 

the companies that have this ideal ingrained in every part of their company are the best 
fit for me” (Interview_2, 2022). Besides actively attempting to find clients, being easy to 
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find on the Internet, and building a strong network are important factors for client 
attraction (Interview_1, 2022; Interview_2, 2022). 

 
3 out of 4 interviews stated the importance of creating a lunch experience with the social 

setting as the main focus point (Interview_1, 2022; Interview_2, 2022; Interview_3, 

2022). Especially in everyday lunch catering, the social environment can be encouraged. 
Shared dining is an example of stimulating the social setting and encouraging 

conversations. “There were more conversations, and people really took advantage of 

their breaks. It was no longer a necessity to eat something but something the 
employees looked forward to. This is a healthier way of having lunch” (Interview_3, 

2022). 
 

Lastly, the catering concept should be clear from the start, to avoid conflict or 

misunderstandings later on. “… that is valuable information and we make sure that this 
information is very clear from the start of the contact with the client” (Interview_2, 

2022). The catering concept should be well-explained with examples on all information 
platforms. Case studies can also be an informative way to get your concept design clear 

to the public and possibly new clients (Hancock et al., 2021). “If you cannot make your 

concept very clear from the beginning and you can prove your practices, of course 
nothing is left of your concept in the end” (Interview_4, 2022). 

 

 
Figure 5: Survey question quality satisfaction (10 words) 

 

The quality of the daily lunch measures the quality of FUC’s concept. As can be seen in 
figure 5, 59,8%, more than half of respondents are neutral to very dissatisfied about the 

quality of the daily lunch. This indicates that either the concept has not been clear from 

the beginning and/or the FUC does not live up to the concept that is communicated.  
 

 

3.3 Creating awareness 
 

Informing the client and future clients including all employees about the established 
catering proposition and changes made within the proposition is of utmost importance. It 

ensures that the client will not face undesirable surprises when contracts are signed.  

 
In the following graphs, it has become clear that the current client is not sufficiently 

aware of the catering concept. “I have good contact with the client, however if then 150 
people are eating the lunch this means that you need to tell your story in a different way 
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in order to inform everyone” (Interview_2, 2022). The ability to inform a client’s entire 
organization, sometimes consisting of hundreds of employees is the addressed challenge 

in this chapter.  
 

In figure 6, 80,5% of respondents are neutral to not aware of the different caterers that 

prepare the lunch, while this is one of the main benefits that makes FUC’s catering 
proposition competitively interesting.  

 

 
Figure 6: Survey question awareness different caterers (9 words) 
 

In figure 7, it is evident that the client is not sufficiently aware of the different local 
suppliers used. Only 12,2% claim to be aware, while 87,8% remain unaware. Local 

suppliers are again one of the main benefits of FUC’s current proposition, and therefore 

this score creates a great inconsistency. 
 

 
Figure 7: Survey question awareness local suppliers (10 words) 
 

By combining the responses of Figures 6 and 7, it becomes apparent that the client does 

not view the lunch sufficiently healthy, but 66,7% of respondents would like to be better 
informed about the healthiness and nutritional values of the lunch. This indicates that 
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the healthiness of the daily lunch and the information flow regarding this should have a 
more predominant position in the catering proposition.  

 

 
Figure 8: Survey question informing about healthiness and nutritional values (18 words) 

 

In the survey question: What would you like to see improved? 21 of 94 answers mention 
that the client is not satisfied with the change of bread supplier. The new bread supplier 

is viewed as artificial and unhealthy. The bread supplier changed from “Jordy’s bakery”, 

which is a large-scale local bakery, to “de Deegkneeders”, which is a small-scale local 
bakery that only uses the most superb grains on the market. This means that the 

information flow concerning the change of suppliers has not been effective, leading to 
the new bread being viewed as artificial while the opposite is true.  

 

There are different methods to create awareness about FUC’s concept. First, the 
communication channels used must be reviewed. “… first you have to know, what is the 

communication channel, is it a lunch in a lunch box then you can look at the wrappings 
for example” (Interview_4, 2022). Additionally, clarity concerning the proposition on the 

website is necessary to accomplish the first sense of awareness. All interviews 

mentioned that awareness can also be created by sending newsletters and spreading 
information cards or flyers. “By means of flyers or information cards with our vision and 

why. With also some key figures, and quotes. It needs to be easy and clear to read” 
(Interview_2, 2022). “Flyers are a great means … You should continuously do this in 

order for it to work” (Interview_3, 2022). 

 
All aspects of the catering concept, can be brought to the attention of the client through 

personal storytelling. Besides, creating an overarching theme, which covers different 

areas that can be highlighted, enables the ability to reach all levels of interest within the 
organization. “for the people who want to know more, there is a QR code with the 

products and suppliers and extra information” (Interview_2, 2022). 
 

 

3.4 Product range 
 

From the survey question “Are you satisfied with the variety of dishes and 

products?” (see Figure 9), it becomes apparent that 71,6% is neutral to very dissatisfied 
with the variety of dishes and products served during the daily lunch. In addition, in the 

survey question: “What would you like to see improved?”, 13 of 94 of the responses 
indicate that more variety is needed within the lunch. In the survey question: “What 
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products/dishes are you currently missing?”, the responses express the need for more 
variety another six times.  

 

  
Figure 9: satisfaction score variety dishes/products (9 words) 

 

The current product range of FUC catering is limited and growing the product range can 
lead to the ability to personalize the catering. “Every office is different and the dietary 

needs and wants too” (Interview_3, 2022). This will in the end lead to a more satisfied 

client who feels heard. In the survey question: “What products/dishes are you currently 
missing?”, 29 of 81 respondents indicated that healthy protein and nutrient-dense food 

products are missing. Therefore, the product range should be expanded, keeping 

healthiness and nutritional values in mind.  
 

Not only growing the product range is important, but more variety can also be achieved 

by regularly changing and updating the range of products. This takes time and research; 
thus, time and manpower need to be assigned to this task. “I am very loyal to my 

suppliers and it takes time and a lot of research before I find suppliers good enough to 
work with. If I cannot find the best supplier in the nearby area I will not serve a certain 

product” (Interview_2, 2022). This quote also recognizes the importance that 

suppliers/caterers that fit with the catering concept are selected. Finding new suppliers 
should be done in an active and personal manner. Building a strong network of suppliers 

provides the catering company with certain advantages when necessary. “… if you 
understand their product well, and also care for their product, then they will be way 

more willing to help. You create a sort of goodwill with that” (Interview_3, 2022). 

 
On the other hand, a broad product range can make catering operations too difficult. 

From the interviews it can be concluded that it is important to give the client enough 

choice, yet not too much. “… they do like the combination of choosing some products 
themselves whilst not spending too much time” (Interview_1, 2022). “At least you have 

to give the client the feeling that they have the choice” (Interview_4, 2022). 
Offering choices to the client in the product range can be done in simple ways. “… let 

them have the choice between apple juice and pear juice for example … It is kind of the 

same, same health, local, and cost aspect” (Interview_4, 2022). This ensures the 
enlargement of the product range whilst maintaining the scope of the catering concept.  
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3.5 Feedback/reviews 
 

Asking for reviews is a great way to increase a company’s visibility and get the concept 

across to visitors of the website and future clients. “I explain that that would help my 
company and that the algorithm of Google loves reviews. So that can really improve my 

visibility” (Interview_2, 2022). 
 

Regular feedback can be asked in various ways, such as through Google Reviews, on the 

website, or in person. The in-person feedback should not be forgotten and can also be 
asked in a fun way to motivate employees from all levels to give their opinion. “I am just 

saying something but feedback doesn’t have to be boring in my opinion” (Interview_3, 

2022). 
 

Asking for regular feedback and reviews will establish a steady relationship and trust 
between the caterer and the client. It will in the end improve the catering services as a 

whole, as areas of improvement are specified. “Not only so you can improve what you do 

but also to create a stable relationship and have personal contact with your client and 
employees working at the company” (Interview_3, 2022). 

 
 

3.6 Systemization & standardization 
 
Systemization and standardization eliminate certain manual processes. In App 1, it can 

be reviewed that FUC’s operations currently consist of many manual procedures. 

Furthermore, it can help smoothen the information flow between stakeholders, which 
helps to reduce mistakes and the spreading of misinformation as well as save time. 

 

A CRM system helps to centralize information, forms, and schedules that all catering 
employees have access to. “This shows all the information for catering jobs, combined 

with the planning and manual for that catering. All my employees have access to this so 
that reduces my manual announcements and information flow from before” 

(Interview_2, 2022). Within the CRM system it is also possible to review client feedback 

in a centralized manner. “And daily or weekly feedback they also give either through 
phone or email or through our own system” (Interview_1, 2022). 

 
A PMS system, such as the kitchen management system “Horeko”, helps to manage all 

processes within the kitchen and connects directly to the supplier’s assortment on the 

website. “In here we make recipes and this is directly connected to our suppliers so this 
includes the cost of sales, and contribution margin as well. It is also possible to make 

mise en place lists and production lists” (Interview_4, 2022). This does require a 
standardized menu or assortment. Without a set menu or assortment, manual labor is 

still needed.  
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3.7 SWOT Table 
 

The following SWOT table is constructed to visualize the opportunities and threats, 

identified in the literature review, and strengths and weaknesses, constructed from the 
problem definition and findings (Benzaghta et al., 2021). Table 2, provides an overview 

of which strategic business directions FUC’s proposition can be built (Ibid).  
 

Opportunities Strengths 

• Experiential catering 
• Awareness of environmental 

sustainability 

• Social impact 
• Increase in healthy food 

consumption 

• Supporting local businesses 
• Variety of caterers 

• One billing address whilst food is 

provided by many different 
caterers 

• Usage of sustainable local products 
Threats Weaknesses 

• Growing popularity of remote 

working 
• Inflation 

• Power of reviews 
• Competitive catering market, with 

low variation 

• Lack of awareness of concept 

• Lack of variety in products 
• Not enough focus on health and 

nutrition 
• Lack of online reviews 

Table 2: SWOT table 
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4. Conclusion 
 
 

The main research question of this thesis is: “What is the most appropriate corporate 

catering proposition that FU should promote in order to expand this core business?” 
Literature and interviews with competing lunch caterers and industry experts revealed 

that sustainability, healthiness, social impact, and providing a lunch experience are the 

main trends in the industry that must be implemented in a catering concept, with health 
and nutrition being the primary pillar. With 59,8% of employees of the current client 

being neutral to very dissatisfied with the daily lunch, there is room for improvement 
within FUC’s current catering proposition.  

 

Healthiness and Nutrition 
81 out of 123 employees of MVRDV are currently missing healthy and nutrient-dense 

food. The survey revealed that the employees want to be better informed about the 
healthiness and nutritional values, as the market research implied as well. This means 

that the product range needs to be shifted in a healthier direction, and initiatives to 

inform the client of health benefits should be implemented.  
 

Sustainability 
Being a small-scale caterer, having flexibility allows the proposition to go even more 

local and sustainable than the scale-up competitors. By increasing and updating FUC’s 

product range, local and sustainably sourced products can be exploited even further. 
With very few initiatives to raise awareness about the usage of local suppliers, FUC 

misses opportunities to better inform their clients and increase the overall satisfaction 

score. 
 

Social impact 
While the social impact is created in FUC’s proposition through supporting local small 

catering businesses, the client is insufficiently informed about the different caterers used 

for the daily lunch. With FUC being a small-scale caterer, the opportunities that the 
social impact trend brings along can be utilized more. Additionally, the social 

environment during lunchtime should be actively stimulated. FUC should provide an 
experience-centered daily lunch. An experiential catering concept is created by informing 

the client educationally and engagingly about the three abovementioned topics. 

 
Additionally, FUC desires to expand its business. Feedback and reviews are an important 

part of this growth. However, with currently one client, the possible reviews are limited. 

Therefore, a different approach to reviews should be initiated to create visibility and a 
trustworthy proposition. The interviews reveal that a CRM system or PMS can eliminate 

manual processes. This will streamline the organizational processes and cost 
management while considering the current inflation.  

 

Ultimately, the three aforementioned industry trends should be the main pillars of a 
starting catering concept. However, being able to practice what you preach is of utmost 

importance to utilize the flexibility of a small business and create a competitively 
interesting concept. Following industry trends simply for the image is not enough. This is 

a prerequisite for growth.   
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5. Solution Design 
 
The solution of this research has been developed for FUC to discover whether their 

current catering proposition fulfils market needs and demands, or improvements must 
be made. The solution design consists of 3 parts (see figure 10). The solution is based 

on all 4 forms of data collection discussed in all previous chapters: scientific research, 

desk research, stakeholder data, and practitioners from the F&B industry. In App. 8, a 
“Value Proposition Canvas” is provided to demonstrate what improvements were 

necessary in order to fulfil the job to be done of the client. 
 

 
Figure 10: Solution design (25 words) 

 
 

5.1 Most appropriate proposition 

 
The most appropriate catering proposition for FUC to promote, by responding to market 
demands and industry developments consists of the following four values: 

 
• Healthy food (key pillar) 

FUC has a huge responsibility to serve a balanced everyday lunch to the client. The client 

must be properly informed about the healthiness and nutritional benefits. 
• Locality 

A variety of local products in which the client is provided a choice. The client must be 
properly informed about the environmentally sustainable benefits. 

• Social impact 

The social impact should be integrated within the entire ecosystem of FUC. Social impact 
is made by setting goals, and working together with social enterprises enables the 

achievement of these goals.  

• Readiness for future growth 
FUC must be ready for future growth by standardizing and systemizing processes within 

the organization and management of catering. 
 

By following these steps, the client’s employees are presented with a reason to come to 

the office, and a corporate daily lunch organization will be successful in the current 
market.  
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5.2 Evaluation catering propositions 
By comparing the current (see chapter 1.1) and most appropriate catering proposition 

(see chapter 3.1) possible gaps within the concept/proposition can be identified.  

 

 
Figure 11: Comparison current and most appropriate proposition (27 words) 
 

All the values except for ‘future readiness’ are covered within the current proposition. 
This leaves the question: How come the client satisfaction scores are below par? 

 

The conducted survey answers this question. There is a lack of awareness concerning 
the catering concept that FUC provides, which discredits the catering concept. 

Additionally, industry developments (e.g. locality, healthy food, and social impact) can 

be exploited even more. Informing the client about these initiatives allows the them to 
have a meaningful lunch experience. This supports the experiential catering trend. 

Following this, the researcher has provided an improvement guide (chapter 5.3) to help 
FUC improve its current catering proposition. It will allow FUC to “walk the talk”. 
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5.3 Walk the Talk – Improvement Guide 
 

The researcher created the following improvement guide called "Walk the Talk" to 

thoroughly explain the value of the proposed improvements in a practical manner. The 
six improvements are ranked in the urgency of implementation. The what, why, how, 

and who step is carefully covered in each of the proposed improvements.  
 

5.3.1 Increase the product range 
 

What 

The previous research has proven the importance of growing the product range of FUC 
and providing the client with a choice in this product range. The client must be able to 

see the product assortment on the website. Therefore, the changes made within this 
assortment must be visible on the website. This can achieve personalization of the 

catering product. 

 
Figure 12: example of different products from which the client can make one or multiple 

choices. (43 words) 
 

Why 
This will increase the variety of products in FUC, which the client desires as can be seen 

in the survey responses. It will also enable FUC to exploit the developments within the 

industry even further. For example, the locality of the product range offered can go even 
more local, and the healthiness of the products even more healthy. This can set FUC 

further apart from similar lunch catering competition. Additionally, it will increase the 
overall satisfaction score of the client, as FUC can make sure the client feels heard and 

their wishes are taken into consideration.  

 
How 

The product range should be updated throughout the year. This is done by extensive 
research on new products or new suppliers in the market that can either add value to 

the product assortment or can replace certain products. This should be done through 

online research, by utilizing the existing supplier network and the network of people/food 
providers within FU. Creating personal relationships with suppliers is required, thus 

community management between FU and key stakeholders is necessary. Setting up 

criteria or minimum requirements to evaluate whether products live up to FUC’s 
proposition and expectations can help with exploring new products. These will enable 

consistency within the product range controlled to quality standards (Barry et al., 2015). 
Setting minimum requirements however also means that these requirements should 
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apply to the caterers providing dishes for the daily lunch too. By doing this, the concept 
and values of FUC’s proposition are secured and strongly implemented in the 

products/dishes served.  
 

 

 
 

 

 
 

 
 

 

 
Figure 13: example minimum requirements product (38 words) 

 
Who 

The catering manager is responsible for updating and researching new products and 

suppliers. The catering manager is also in charge of community management to 
adequately increase the product range, which should become a new process within daily 

operations. 
 

 

5.3.2 Improve social impact 
 

What 
FUC helps the small-scale caterers that rent a shared kitchen space or dark kitchen to 

obtain an additional revenue stream, which is beneficial for starting businesses (Food 

Union, 2022a). Nonetheless, the current proposition only addresses the social impact 
made on the FU community, while this can be extended throughout the entire 

organizational ecosystem. 
 

Why 

Having a greater social impact positively influences FUC’s brand reputation. As 
organizations nowadays consider social impact a significant factor of engagement with 

other companies, it can strengthen the corporate network. 
 

How 

Social impact can be achieved by choosing certain suppliers (see Figure 14). 
Furthermore, by means of setting goals that correspond to UNSDG’s the social impact is 

aligned with recognized social developments. When the right goals are decided upon, 
FUC can work together with national social agencies that are found in the direct network 

or for example “Sociale Kaart Nederland” to actualize the social impact (Sociale Kaart, 

2022).  
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Figure 14: Example of creating social impact in product range corresponding to figure 1 

(6 words) 
 

 

Social objectives UNSDG  
(review in figure 2) 

Collaboration social 
agency 

Creation of employment of people 
with a distance to the labor 
market. 

Goal 8 Agencies such as 
“Particibaan” and “Inclusief 

Groep”. 

Support people in poverty, by 
giving away left-over 
meals/products. 

Goal 2 “Stichting Voedselbank 
Rotterdam” 

Become a sponsor of “Voedseltuin 
Rotterdam”, located next to FU. 

Goal 12 “Voedseltuin Rotterdam” 

Table 3: Examples of social objectives for FUC 
 

Who 
The owners and management of FUC should work together on finding the right goals, 

suppliers, and social agencies. What goals FUC wants to focus on must lay close to their 

hearts and cannot just be initiated to increase popularity, as this improvement requires 
research and close monitoring.  

 

 

5.3.3 Implement quarterly themes 
 

What 

To better inform the client of the concept behind the lunch, the researcher proposes that 
FUC works with quarterly themes. The theme will always be leading in the information 

flow of: 

• Healthiness and nutritional value of the products/dishes 
• Different caterers used 

• Locality of the products 
During the themes, flyers and newsletters are spread to raise awareness of both the 

theme and the above-mentioned information. 

 



 
 

 
 

 

 
 

 

 
 

 
 

 

 
 

 
 

 

 
 

 
 

 

 
 

 

 
 

 
 

 

 
 

 
 

 

Figure 15: Example of flyers with nutritional value explanation and caterer information (175 words)

•  QUA RT ERL Y L UN CH  T H EM E CA T ERERS  •

BRAIN HEALTH

NORI - Japanese Wellness Food -
 

With authentic Japanese catering

and bento boxes, the brain health

theme is the perfect match.

Healthy, clean and local food is

what they do best.

Fresh Table Catering
 

As a social and sustainable

caterer, Yasmina from Fresh Table

looks after the society and planet.

With fresh vegetables from own

garden the nutritional value of the

dishes are exceptional

•  QUA RT ERL Y L UN CH  T H EM E  •

KALE

BRAIN HEALTH

Super versatile and rich in

Vitamin K

BERRIES
The natural p igment in berries

helps to slow down congnit ive

decline

SPINACHE

Choline, found in eggs, reduces

inflammation and promotes brain

funtion

Coffee from our supplier

"shokunin coffee" will be served

to improve mental function 

Contain lots of protein and

healthy fats to improve memory

The lunch theme of this quarter  is: brain health! Brain health is essential for physical

and mental health, social well-being, productivity, and creativity. The upcoming two

months Food Union Catering will provide you different food/dishes that will support

the daily activities in the office. You will taste the following delicious local ingredients:

COFFEE NUTS

EGGS

Packed with nutrients, sp inache helps

to slow down cognit ive decline



Why 
The survey revealed that the client is currently not well-aware of the abovementioned 

topics, but would like to be informed better (see chapter 3). By means of themes, FU 
can inform the client a fun manner. It will stimulate conversations and the social setting 

during lunchtime. Consequently, a more fun lunch experience is created, which links 

back to the experiential catering trend identified in chapter 2.2.1. 
 

How 

1. Check with the client if they would be open for quarterly themes. Explain the 
added value and benefits for the client. 

2. Every half year, themes will be created for the next six months.  
3. Then, the newsletter is sent by email. 

4. Inform the caterers of the theme, in case they would like to contribute to the 

theme and prepare some special meals. This can motivate the caterers to be 
creative with the theme. 

5. Design flyer. 
6. Distribute the flyers at the client’s office until the catering manager observes the 

theme is clear to all employees. This requires close monitoring. 

 
Who 

The catering manager decides upon a theme, creates flyers and newsletters, and is 
responsible for the distribution. The owners of FUC carefully check all steps. 

 

5.3.4 Update the website 
 

What 
To realize the first 3 steps of the improvement guide, the website must be updated. The 

healthy and nutritional lunch value to the catering concept should have a predominant 

role. The product range must be clear and visible on a separate page on the website. 
FUC's social impact should be visible by providing information on collaborations with 

social agencies. Furthermore, the researcher advises to include a case study on the 
website. 

 

Why 
By having a transparent website, the number of misunderstandings is reduced later on. 

By putting all information onto the website, a straightforward information flow is 
achieved, and the catering proposition is clear in one visit to the website. Case studies 

are a fantastic means to educate website visitors looking to obtain additional information 

and proof of the company’s value-creation (Mandelbaum, 2020). This helps to create a 
trusted brand (Ibid). 

 
How & who 

A case study is made by the catering manager and checked by the owners of FU. The 

external marketing manager will ensure that the case study as well as the product 
assortment and social impact collaborations are uploaded onto the website.  

 

5.3.5 Ask for reviews 
 
What 

FUC can currently ask for feedback from one current client. Therefore, the researcher 

proposes to request reviews from the group of caterers who provide FUC with lunch 
dishes. 

 

Why 
The interviews and literature revealed that reviews are crucial in gaining online visibility 

and proving the validity of a business. This will help to find possible future clients. 
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How & who 
The catering manager will ask for the reviews in-person to explain the value to FUC and 

indirectly to the caterers. The reviews are required to be written on Google Review. The 
external marketing manager will upload some of the reviews on the website to increase 

the trustworthiness of FUC. 

 

5.3.6 Systemization and standardization 
 
What 

The researcher advises FUC to implement a customer relationship management (CRM) 
system. The system will be accessible to both the caterers and the client. On “CRM 

Wijzer” an appropriate CRM system for a small organization can be found and tested 

(CRM Wijzer, 2022).  
 

Why 

A CRM system ensures FUC’s readiness for growth. It will enable automatic information 
distribution about catering, planning, etc. It will also provide customized sales reports 

that can be used to calculate cost increases compared to the current inflation. 
Furthermore, the client can submit feedback within this system. Even though the main 

flowchart is still applicable (see figure 1), it reduces the overall manual processes 

significantly (see App 8). 
 

How & who 
The owners of FUC should find the best CRM system for catering operations. Increase in 

cost and increase in management and administration effectiveness should be evaluated. 

When installed, the data must be transferred to the system, and the catering manager 
should be trained to adequately use the system. 
 

5.5 Solution checklist 

 
The solution was presented to owners and the new catering manager (see App. 

10, and chapter 5), and appraised as interesting and decisions were supported.  

 
The value of the solution is recognized by the owners and catering manager of FU 

to increase the satisfaction of the (future) client and help with the future 

readiness of the proposition. 

 
The economic feasibility of all improvement steps apart from implementing a CRM 

system is recognized. It will help improve and grow FUC. The CRM system is 

acknowledged to be economically feasible in the future. 
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All steps can be implemented with the current FUC team, provided that enough 
labour and time can be assigned to research and new processes.  
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6. Evaluation Plan 
 
 

The evaluation plan, see table 4, has been constructed for FUC following the 

improvement guide steps. It will help to see if the goals are achieved and if the 
improvement guide has been effective. 

 

Improvement guide step Evaluation  KPI’s 

1. Increase the product 

range 
 

• Measure the number of added 

products. 
• Measure the number of new 

suppliers 

• Benchmark this to leading 
catering organizations in the 

industry. The number of 
products offered should be 

similar. 

• Customer 

satisfaction score  
• Revenue by 

product 

• Customer 
complaints 

2. Improve social impact 
 

• Evaluate whether the goals 
corresponding to UNSDG goals 

are implemented. 
• If yes, measure successes 

within goals.  

• Evaluate whether alliances with 
social organizations are made. 

• Ask in biannual evaluation with 

client if they are aware of the 
social impact. 

N/A 

3. Implement quarterly 
themes 

 

• Assess if every quarter a new 
theme is implemented. Plan an 

evaluation meeting after every 

theme with office manager and 
kitchen staff of the client.  

• Customer 
satisfaction score  

• Customer 

complaints 

4. Update website 
 

• Assess if the website is updated 
according to the steps of the 

improvement guide by means of 

weekly meetings of FUC with 
external marketing manager 

• A time-frame for completion of 

the website update must be set.  

• Cost per lead 
• New customers 

• Link clicks  

5. Reviews 

 

• The number of replies on the 

review request is measured. 
• The number of reviews is 

assessed (no. is currently zero). 

• New customers 

• Complaints 
 

6. Systemization and 
standardization 

 

• Compare the number of manual 
processes after implementation 

of the CRM system. 
• Time efficiency in the practical 

information-flow can be 

evaluated.   

• IT costs vs 
revenue 

• Employee 
satisfaction 

Table 4: Evaluation plan 

 

Next to the evaluation in table 3, the survey that has been sent in this research (see 
App. 4) must be sent to the client again and the scores/answers should be compared. 

This will assess the change in the client’s satisfaction score and awareness.  
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7. Stakeholders & Dissemination 
 
 

 
Figure 16: Stakeholder matrix (9 words) 

 
Dissemination aims to share research and findings with key stakeholders (Coe et al., 

2021). As can be seen in Figure 16, FU, the suppliers and the research participants have 

the highest power and interest, as the client is concerned with the implementation of the 
improvement guide and not the research itself. Therefore, the following three 

dissemination moments were executed: 
 

Dissemination 

method 

Explanation Feedback 

Present the research 

to the FU owners and 
new catering 

manager 

With a clear PowerPoint (see 

App. 10) the research was 
presented. This ensured that 

the owners will later have the 

time to thoroughly read the 
thesis, whilst being informed of 

the main findings and 
conclusions earlier on. 

“Great and interesting to see 

what you have been working 
on… smart decision to provide 

us with an improvement guide 

to exploit the trends even more 
since the propositions are 

actually so similar … We can’t 
wait to read the entire thesis!” 

Share an infographic 

with caterers 
participating in the 

FUC   

The infographic (see App. 11) 

consists of the industry 
developments identified in this 

research. Because they 

operate in the same industry, 
the infographic can contain 

valuable information. 

“Thank you”, “I like the trends”, 

“Interesting to read”. 

Share an infographic 

with interview 

participants 
 

 

The infographic (see App. 12) 

consists of the research 

findings. This can be 
informative, as they might be 

interested to see what 
conclusions are drawn.  

“Looks great, thank you for 

sharing”, “Great work”, “Some 

very valuable tips”, “I recognize 
a lot from what we talked 

about”, “Maybe you can put the 
main message from each topic 

in bold?” 
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8. Academic Reflection 
 
 

The research was built upon the created problem definition. As FU recently started the 

corporate lunch catering services, FU wanted to know if the current catering proposition 
responded to the market demand and needs, and industry developments. Through this 

research the industry was analyzed, the client demands and needs were identified, and 

the strengths and weaknesses of FUC were recognized.  
 

To conduct market research, the analysis and diagnosis step was crucial. Since some 
information concerning industry developments was not available in terms of academic 

peer-reviewed literature, the researcher also collected evidence from experts in the field 

of the trend. The market research was limited by the researcher to the F&B industry. 
Looking at different industries may have created new insights in terms of industry 

trends. The literature review was concluded in opportunities and threats which are 
concluded together with the strengths and weaknesses identified in survey and interview 

responses. 

 
Both quantitative and qualitative data was collected, by conducting a survey and 

interviews in the methodology. Although almost every employee in all layers of MVRDV 
Architects filled in the survey, the researcher had difficulties finding enough competing 

daily lunch caterers in Rotterdam willing to talk about their catering concept. Considering 

the time frame, the researcher resorted to industry experts as well. Nonetheless, 
conducting more interviews would have made the results more reliable.  

 

The solution design connects well with the research conducted. However, no entirely 
new proposition could be formed, as the current and most appropriate proposition were 

similar. Nonetheless, the researcher identified six steps to improve the current 
proposition and exploit the industry needs even more. A financial analysis of FUC and 

the improvement guide would have proven the financial feasibility in more detail.  

 
An evaluation plan evaluates if the improvements are validated. The researcher 

proposed separate evaluation steps per improvement, as these cannot be evaluated as a 
whole. FUC consisting of a small team and resources, the likelihood of implementation of 

all improvements simultaneously was judged as low by the researcher.  
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9. Implications for future research 
 
 

The research responds well to the main research question. However, the problem 

definition relies heavily on FUC’s current activities and processes. Taking a broader 
perspective in constructing sub-research questions can provide new insights. Thus, not 

focussing the sub-research questions on FUC specifically, but on the industry and market 

as a whole.  
 

Furthermore, the literature review was solely focused on the F&B industry. It can be 
interesting for future research to look at different industries, e.g. the retail industry or 

the tourism industry, to obtain a broader perspective on industry developments that can 

be worth exploring.  
 

It may also be interesting for future research to broaden the sample population of the 
survey to not only the current client but also to employees in organizations with daily 

lunch catering. Because the client already knows what lunch FUC provides and who FUC 

is, biased answers may have occurred. By including employees from different 
companies, analyzation of market demands and needs will become more complete and 

therefore more valid.  
 

Additionally, the SWOT table and conclusion are a start for competition analysis. Due to 

a lack of competitive interview participants and the participants not wanting to share 
private information, competition analysis is not completed. Therefore, future research 

can interview more competing organizations to complete a competition analysis. 

Examples of competing organizations are: “Hutten”, “Vermaat” and “WeCanteen”. It will 
provide more knowledge about the marketplace in which FUC operates. Moreover, it will 

answer questions e.g. What is the current and future competitive position of FUC? What 
benchmarks can be identified in the market? 

 

Lastly, industry developments and market demand and needs are ever-changing and 
evolving. Future research is advised to evaluate if the proposition of FUC is still 

applicable or if a different strategic route should be questioned. 
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Appendices 
 
 

Appendix 1: Extensive flowchart before 
 

Manual processes are made orange 

 
Appendix 2: PLO 6 and 10 explanation 
 

 

Appendix 3: Interview questions 
 

The following interview questions are formulated in a general sense. It will differ per 

catering company. The semi-structured interview style will leave room to ask questions 
that are more in-depth about certain topics of interest which most likely will differ per 

catering company. It will enable the researcher to discover the strengths and 
weaknesses of competing catering firms.  
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1. What is the vision and mission of your catering business? 
 

2. What does your catering organization provide? 
 

3. What type of clients do you target? 

 
4. How do you find and pick your suppliers? 

 

5. How do you make sure they are aware of your vision and mission/USP’s? As this 
can be difficult when catering to 100+ people. 

 
6. What are market developments that you are experiencing? Or give examples of 

the market developments the researcher indicated. 

 
7. How do you respond to these market developments? 

 
8. How have you standardized/systemized your catering business/processes? 

 

9. How do you receive feedback from clients? 
 

10. Are reviews important to you? Why yes or no? 
 

11. How do you then implement feedback from clients? 

 
12. What are plans you want the implement into the catering organization in the 

future? 

 
13. Are you planning to expand? 

 
14. If Yes: How are you planning to expand your business? 

If No: Why are you not planning to expand? 

 
 

Appendix 4: Survey questions 
 

The survey questions are based on a previous pol about the FUC lunch send out to the 
employees of MVRDV. Additional questions are formulated after creation of the literature 

review to respond to market developments. Question 4 was added on request of the 

researcher’s commissioner and internship boss, however this question is not relevant for 
this thesis, and is therefore disregarded in the analysis. 

 
• Are you satisfied with the quality of the daily lunch? 

o Likert scale answer 

 
• Are you satisfied with variety of dishes and products? 

o Likert scale answer 

 
• How do you feel about the healthiness and nutritional value of the lunch? 

o Likert scale 
 

• How do you feel about the portion size served?  

o Likert scale  
 

• Would you like to be informed better about the healthiness and nutritional values 
of the lunch? 

o Yes/No answer 
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• To what extent are you aware about the caterers that prepare the lunch? 

• Likert scale answer 
 

• To what extent are you aware about the local suppliers used for the lunch? 

• Likert scale answer 
 

• What products/dishes do you currently miss? 

• Open answer 
 

• What would you like to see improved? 
• Open answer 

 

Appendix 5: Upload proof research archives 

 

 
 

Appendix 6: Interview transcripts 
 

Name: Interview_1 

Company: De Buurtboer 
Date: 12-10-2022 

Location: MS Teams 
Duration: 25:00 

 

(Introduction) 
 

Oda (O): Regarding the following question about What the vision and mission of your 
catering business is I think I could find a great description on your website. However, 

would you like to add anything to this in particular? 



 LYCar Company Project | Hotelschool The Hague   Oda Dallinga | 781585 

 

 78 

 
Constantijn (C): I think everything should be clear on the website indeed 

 
O: All right. I could of course also find most of your services on the website, although I 

did have some other more specific questions about this. To start, are all the boxes and 

products, for example the soup, packaged separately per person or how should I see 
this? 

 

C: Our concept is really that we deliver all local products in a wooden box, so not 
person, however of course it is suitable for the amount of people attending the lunch. 

Therefore, the idea is also that the company eats lunch together at a table filled with 
local products. 

 

O: That is really nice, so everyone can pick what they love and feel like that day. 
 

C: Yes exactly, this makes the lunch a social event with colleagues where people can 
really relax. 

 

O: And do you have an estimate of the cost per person. I can imagine that it might vary 
a lot, but maybe you have an indication. 

 
C: On average the cost is around €5 per person. 

 

O: All right clear thank you. And what are your target markets. Are they mostly smaller 
businesses? You just told me that “de Buurtboer” did the lunch catering for MVRDV 

before, so that is a quite large company. 

 
C: Yeah, that is true. But we aim for in between 20-100 employees.  

 
O: All right so in between 20-100 lunches per day. And how do you target these groups? 

I understand if you are not willing to answer this question of course. 

 
C: What I can say is that findability on Google is incredibly important. Besides building a 

network of clients that will refer us to new companies is also something we can rely on. 
However, our marketing strategy I will hold within our company. 

 

O: I completely understand, then I will move on to the next question regarding the 
suppliers. Everything is artisanal, local, and biological I read on the website. 

 

C: Yes indeed. 
 

O: Very good, and do the suppliers and range of products change often? 
 

C: Yes, that changes a lot actually. I would say around every quarter year we have 

many new suppliers and some will drop out.  
 

O: All right, and do you have employees within the company that take care of this job 
regarding finding new nice suppliers and products? 

 

C: Yes definitely. 
 

O: Another question about the product range; Do you only have soups that must be 

prepared before or also for example pre-constructed sandwiches etc? 
 

C: No, we don’t deliver pre-made sandwiches. We serve bread, spreads etc separately. 
 

O: Okay that is clear. Now I am wondering who makes the soups?  
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C: Those are a part of our supplier team, so we buy the soups from our suppliers. 

 
O: All right that is totally clear. And you make sure that your suppliers on their turn 

again make use of local sustainable products? 

 
C: Yes definitely, that is a very important but difficult step. This takes time and a lot of 

research. 

 
O: All right, and how do you ensure that your vision comes through to the people and 

clients? How do you ensure that the clients are aware of the local heritage of the 
products and suppliers? 

 

C: Yeah good question. For starters a good website. Then we also send lots of 
newsletters in which we keep our clients and people well informed about what is going 

on and about the new products. And within our company it just comes through within 
everything we do. 

 

O: Yeah exactly, I also saw that your clients have made videos about the lunch that “de 
Buurtboer” serves and how the topics of a healthy lunch, sustainability and local 

products are very important to them.  
 

C: Yes definitely, this makes them a great fit for us. We aim to cater these types of 

companies, with the same values as we have.  
 

O: All right, then we can move on to a broader topic. I was wondering what changes or 

developments you see in the catering or F&B industry? 
 

C: Well we still see a lot of vegetarian and vegan. But what we see most now is the 
incredible increase in costs. 

 

O: Yes exactly, that was something I also wanted to ask a question about. What were 
the consequences for you regarding the increasing costs? 

 
C: Yeah, well we try to be creative and to still construct the best possible product range. 

But sometimes we have no other choice then to raise our prices as well. 

 
O: Yes, totally understandable. Do you see any other trends at the moment? 

 

C: Let me think… For sure also what we do, providing mostly local products.  By doing 
this you support local and sustainable entrepreneurs. 

 
O: Allright, so with the local products you also create societal impact? 

 

C: Yes exactly, with the local products we make both environmental and societal impact.  
 

O: Great to hear! How many clients do you have? 
 

C: I also would like to keep this within “de Buurtboer”. I am sorry you have great 

questions but I am not going to share in detail about how we operate. 
 

O: I totally understand! Maybe I can ask it in this way. You are a well-established 

organization so I can imagine you are totally systemized and standardized. Do you use 
scheduling systems for example for the logistical matters of the company? 
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C: Yeah, let me think. This is definitely standardized. It was a big process that we have 
set up over the years and now it works practically automatically. We all do this by means 

of a crm system where all aspects of the organization are combined and centralized.  
 

O: Yeah all right, thank you! I would love to move on more toward the topic of clients. I 

saw many clients leave a review on the website, do you ask this? 
 

C: Yes, we ask this indeed. And daily or weekly feedback they also give either through 

phone or email or through our own system.  
 

O: All right, reviews are incredibly important so it is great to see so many positive 
reviews! My next question was regarding your future plans for the company also in 

terms of expansion. 

 
C: Yeah of course we want to expand, but again the information regarding this process is 

too confidential haha. 
 

O: I figured haha. No problem at all. I did have one last question for you that I did not 

send you beforehand. I was wondering if you see that your clients like the fact that they 
can choose their own products? 

 
C: At “de Buurtboer” we do make a product range for a client, so they never completely 

choose their own menu for the week let’s say. So, to change your question around a bit 

they like it that they do not have to choose everything. However, they do like the 
combination of choosing some products themselves whilst not spending too much time. 

 

O: I understand what you mean. They never choose the entire product range themselves 
but can choose some products here and there.  

 
C: Yes exactly. 

 

 
O: All right. Everything has been very clear. These were all the questions I wanted to 

ask you. Thank you so much for your time and cooperation! 
 

C: No problem at all. I hope I have been of some help for your thesis and I hope to 

maybe see you in the future! We have lots of people from Hotelschool working here. 
 

O: Thank you so much, have a great day! 

 
 

Name: Interview_2 
Company: Smaak van de Waard 

Date: 16-11-2022 

Location: In person at Food Union 
Duration: 32:00 

 
(Introduction) 

 

Oda (O): I thoroughly looked at your website, and it is pretty clear what you are doing 
with Smaak van de Waard catering, however I was wondering if you could explain to me 

in short, the vision and mission? 

 
Esther (E): Of course, it is my mission to achieve a more sustainable food chain by 

means of my catering. But also, by means of cook books, lectures, and workshops. So, I 
try to inspire people by telling about this topic, but in my catering, I really showcase this 

myself. 
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O: That’s great, so you inspire but also practically achieve your vision. And what kind of 

services do you deliver during a lunch catering? 
 

E: The services we deliver to a company lunch consist of the “Smaak van de Waard 

lunch”. It consists of 5 different elements. Bread with different spreads, soup, salad, 
something sweet and a smoothie. 

 

O: All right, and does the client have anything to choose from or to insinuate their 
preference? 

 
E: Only the dietary requirements actually, but we cook without any menus. So therefore, 

the client cannot choose what type of salad or cheese they would like. Although I have 

noticed in the industry that clients of course love to be heard. So, if you can make them 
have a choice that would be a good option. This just doesn’t fit in my catering because I 

don’t and cannot work with a menu. 
 

O: All right, that is clear. And what about the price. Is this a set price? 

 
E: Yes, this is always a set price, €19,50 per person. So, this is really a lunch catering 

price when you compare it to a daily corporate lunch catering. Those prices would be 
way lower of course. 

 

O: Yes, I understand, that is a completely different branch. Do you have a target 
market? 

 

E: Yes definitely, preferably companies in Rotterdam that are actively trying to positively 
influence the environmental footprint of their company. Those are the clients that really 

fit well with my company. Now I do have to say that almost every company nowadays is 
busy with being sustainable and so on, however the companies that have this ideal 

ingrained in every part of their company are the best fit for me. I see that some 

companies when push comes to shove that they do have some problems with for 
example not being able to choose their own menu etc. 

 
O: Yes, I understand the difference. I know you work a lot with waste streams so 

therefore it is very hard to indicate a significant time beforehand what you will be 

making. 
 

E: Yes, exactly. And what we try to do is making sustainable and local food available for 

everyone, so not just for the elite. But this means that for example we cannot invest 
every year in a completely new set of soup bowls. Therefore, they are all a bit different 

but in the same color scheme. 
 

O: All right, so you reduce waste and big investments to make your local and sustainable 

catering available and affordable for everyone. 
 

E: Yes, exactly. Some clients find this a bit weird. But then I know they are not the right 
fit. 

 

O: All right, and what can you tell me about the actual lunch catering on site? 
 

E: Well, we like to create a full experience for the client with the values we have as an 

organization. We want to create a nice social setting with food as main focus point.  
 

O: Do you find your clients or do they find you? Or both? 
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E: Both, I am very easy to find on google. Mainly on words like local products and 
sustainability. And also, I have a really big network with many companies and people 

that know if you want a local and sustainable catering that you need us. 
 

O: I understand. And in the beginning when you were not as big as you are now, how 

did you find your clients? 
 

E: Back then I was searching more actively myself for clients, addressing them myself. 

And I was not easy to find on google. I have used the Corona lockdown period to make 
myself more easy to find on the Internet. This has done a great deal for my company. 

 
O: All right, that sounds great. Then I have a question about your suppliers. I know that 

you work a lot with for example “Clark fermentation”. Do you have many set suppliers or 

do these change a lot? 
 

E: Yes, exactly I work with them a lot. I am very loyal to my suppliers and it takes time 
and a lot of research before I find suppliers good enough to work with. If I cannot find 

the best supplier in the nearby area I will not serve a certain product.  

 
O: And do you find more and more new suppliers? 

 
E: Yes, I do add more suppliers, so my product range becomes bigger and bigger. 

Sometimes a supplier is removed also, because for example the volume they produce is 

not big enough for me. 
 

O: Allright, that is very clear. We talked about this a bit before the interview already, but 

how do you make sure that your vision and mission is clear to your clients. Also the 
products you use and how you work for example. 

 
E: This is a very important point. I have good contact with the client, however if then 

150 people are eating the lunch this means that you need to tell your story in a different 

way in order to inform everyone.  
 

O: And how do you do this? 
 

E: By means of flyers or information cards with our vision and why. With also some key 

figures, and quotes. It needs to be easy and clear to read. Also, for the people who want 
to know more, there is a QR code with the products and suppliers and extra information. 

 

O: Very interesting. What developments do you see in the industry nowadays? 
 

E: Well there are increasingly more caterers who focus on sustainability, social impact 
etc. However often I find this a bit of a front. 

 

O: What do you mean by this? 
 

E: For example, there is a restaurant called the “Polderkeuken” in my area. That all 
sounds very promising, however when I went to eat there they have no idea where their 

meat comes from. Also, none of my suppliers supply them, which is quite strange, as 

they should overlap. They have all this information on their website for example about  
local products, and sustainability, however they really create a false image to attract 

more customers or to look “good”. 

 
O: I understand, so it is more of an image for some companies. 

 
E: Exactly, however I do need to say that it is a good thing that at least many 

companies try to strive towards using more local ingredients. 10 years ago I really had 
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to explain to people that local sustainable food can also be very tasty. So, this is a good 
development.  

 
O: Yes exactly, nowadays it is also trendier to eat local. 

 

E: Yes, for sure! 
 

O: Do you see any other trends currently? 

 
E: Hmm, I have to think… For sure many corporate people desire to eat healthy, and 

something that keeps them going all day. For example, what Nori is doing for the lunch 
at “het Keilepand” is definitely super healthy and people are loving it. Now I do have to 

say that the lunch before was quite the opposite of healthy haha… 

 
O: Great addition, at “het Keilepand” this is really noticeable indeed. 

 
O: Let’s move on to the next topic, over the years your company grew a lot, how were 

you able to standardize and systemize your processes? 

 
E: Haha well this was quite the process. When you left the Food Union a few months 

back almost none of it was standardized. Now I have hired a professional who is helping 
me to standardize the more practical processes. These contain, most information flows 

to my employees, such as what has to be cooked for when, combined with the planning.  

 
O: That sounds good, because if everything has to go through you, that basically means 

you have to be everywhere. 

 
E: Exactly and that is what broke me at a certain point as it was all just too much work 

for me. Also, we have implemented a CRM system, which I can show you later. This 
shows all the information for catering jobs, combined with the planning and manual for 

that catering. All my employees have access to this so that reduces my manual 

announcements and information flow from before. 
 

O: All right, that sounds amazing! I would also like to address the topic of reviews. You 
have a great amount of good reviews on Google. How did you achieve this? 

 

E: I always ask for feedback from my client after a catering. If they were extremely 
satisfied I ask them if they would please leave a review on Google. Of course, I explain 

that that would help my company and that the algorithm of Google loves reviews. So 

that can really improve my visibility. Most clients are willing to do this, and sometimes 
also without me having to ask. 

 
O: Perfect, and what about reviews on your website? 

 

E: On every page on the website we have put a good google review. But this we have to 
put on the website manually. We really appreciate all the feedback by the way. And if 

something in the end ends up to be not clear about for example our concept. Than that 
is valuable information and we make sure that this information is very clear from the 

start of the contact with the client.  

 
O: That is very clear. Do you have plans for the future? 

 

E: I want to double my revenue stream from this year, but I think when I achieve this 
that this will be enough. I believe then I have created a catering company where I am 

not “needed” anymore,  
 

O: All right so that you can focus more on giving lectures and workshops? 
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E: Yes exactly, I want to be busier with inspiring people. 

 
O: That sounds amazing, I cannot wait to see what else you will be doing to inspire. I 

think this is a good note to end on. Thank you so much for your time and your answers. 

This has all been of great help for my thesis 
 

E: No problem at all, it was nice to be of help. I hope to see you soon here at Food Union 

again. 
 

 
Name: Interview_3 

Occupation: Chef 

Date: 17-11-2022 
Location: MS Teams 

Duration: 28:00 
 

(Introduction) 

 
Oda (O): Can you tell me a little bit about yourself and your accomplishments in the 

industry? 
 

Jannie (J): Of course, well for starters I have owned a restaurant in Delft for a long time 

called L’orage. Besides that, I was Lady chef of the year, and I have done many many 
catering jobs. The only place where I have done specifically lunch catering on a daily 

basis was at DOB-acadamy where I was your chef  

 
O: Yes definitely. Every day we had to prepare 4 different items/dishes at DOB-acamy if 

I remember correctly. 
 

J: Yes that is true. So what I think is very important in the future for a catering concept 

is the health aspect. 
 

O: Allright and why is that? 
 

J: Well because I think many people underestimate this topic. If you provide a corporate 

lunch catering you are responsible for a big part for what people eat. So, you should 
really feel and take this responsibility as well. If you can make a healthy lunch concept 

on which the employees can work longer and not become hungry after an hour again 

that would be really great. It should give employees the energy they need. 
 

O: I totally understand. In the end you provide them with dishes every day so you have 
quite a lot of influence on the health and energy level at the office. 

 

J: Yes exactly. You have a lot more influence than you think. Less meat, more legumes 
and vegetables are really what you should be looking at. And of course, you have to 

make it super tasty. 
 

O: That is very clear, and you think there is a demand for this? 

 
J: Yes, I know there is. I see this a lot around me. The need for healthy food is 

something that is definitely changing the the lunch catering food market. I just started 

this topic and actually I don’t know if this is something you wanted to know. 
 

O: It is exactly what I want to know, thank you Jannie. I was going to dive into what you 
see as developments in the industry so this aligns with that perfectly! What services 

belong to a daily lunch catering? 
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J: Well back in the day it was more about sandwiches and maybe some salads that were 

served from a sort of buffet. At a certain moment in time I noticed that there was a lot 
of disquiet and agitation due to people standing up the whole time. Then I decided to put 

the food on the table and basically create a sharing lunch. Every day, we would prepare 

4 items; salad, vegetable dish, a more filling dish with legumes or noodles, and a little 
bite such as a spring roll or bruschetta etc.  

 

O: So, you completely stepped away from the bread?  
 

J: Yes, only if it really belonged to a dish we would serve bread.  
 

O: All right, and what did the shared dining concept change? 

 
J: There were more conversations, and people really took advantage of their breaks. It 

was no longer a necessity to eat something but something the employees looked forward 
to. This is a healthier way of having lunch. 

 

O: I understand, so they all of a sudden had a real break from their work with 
conversation instead of a quick bite. So, the social impact on the work floor was 

noticeable. 
 

J: Yes, definitely.  

 
O: And do you see any other developments in the industry other than the health aspect? 

 

J: Well I do see many box deliveries all of a sudden. That companies can obtain a 
prescription to a fruit box or something. So, I do believe that there is a big demand for 

that. It is easy for both the supplier as well as the office, but can create great profit and 
stimulate healthy eating. 

 

O: Yes that is true, I see that a lot too. I have interviewed a catering company as well 
who delivers the daily lunch in a box. In these boxes the client in most cases has a 

choice of the products range they want to receive. Do you think this choice is important? 
 

J: I think so yes, I think people always love to have a choice and by doing this the 

number of happy clients, if you have multiple, is likely to be higher. Every office is 
different and the dietary needs and wants too. 

 

O: That is a strong point, thank you! 
 

J: And of course you see many companies that are aiming to become more circular and 
sustainable and thinking more about the future. So, I think a catering concept should 

follow all these developments. You also see a lot of social initiatives, for example helping 

the refugees by providing them with jobs. However, I do think it depends a little bit on 
the company you provide the catering for. For example at DOB academy we were way 

more concerned with the environmental sustainability, as that was such a big part of 
their daily job. 

 

O: Yes exactly, then your catering proposal will align with the recent developments. And 
what can you say about the budget in the corporate daily lunch catering and the 

inflation? 

 
J: What is the budget at Food Union’s catering if I may ask? 

 
O: €5 per person 

 



 LYCar Company Project | Hotelschool The Hague   Oda Dallinga | 781585 

 

 86 

J: All right, well at DOB-acadamy we would cook for €5 as well, sometimes even less. 
However now you see such an increase in prices, even when I’m doing my own groceries 

I notice a significant increase. So therefore, the budget should grow with this inflation 
too. However, the budget for a daily lunch catering overall is not enormous, also 

because the employees have to pay for this as well (or pay a part). 

 
O: I understand, so that means that creativity with cooking is important while preparing 

a daily lunch catering. 

 
J: Yes exactly, I have done this for 8 years and creativity is everything. 

 
O: I would like to move on to how to best inform your clients about your concept. 

Companies sometimes consist of hundreds of employees, which makes it difficult to 

reach with your story. 
 

J: Well I think you already said it just now. Story-telling and making this personal is 
super important, especially when you have groups that big. Flyers are a great means for 

example. But you should not put some flyers on the table just once. You should 

continuously do this in order for it to work. Not everyone works every day at the office, 
and sometimes it takes some time before people understand new approaches. 

 
O: That makes a lot of sense, thank you. When I worked at DOB-acadamy you took me 

to the “Hanos” one day, and there I saw that you had a great relationship with your 

suppliers. What is the benefit to this? 
 

J: I do remember, how lovely. Well for starters it helps to build a greater network. And 

in the end, you are dependent on your suppliers so a great relationship always helps. 
Also, if you understand their product well, and also care for their product, then they will 

be way more willing to help. You create a sort of goodwill with that.    
 

O: I totally understand. Do you have any experience with standardizing or systemizing 

processes within a company? 
 

J: Not really to be honest. I am afraid I cannot help you with this question. 
 

O: No problem at all. And what can you tell me about the importance of feedback? 

 
J: A lot haha. Feedback is of course very important. Not only so you can improve what 

you do but also to create a stable relationship and have personal contact with your client 

and employees working at the company. Feedback can also be asked in a survey of 
course, but in my experience feedback that is done in person should not be forgotten 

about. Also, you can make it something a bit more fun, for example putting a feedback 
box on the flyer with a nice question. I am just saying something but feedback doesn’t 

have to be boring in my opinion. 

 
O: Thank you, that is good to keep in mind for sure! I have asked all the questions I 

wanted to ask. I want to thank you so much for your time and your help! 
 

J: No problem at all Oda, if you need anything else you can always call me! I would 

actually love to talk to the different caterers at Food Union if they would like this too. I 
know how to be creative with local seasonal and healthy products whilst being on a 

budget. This might work in an inspiring manner.  

 
O: Thank you Jannie, have a good day!  

 
 

Name: Interview_4 
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Company: Hotelschool The Hague 
Date: 18-11-2022 

Location: MS Teams 
Duration: 21:00 

 

(Introduction) 
 

Oda (O): Starting off, I would love to know what developments you see in the F&B and 

also specifically within the catering industry 
 

Mr de Vos (V): Yes, well what you already mentioned before I guess. There is really a 
change towards more local and to more recognisable. Also, the protein flip towards more 

plant-based protein usage. The 80/20 model is a large development, so 80% plant based 

and 20% animal-based protein. A lot of caterers only do plant based or vegetarian 
cuisine, just to prevent any type of discussions I guess. Also, many allergies or dietary 

requirements are more and more often the subject of request. Like for example gluten-
free and pork or fish. So therefore, a lot of caterers decide to go at least vegetarian. And 

indeed, also the social component, where you serve products that are made by people 

with a distance to the labour market or that have another story for example to prevent 
food waste. Those kinds of things are definitely a trend currently. 

 
O: Yes, for sure. But there are a lot of catering companies that are following basically all 

these trends, so it is quite a competitive market. Do you have any idea how you can 

situate your company within this market or is it just good to go with these trends? 
 

V: I think you have to look into different levels within the catering industry. So, the 

smaller catering businesses and the scale-ups such as Vermaat, and Hutten. Those are 
really huge companies. The Vermaats are really able to make a change in the market 

and they can also make a structural change. So as a small-scale caterer you have to 
look at these companies and make them your “bar”. But as a small-scale caterer you are 

also more flexible. 

 
O: What do you mean with the flexibility in this case? 

 
V: Well that they are able to go even more local and really connect these trends into 

your own eco-system. So, as a small-scale caterer you really have to make this 

connection with your own eco-system but also with the companies around you.  
 

O: Alright exactly, I understand. This also might be something that clients expect from a 

small-scale caterer in comparison to the big scale-ups. 
 

V: Yes definitely, however the big scale-ups are already doing a great deal of good 
things I believe. And they also have the marketing means for example that the smaller 

companies don’t. 

 
O: Yes, that is true of course. Do you also see any threats in the industry? 

 
V: Yes, like before mentioned, on one hand we want more plant-based, but on the other 

hand you do see many companies who are playing on the safe side. I was at an industry 

fair 2 weeks ago and at the reception and only meat replacements were served. So only 
unhealthy food. 

 

O: Oh, wow really? 
 

V: Yes, it was really surprising. So, you really have to dare and be creative with the 
plant-based/vegetarian food. For example, SLA, they really dare to go into the healthy 

vegetarian food.  
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O: Yes, that is true, I worked together with the owner of SLA for menu calculations 

during my internship. 
 

V: That’s great! I think that is really going to be the trend, working with real food and 

forgetting about the replacements.  
 

O: All right very interesting. So, it is interesting to see these trends together, the 

sustainable, local, but also healthy food, instead of seeing these separately. 
 

V: Exactly well said. I believe the overarching pillar is healthy food. 
 

O: I totally understand, thank you for this insight. I have another question about this 

topic, because as a caterer you have a lot of influence on what people eat during the 
day. So, I would say you should be aware of this as well. 

 
V: Yes definitely, you have a big responsibility. And, you almost have to see it as you 

would have to cater a group of 6-year olds. Then you would automatically think like, 

they have to have a balanced menu as they cannot think for themselves. We tend to 
forget about this when we cater to adults. So, you really have an obligation and 

responsibility to make a balanced menu throughout the week. You have to make the 
healthy choice the easy choice.  

 

O: Yes, that is true. And do you think that having a choice from the client’s point of view 
is important? For example, having a choice in the product range. 

 

V: Yes, I think that is very important. At least you have to give the client the feeling that 
they have the choice by personalizing. 

 
O: All right, I understand your angle. So, you mean that it doesn’t have to be overly 

complicated but you can also let them have the choice between apple juice and pear 

juice for example. 
 

V: Yes exactly. It is kind of the same, same health, local, and cost aspect. But in the 
end, they feel heard. But that doesn’t mean that you can’t have a concept still. 

 

O: Yes exactly. I would like to get your opinion about creating awareness. Because 
within a survey I send out it is clear that the client is not well-aware and therefore not 

well-informed about the different caterers and local suppliers used. It can be quite 

difficult to reach all these people at once, so how can you create awareness? 
 

V: That is a difficult question, because first you have to know, what is the 
communication channel, is it a lunch in a lunch box then you can look at the wrappings 

for example. On the buffet you can do this through pictures and explanations about 

certain products. Of course, newsletters are also great means. So, it depends on your 
communication channels. 

 
O: I totally understand. Do you see this topic becoming more and more important? That 

people want to know what they are eating? 

 
V: Yes definitely, if you don’t do this that doesn’t make any sense. 

 

O: Yes, then nothing is left of your concept in the end. 
 

V: Exactly. This applies to the concept as a whole. If you cannot make your concept very 
clear from the beginning and you can prove your practises, of course nothing is left of 

your concept in the end. And you can decide what you do. You can focus on individual 
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products but you can still have this overarching concept. For example, like you told me; 
local, sustainable, and social impact. And then on a micro-level you can decide what 

products to use. 
 

O: Yes, for sure, then you can also make a difference between people that are interested 

in the overarching topic but not necessarily need all the information about all the 
different suppliers for example and people who do. 

 

V: Exactly, that is always smart to keep in mind.  
 

O: All right. I would also like to know a bit more about the lunch at Hotelschool 
specifically. How did this change over the years? 

 

V: Well we now follow the principles of Dutch cuisine – 80/20. This is an ongoing 
process. We serve way more vegan and vegetarian food with minimum requirements. 

This also counts for Le Debut. 
 

O: That is very clear, and do you also do something with the screens that are hanging 

above each area? 
 

V: Yes definitely, this depends a bit per MO group. But, we do have communication on 
these screens. 

 

O: All right, considering the time I will ask one last question. Do you have any 
experience with systemization, and standardization of processes within an organization 

or at school? So, for example having a system in place that connects the menu with an 

ordering system and schedule? 
 

V: Yes, we make use of a system that is called “Horeco”. That is a kitchen management 
system, PMS. In here we make recipes and this is directly connected to our suppliers so 

this includes the cost of sales, and contribution margin as well. It is also possible to 

make mise en place lists and production lists, so if someone orders 150 humus wraps, 
you can immediately see what you have to order and what you have to produce. So that 

is fully automated. Especially for a catering company with a set assortment this could be 
really helpful. 

 

O: All right, so if your recipes change a lot, this still costs a lot of manual labour. 
 

V: Exactly, this is something that we feel now too with the many changing recipes. But if 

you standardize your menu more, than it definitely works! 
 

O: Thank you so much for all the interesting insights! This is going to help me a lot. 
 

V: No problem Oda, I am happy to help. Lots of luck on your thesis. 

 
O: Thank you so much again! 

 
 

Appendix 7: Survey responses 
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Are you satisfied with the quality of the daily lunch? 

 

 
 

 
 

 

 
 

 

 
 

 
 

  

Are you satisfied with the variety of dishes and products? 

 
How do you feel about the healthiness and nutritional value of the lunch? 
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How do you feel about the portion size served? 

 
Would you like to be informed better about the healthiness and nutritional values of the 

lunch? 

 
To what extend are you aware about the caterers that prepare the lunch? 
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To what extend are you aware about the local suppliers used for the lunch? 

 
 
What products/dishes are you currently missing? 
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What would you like to see improved? 
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Appendix 8: Value Proposition Canvas 

 
Appendix 9: Extensive flowchart after 
 

Manual processes are made orange 
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Appendix 10: Dissemination to FU owners 
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Appendix 11: Dissemination to FUC participants 
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Appendix 12: Dissemination to research participants 
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Appendix 13: Feedback form approved Proposal 
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