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Whether you’re looking for quality food 
products, recipe inspiration, allergens 
advice or plant-based solutions, our 
expert team are here to help.

At Creed, we’re more 
than just a foodservice 
provider. We’re here to 
support your kitchens.

“From our dedicated account 
manager, to our friendly 

delivery driver, the team at 
Creed are extremely helpful and 

we couldn’t ask for more.”
Education Customer

Contact us 01452 858180 askcreed@creedfoodservice.co.uk
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We’re excited to announce Kate 
Hardcastle will open this year’s 
Trade Convention. 
Globally renowned and respected, Kate Hardcastle MBE 
is the ultimate authority on consumer insights – a trust-
ed voice and leading advocate known as the “Customer 
Whisperer”™. With a career spanning three decades, 
Hardcastle has pioneered the way in which brands con-
nect with their audiences, shaping strategies for some of 
the world’s most iconic names, including Disney, Marks 
& Spencer, and American Express. Drawing on direct 
insights from panels of consumers every month across 
multiple sectors, she craft unparalleled strategies that 
elevate customer engagement, building genuine respect 
and authenticity between consumer and business.

Hardcastle’s influence has cemented her as an advisor who takes businesses from good to great, 
transforming them through enhanced consumer connections and actionable insights. Her impact 
extends to the world’s biggest stages as a respected keynote speaker, captivating audiences at 
events such as Cannes Lions, Seamless, and Shoptalk across the spectrum of industries, including 
retail, consumer trends, and fintech.

As a formidable media commentator, she has made over a thousand contributions on major 
networks worldwide, including BBC, Sky News, CNN, CNBC, and NHK Japan, bridging consum-
er insight with practical, transformative advice. Hardcastle also launched a successful podcast, 
bringing to life the business lessons from the music industry.



Throughout her career, Hardcastle has been recognised with more than 25 national and 
international awards, including an MBE from Her Majesty The Queen for services to busi-
ness and entrepreneurship. As the founder of the Buy Smarter, Buy Greener campaign, 
she is a passionate advocate for sustainable consumerism, championing responsible 
practices that resonate with today’s growing conscientious buyer.

Known for her down-to-earth, realistic, and impactful approach, Hardcastle has worked 
at every level of business, from production floors to boardrooms, ensuring her insights 
are both grounded and transformational.

Looking ahead, she is set to launch her first book, "The Science of Shopping” in 2025, 
further expanding her influence and reach as the ultimate consumer champion.

Registration
opens
soon!

Day 1

Kate Hardcastle opens the event 

Workshops and demos

Drinks reception, dinner and awards

Day 2

Opening plenary with Global and guests

Exhibition

Workshops



We are here for your printed and embroidery merchandise needs.
Do you have a plan for your sales this year? 

please contact the JSW Uniwear team on
office@jswuniwear.co.uk or 01543 274465
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I want to use this space to talk about Trade Show. 
 
If you haven’t already registered, I would really encourage you 
to do so. It’s a fantastic opportunity for you and your teams to 
gain valuable insight and brand knowledge to take back to your 
students’ unions. 
 
Giving your staff this invaluable opportunity to meet suppliers 
face-to-face in an environment where they can take the time 
to learn more about brands, making a huge difference to their 
knowledge and perhaps investigating products they’ve not been 
aware of previously, will enable them to deliver with confidence 
back in your venues.

Insight tells us that a team which understands the stories 
behind the products they’re selling is so much better placed to 
deliver great customer service. This is the unique opportunity 
given to you at Trade Show. 
 
I think it’s also important to ask you to recognise the investment 
that goes into the show; your Trading Support team work tire-
lessly to pull this event together, and for those who have been 
before, you’ll also know our suppliers invest a huge amount of 
time and money building stands that showcase their products in 
exciting ways to provide everyone who attends with a fantastic 
experience.    
 
People want to buy from people who know what they’re talking 
about; it’s still fundamentally about the relationships you build 
with the suppliers.

Have you thought about the value for your wider team attend-
ing?
 
Marketing people – how to market your outlets and promote 
products and offers to best-in-class standards.

Sustainability people – how to ensure you’re up-to-date with the 
work our suppliers are doing to enhance what you’re trying to 
achieve.

Finance people – how to ensure you’re maximising the wider in-
come available through better product and promotional delivery.
 
It’s particularly tough for all our suppliers this year so I would like 
to extend a personal request to ask you to send as many dele-
gates as you can to the show. I genuinely believe it’s our time to 
‘pay back’ suppliers with our attendance and attention. Many of 
our have worked with us to hold off increases whilst the wider 
market has continued to push through with some eye-watering 
price hikes! 99% of our suppliers have not failed us and they 
continued to enable us to offer best value for students against a 
frightening cost of living backdrop.

Q. Did you know we have many examples where SUs who have 
chosen not to adopt licensed trade promotions and/or deliv-
er as suppliers have set out in their funding initiatives, have 
missed out on additional income – one missed out on an extra 
£30k!
 
Come along to Trade Show where you’ll find a world of answers 
to questions you didn’t know you had!
 
If you can make it to the sessions the day before Trade Show it 
will also be an opportunity to come together and talk about the 
daily challenges and wider issues we are all facing into within the 
industry.  We don’t have many occasions where we’re all under 
one roof – all wanting to discuss and share what our world looks 
like, we’re hoping for some union led sessions to discuss those 
very challenges and share some initiatives which are working to 

overcome them.
 
I look forward to seeing you all at the show, in the meantime, 
enjoy the read! W

Lynn King, Trading Support Director

*T&C: Buy 2 x 70cl bottles of Disaronno Originale Amaretto Liqueur and receive 8 branded fizz glasses. Whilst stocks last on a first-come, first-served 
basis. Offer valid at participating retailers, subject to availability and may be modified or withdrawn at any time. No cash alternatives.

IS OUR DOLCEVITA, SINCE 1525

Buy 2 x 70cl
Disaronno
and receive 8 fizz glasses FREE*

AVAILABLE TO PURCHASING MEMBERS ONLY
ORDER ON NUS CONNECT PROMOTIONS
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A Bold Transformation in Student Social Spaces
Since its inception in 2010, The Terrace Bar at Warwick SU has been a 
well-known social hub for students. Over a decade later, the space has 
undergone a significant transformation, marking an ambitious project 
aimed at revitalizing the student experience. With an emphasis on 
modern design, enhanced functionality, and an inviting atmosphere, the 
renovation showcases an impressive evolution in campus social spaces.

A Modernized Design for a Contemporary 
Audience

The redesign of The Terrace Bar sought to 
move beyond its previous aesthetic, replac-
ing outdated interiors with stylish decor, in-
viting seating areas, and an updated open-air 
terrace. The goal was to create an engaging 
environment that is not only visually appeal-
ing but also functional, providing an adapt-
able space for various student activities.

Enhanced Offerings and Student-Friendly 
Innovations

A key component of the makeover included 
an upgraded drinks menu with refreshed 
offerings under the ‘Mix Up’ cocktail and 
mocktail selection, as well as the ‘Drop In’ 
deals (formerly Twisted and Bus Stop). These 
updates ensure affordability while catering 
to diverse tastes, enhancing the overall hos-
pitality experience.

Elevating the Social Atmosphere

Beyond physical upgrades, the project also 
placed a strong focus on entertainment and 

engagement. The introduction of a bespoke 
DJ pod and carefully curated music selec-
tions aims to establish a dynamic and vi-
brant atmosphere, catering to a wide range 
of musical preferences and 
social interactions.

A Testament to Thoughtful 
Redevelopment

The transformation of The 
Terrace Bar represents 
more than just a cosmetic 
update - it is testament to 
the evolving needs of stu-
dents and the university’s 
commitment to enhancing 
student social spaces. The 
Warwick SU team set out 
to rejuvenate a space that 
had lost its appeal and, 
in doing so, created a 
contemporary venue that 
fosters community, relax-
ation, and celebration.

The Terrace Bar at Warwick 



A Bold Transformation in Student Social Spaces
Showcasing the Results

This ambitious redesign demonstrates the 
impact of thoughtful, student-focused renova-
tion efforts. The images highlight the extent of 
the transformation, showcasing the strategic 
design choices that led to a more engaging 
and vibrant space.

By modernizing The Terrace Bar, 
this project not only enhances the student 
experience but also serves as an example 

of how an SU can successfully reinvigorate 
social spaces. The result is a multifunction-
al, inviting, and dynamic venue that meets 
the evolving expectations of its users while 
standing as a benchmark for future redevel-
opments.

#TheTerraceBar #WarwickSU #CampusReno-
vation #ModernSocialSpaces #StudentExpe-
rience
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LWC 
accelerates 
sustainability 
ambitions 

LWC, the UK’s 
largest independent drinks wholesaler, 
has unveiled a significant acceleration in its sustainability 
drive, with the launch of a set of ambitious ‘Headline ESG 
Commitments.’ 
Centred around five key pillars: Climate, facil-
ities, operations, marketing and communica-
tions, and people - these new commitments 
provide a clear roadmap for how LWC intends to 
reduce its environmental impact, operate more 
responsibly, and drive sustainability across the 
drinks industry. 

Reinforcing LWC’s mission to be a sustainable 
leader and responsible partner, each commit-
ment also forms a crucial part of the company’s 
newly defined pathway to Net Zero by 2050.

Notable commitments:

•	 25% reduction in Scope 1 & 2 GHG emissions 
by 2030

•	 Engagement with top 20 suppliers to reduce 
Scope 3 GHG emissions by 25% by 2035

•	 Accreditation achieved by 2026

•	 Pilot HVO at key depots with bunded tanks 
by 2026

•	 Electrify all warehouse equipment by 2030
•	 2% of annual profit donated to charity part-

ners

The full table of commitments can be found 
here.

Alongside its Headline ESG Commitments, LWC 
has also unveiled a Green Ambassador Pro-
gramme, the launch of a new internal ‘Sustain-
ability and ESG Hub,’ plus the appointment of 
a new Sustainability lead. These developments 
follow on from the continued roll out of solar 
arrays across LWC sites, its road mile reduction 
partnership with Asahi, and the formation of its 
Sustainability Committee in 2024.

https://www.lwc-drinks.co.uk/uploads/lwcsheadlinecommitments-final4.pdf


As 
LWC continues to grow, 
focus and investment in sustainability forms a 
key part of its expansion strategy. And the busi-
ness is committed to setting new environmental 
standards within the drinks wholesale sector, 
ensuring that responsible development goes 
hand-in-hand with business growth.

BREEAM certification - the world’s leading 
sustainability assessment for buildings – now 
features highly in LWC’s considerations for 
all new depot purchases and developments, 
ensuring efficiency, environmental impact, and 
sustainability best practices are embedded from 
the outset.

Ebrahim Mukadam, Managing Director for LWC 
commented: “This marks a really exciting chap-
ter in LWC’s sustainability story. Although we 
have been making progress in this space for 
some time, the announcement of our Headline 
ESG Commitments alongside the launch of our 
green initiatives really underscores a strategic 
step change in pace for us. 

“We have set our goals, supported them with   

robust action 
plans and are formally holding ourselves to 
account. We want to lead by example, by being 
transparent and taking responsibility for our 
own footprint, but also supporting our custom-
ers, partners, and suppliers to also make more 
sustainable choices.  

“Sustainability isn’t just about business; it’s 
about people, communities, and the future we 
leave behind. By making these commitments 
now, we’re ensuring that LWC plays its part in 
protecting the planet for generations to come.”

With growing regulatory and consumer pressure 
for businesses to operate more sustainably, LWC 
is proactively positioning itself at the forefront 
of industry change. By embedding sustainability 
into its business model and culture, the compa-
ny is committed to not just making pledges, but 
delivering real, measurable impact.



Nestled in the beautiful Brecon
Beacons National Park is the
protected source of Brecon Carreg
natural mineral water. Our
outstandingly pure water begins life
as rain falling on the hills and valleys
and takes more than 15 years to filter
through solid layers of limestone rock
before being bottled at source. This
natural filtration gives our water a
balanced mineral content and low
sodium levels.

Blakemore Filshill

24x500ml
still

185410 44914

24x500ml
sports

165920 215170

15x750ml
sports

346075 69661

12x1.5L 
still

114458 44913

Brecon Carreg began life as a true
cottage industry on the Llwyndewi
Farm over 45 years ago. Look closely
and you'll spot it on our labels! The
cottage has since become our HQ 
where our close knit team proudly
bring Brecon Carreg to life on a daily
basis

Our Source

Brecon Cottage

100% Recyclable
We’re extremely proud of our water and,
like many of us, we’re also passionate
about the impact of packaging waste.
We're proud to say that every bottle of
Brecon Carreg is 100% recyclable -
including labels and lids!  

ELEVATE YOUR
CAMPUS EXPERIENCE

Offer the same high-quality, ethically 
sourced arabica coffee served in 
Starbucks® cafés around the world at 
your campus. With premium solutions 
crafted for your needs, the We Proudly 
Serve Starbucks® Coffee Programme 
offers a beverage experience that 
students know and trust.
 
Elevate the experience on your  
campus and create better connections 
with your customers with unrivalled 
day-to-day support and best-in-class 
barista training.

GET IN TOUCH
Find out how the We Proudly Serve 
Starbucks® Coffee Programme can 
help elevate your beverage offer. 
Connect with a coffee expert today.

Serveware varies from image shown.
© 2024 Starbucks Corporation. Nestlé uses Starbucks trademarks 
under license.

+44 (0) 203 124 1029 (Option 2)
coffeepartners@uk.nestle.com
weproudlyservestarbucks.com/gb
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March update
Members of the SU Charter have been busy in their mission to reduce carbon emissions and promote environmen-
tally friendly practices. Here's an update on the latest initiatives:

Carbon Emissions Mapping 

All Charter members are currently engaged in mapping their carbon emissions. This crucial 
step will help identify key areas where reductions can be made and track progress over time.

Training in Sustainability and Carbon Literacy 

Commercial Directors from all participating students’ unions have undergone comprehensive 
training in sustainability and carbon literacy. This training 

equips them with the knowledge and skills need-
ed to lead their SUs towards a more 

sustainable future.

Key Areas of Focus 

The Charter has identified 
three primary areas of 
focus due to their high 
carbon emissions and 
the potential for impactful 
action:

1. Beer
2. Beef
3. Clothing
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The Charter is developing a set of proposals for member unions to implement, 
which will include:

•	 Switching to more environmentally sustainable packaging
•	 Identifying and introducing new, more sustainable products
•	 Finding ways to replace beef with less carbon-intensive meats
•	 Ensuring consistent approaches to clothing sales.

Framework for Reporting and 
Communication 

In addition to these efforts, the group 
is working on establishing a consistent 
framework for reporting on and commu-

nicating their progress towards climate 
goals. This framework will ensure trans-

parency and accountability, helping 
to keep all stakeholders informed and 
engaged.

By focusing on these key areas and implement-
ing best practices, students’ unions are making a 

meaningful contribution to the fight against climate 
change and paving the way for a more sustainable future.
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NTIA Night Time Economy Summit
Jason Fox from Foxpro events, 
along with several SU sector 
peers, recently visited the most 
culturally diverse city in the UK, 
as Birmingham became the epi-
centre of global nightlife for two 
days of sharing, learning and 
networking at the NTIA Night 
Time Economy Summit.
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NTIA Night Time Economy Summit
Bringing together 1800 delegates and over 200 
key speakers, the Night Time Industries Asso-
ciation’s (NTIA) fourth Night Time Economy 
Summit took place in February at the Hockley 
Social Club.

The NTIA have been advocating for the UK’s 
nightlife and entertainment industry since 
2015, but the last four years have seen a sig-
nificant increase in the impact they’re having 
across the nightlife sector and beyond. The 
NTIA’s goal is to create a safe and thriving 
night time economy that supports jobs and 
cultural diversity, and they do this by lobbying 
for policy changes right to the top of govern-
ment, funding research and reports, running 
campaigns, fostering collaboration and gener-
ally doing everything they can to promote and 
shape the industry for the future.

Rarely, if ever, will you find so many of the 
night time industry’s heavyweights gathered 
in one place. Whether sitting on one of over 
60 seminars/panel sessions, delivering one of 
a dozen keynotes, involvement in some of the 
workshops on offer, or simply sitting in the au-
dience, there was a remarkable level of talent, 
knowledge and experience in the rooms.

Notable names including Fish56Octagon, Eats 
Everything, Danny Howard, Arielle Free, UB40 
and many more artists and DJs graced the 
stages to share their views and experience, 
along with prominent figureheads from the 
likes of Defected Records, Parklife Festival, 
Fabric London, Broadwick Live and many 
more. 

Internationally speaking, we heard the views 
of representatives from across Europe, Ameri-
ca, Asia, Australia, and more. The Night Mayor 
of Amsterdam gave as much entertainment as 
he did insight, and an events organiser from 
Ukraine brought some positive insight as well 
as a stark reminder of what is really worth 
worrying about.

Key Takeaways

Some of the most notable topics and discus-
sions from the Summit include how we’re now 
very much in the transparent age, and how 
important it is to follow that through with your 
marketing activity to truly connect with your 
audience. Technology and data are driving 
huge clarity and welcome improvements to 
the experience of attendees at venues and 
events across the country, with innovation 
unsurprisingly continuing into bringing AI 
further into the night time and entertainment 
industries space.

It was great to hear there’s been lots of pro-
gress with creating safe spaces in the late 
night sector, including tackling topics like 
safeguarding and sexual harassment, and 
there are plenty more ideas and initiatives 
that we can all look to get on board with. Day 
two saw a whole stage dedicated to diversity 
and inclusion, particularly around trends in 
LGBTQ+ events and how we can really support 
communities.

Trading Insight  |  23



1664 Bière is a beautifully balanced, 
full flavoured lager expertly crafted 
to deliver easy refreshment designed 
to help bring people together.

Brewed with flavourful Strisselspalt 
hops,a rare and aromatic variety of 
hops from Alsace, which gives the 
beer its iconic and rich flavour.

a  t a s t e  s u p r Ê m e
s i n c e

2nd largest
premium

lager brand
in the on-trade

Stock the

I n s t a l l  a n d  r e c e i v e  
£ 2 0 0  P O S  a n d  f r e e  k e g

C o n ta c t  y o u r  C a r l s b e r g  B r i t v i c 
A c c o u n t  M a n a g e r  o n  0 7 5 8 3  0 4 9 3 2 0 

f o r  s u p p o r t  a n d  e n q u i r i e s ,  o r 
a r r a n g e  a n  i n s t a l l  o n  N U S  C o n n e c t .

Promotion valid for duration of brochure promotional period.  
One deal per install per outlet. Available whilst stocks last. Subject to change.
Branded bespoke fount available from April 2025. 





We heard rousing opinions on driving young 
people towards politics, activism and being 
advocates for change. Notably, there was little 
mention or representation of students’ unions 
on any of the panels which is a little frustrat-
ing, but in truth I see an opportunity for us all 
to get more involved on the national stage of 
night life and entertainment. A few of us are 
already in conversation with the NTIA, and I 
look forward to seeing more SU sector lead-
ers attending and being involved in the near 
future.

I can reveal that there was a soft launch for 
the NTIA’s Listen For Life campaign, including 
a raft of educational resources, an all-new 
charter aimed at helping venues take better 
care of their staff and customers’ hearing, and 
a coming pivotal change in the quality of hear-
ing tests and support that is available to us all. 
I also regularly shout about Help Musicians’ 
Hearing Health Scheme, which provides audi-
ological assessments and custom-made hear-
ing protection at a heavily discounted rate. I 
would recommend this for anyone working in 
a loud environment – please do look into it.

Often at conferences and these types of 
events there can be a lot of noise and a preva-
lence of negativity, but I found the Summit to 
be an opportunity to take a refreshing mental 
break; a chance to reset and remind ourselves 
that hope can be found. Change is nothing 
new, there has been much improvement in re-
cent years, and we can continue to evolve and 
innovate to overcome challenges and keep 
the industry alive.

Ultimately, the Summit served as a catalyst 
for conversation to take back to the office. 
A personal development opportunity that 
has further widened my thinking and opened 
my mind to more possibilities, positivity and 
progress. Of course, the networking and so-
cialising opportunities are always immensely 
valuable – so much good always comes from 
mixing in person at environments like this!

Look out for next years’ dates and consider 
joining us…

Jason Fox
Managing Director, Foxpro Events

26  |  Trading Insight

https://ntia.co.uk/ntia-launch-listen-for-life-campaign-world-hearing-day-3rd-march-2023-2/
https://www.musicianshearingservices.co.uk/what-we-do/musicians-hearing-health-scheme/
https://www.musicianshearingservices.co.uk/what-we-do/musicians-hearing-health-scheme/


The latest from Foxpro 
Events...
2025 has started at a real pace for us, with countless conversations, several new opportunities 
and a couple of new services already underway.

Following a successful few years of rebuilding after the pandemic, students’ unions are in a 
better place than ever to save money, make life easier, and level up your events.

Here at Foxpro, we’re focusing a lot on end-of-year balls at the moment, including saving mon-
ey on over £300k worth of talent, taking on operational responsibility of at least one ball, and 
launching a new in-house drone filming and photography service that’s perfect for capturing 
outdoor events.

We’re also working with a few SUs on diversifying their events income by developing and/or 
supporting new concepts aimed at wider audiences than just students, and we’ve launched a 
new website; take a look to find out more!

Trading Insight  |  27
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It’s no secret that certain foods can boost brain func-
tion. The gut, often referred to as our second brain, 
plays a crucial role in our overall health. Having 
brain-boosting food on your menus can have a signif-
icant impact on both the physical and mental well-be-
ing of students.

*Lumina UK Food to Go Report Market 2023

        Go with your gut
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Here’s some of the top 
ingredients you could offer 
students to help them stay 
focused, energized, and ready to 
tackle their studies:

Berries Berries like blueberries, 
strawberries, and blackberries 
are packed with anthocyanins. 
These compounds enhance mental 
performance by increasing blood flow 
to the brain, reducing inflammation, 
and improving nerve cell production. 
Studies show that eating berries can 
improve response times and accuracy 
on cognitive tests. 

Citrus Fruits Oranges and grapefruits 
are rich in flavonoids like hesperidin and 
quercetin, which promote learning and 
memory while protecting nerve cells. 
Drinking citrus juice can enhance mental 
performance and overall brain function. 

Dark Chocolate and Cocoa Products 
Cocoa is loaded with flavonoids that 
improve brain health by increasing blood 
flow and enhancing memory and reaction 
time. Consuming cocoa products can 
reduce mental fatigue and boost cognitive 
performance. 

Nuts Nuts are nutrient-dense, containing 
essential vitamins and minerals like vitamin 
E and zinc. They’re also a great source of 
healthy fats, protein, and fibre, making them 
an excellent student snack for sustained 
energy and improved brain function. 

Eggs Eggs are often called nature’s 
multivitamin due to their rich nutrient content, 
including vitamin B12, choline, and selenium. 

These nutrients are vital for brain function, 
memory storage, and muscle function. 

Avocados Avocados are versatile and rich in 
lutein, a carotenoid that accumulates in the brain 
and eyes, potentially enhancing brain function. 

Fish Fatty fish are excellent sources of omega-3 
fatty acids, vitamin B12, and selenium, all crucial 
for brain health. Regular fish intake has been 
linked to better memory performance, enhanced 
brain function, and slower mental decline. 

Beetroot Beets are high in nitrates, which 
your body converts into nitric oxide, supporting 
nerve cell communication, blood flow, and brain 
function. Drinking beetroot juice has been 
associated with improved cognitive performance 
and increased blood flow to the brain

Red, Green, and Orange Vegetables Providing 
a variety of vegetables which are rich in 
carotenoids such as peppers, carrots and 
broccoli, can ensure students get the nutrients 
they need for optimal brain function.

The Enteric Nervous System (ENS) 

Often called the second brain, the ENS is a 
complex network of nerve cells in the digestive 
tract that controls digestion and communicates 
with the brain. It plays a vital role in digestion, 
mood, health, and cognitive function. Foods 
that support gut health include high-fibre 
foods, fermented foods, and foods containing 
probiotics.
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Contact your Thatchers Account Manager or Customer Service 
team on 01934827408 for support, or go to NUS Connect 

to request an install





Budget healthy and gut healthy foods
 
Eating healthy doesn’t always have to break the bank.  There are many gut healthy ingredients you can 
consider:
 
Fibre-rich foods: Whole grains, legumes, and vegetables help maintain gut health but can also be used to 
reduce meat content.  

Fermented foods: Fermented foods such as yoghurt, sauerkraut, and kimchi are rich in probiotics - that 
beneficial bacteria! They’re also pretty easy to make if you wanted to reduce costs further. 

Healthy fats: Not all fat is bad for you.  Including avocados, nuts and seeds in your receipes provides essen-
tial nutrients and helps the body to absorb fat-soluble vitamins.

Bone broth: While it doesn’t sound very appetizing, bone broth is hugely nutritious and a good use of meat 
bones that may otherwise be thrown away and can be used as a base for soups. 

And lastly...

Fortunately, foods that are good for your gut are generally colourful so can make any countertop look 
appealing when presented in the right way.  It also makes them very ‘instagrammable’ so share your gut-
healthy endeavours with students and help them to understand the link between gut healthy and brain 
boosting foods! 

        

Go with your gut



SOFT PROTEIN BAR
16 GRAMS OF PROTEIN

NO ADDED SUGAR

LACTOSE FREE
24 GRAMS OF PROTEIN

NO ADDED SUGAR



T&Cs: Free stock bundle includes 4 x BIBs and Welcome Bar Bundle (Value of over £60). Subject to Availability and while stocks last. Max 1 of each stock bundle per outlet. Subject 
to customer having a Pepsi Max Dispense unit contract and installed. 2 X FREE BIBs are given during installation, the remaining items can be claimed by emailing the above 
address. Please refer to your dispense contract for full Terms and Details. *Sourced as CGA Foodservice & Licence report MAT to 30.12.23 | Total Out Of Home | Britvic defined 
categories Sugar Free Colas. Promotor: Britvic Soft Drinks, Breakspear Park, Breakspear Way, Hemel Hempstead, HP2 4TZ.

PLEASE REGISTER YOUR INTEREST ON NUS CONNECT.
PLEASE SEND GENERAL ENQUIRIES TO HOLLY.CUTHILL@CARLSBERGBRITVIC.COM

PEPSI MAX HAS THE HiGHEST ROS
OF ANY SUGAR FREE DiSPENSE COLAS ACROSS LICENSED* 

CLAiM £200
STOCK BUNDLE
WHEN YOU iNSTALL PEPSi DiSPENSE



Easy, tasty, innovative, reliable
With decades of experience in creating and delivering exceptional food 
solutions, we have all your hot and cold options covered. We constantly 
evolve our range to embrace food trends – always crafted with the best 

ingredients, at a great price. As your go-to foodservice partner, we provide 
ongoing business support: organising your menu, making orders and 

receiving deliveries couldn’t be easier. 

Need to feed hungry minds? 
Let us do the honours.

We offer a complete foodservice 
solution to satisfy the appetite of both 

your customers and your business.

For a 1st class food solution, contact Jennifer Saunders on:
t: +44 (0) 7765 694883  e: jsaunders@afblakemore.co.uk 

www.afblakemore.com



ssic caneles becoming the affordable luxury when out an about.  
We have a wide range of suppliers to choose from including the 
newly listed Delice De France.

Sources:
·       The Food People Top Ten New and Rising
·       CGA Cost of Living Consumer Pulse
·       Bidfood 2023 Food and Drink Trends

Expanding 
opportunities 
in digital 
marketing 

As part of our ongoing commitment to supporting and empowering 
students’ unions, NUS and NUS Charity are excited to announce significant 
developments in the digital marketing space. These initiatives are designed 
to enhance your opportunities and resources, ensuring members benefit from 
the latest innovations and partnerships. 

ISIC UK: Global Student Discounts 

In October 2024, NUS successfully reinitiated operations for the International 
Student Identity Card (ISIC) in the UK. The ISIC Association plays a pivotal role 
in making student life easier, more affordable, and more enjoyable. ISIC - en-
dorsed by UNESCO since 1968 - offers thousands of worldwide discounts and is 
the only internationally accepted student identity card. 



Peter Robertson (NUS Charity Director), as a 
board member of the ISIC Association Board, 
continues to support its global mission. ISIC UK 
operations were initially managed by STA Trav-
el, before NUS became the sole licence holder. 
The ISIC UK team launched a new website on 18 
October 2024, allowing students, teachers, and 
young people to access ISIC products directly for 
the first time since 2021. This development comple-
ments our partnerships with TOTUM, SOS-UK, and 
Kilroy Travels UK. 

If you’d like to promote ISIC to your students, please 
contact the ISIC UK team for further information (info@isic.org.uk).  

Affiliate Deals: Unlocking Revenue Opportunities 

NUS is currently piloting high-quality affiliate deals with prominent brands, offer-
ing students’ unions a chance to generate significant revenue. As there’s no direct 
interaction with brands, these deals require minimal effort; you’ll receive a unique 
link for your students’ union, which allows you to track revenue easily. Payments 
are processed through Central Billing, and comprehensive training is provided. 

One of our key partnerships is with MoneySuperMarket, offering content and mo-
tor insurance with an average commission of £30-£35 per policy. Members of both 
NUS Charity and NUS UK receive 70 per cent of the commission, while those who 
are members of NUS Charity only receive 50 per cent. 

If you’re interested in participating in this pilot, please email membership@nus.org.
uk. 

Media Sales Lunch and Learn 

Recognising the growing interest in media sales among students’ unions, NUS 
Charity will be hosting a “Lunch and Learn” session in early summer. This event will 
focus on creating effective media packs and provide a platform for networking with 
other students’ unions exploring media sales opportunities. 

The NUS Charity team are committed to supporting students’ unions in developing 
their media sales capabilities. By attending this session, you’ll gain valuable in-
sights and tools to enhance your media sales strategies. 

Interested in coming along? Please contact us at membership@nus.org.uk.

Questions or 
Queries? 
If you have any questions about 
our business development 
and digital marketing 
initiatives, contact our team 
at membership@nus.org.uk. 

mailto:info%40isic.org.uk?subject=
mailto:membership%40nus.org.uk?subject=
mailto:membership%40nus.org.uk?subject=
mailto:membership%40nus.org.uk?subject=
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Buy online at brake.co.uk/shop-our-brands/house-recipe

House Recipe offers familiar flavours everyone knows and loves in  
consumer-facing, table-top, and portion-controlled packaging. 

With every product Sysco ‘Quality Assured’, you can trust every product  
meets the highest levels of safety, consistency and quality.

A 3848 Brown Sauce Sachets 1x200

A 3849 English Mustard Sachets 1x200

A 3851 Salad Cream Sachets 1x200

A 3853 Tomato Ketchup Sachets 1x200

A 10408 Mayonnaise Sachets 1x200

A 33602 Vinegar Sachets 1x200

A 100362 Tartare Sachets 1x200

A 119593 BBQ Sauce Sachets 1x200

SACHETS

A 151090 House Recipe Tomato Ketchup 6x280ml

A 151091 House Recipe Mayonnaise 6x280ml

A 151092 House Recipe Brown Sauce 6x280ml

A 151093 House Recipe American Mustard 6x280ml

A 151094 House Recipe BBQ Sauce 6x280ml

TABLE-TOP
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