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At Caterforce our vision is to 
help our 
wholesalers 
thrive.
Caterforce is one of the biggest foodservice 
buying & marketing groups in the UK. We 
source products from a huge range of leading 
suppliers and work collaboratively with our nine 
fantastic wholesalers sharing data and insights across 
the group to help them thrive.

Our four award-winning own brand ranges have been 
developed exclusively for our members’ customers with 
a focus on health, welfare, and sustainability.

On November 16th we will be celebrating together 
with our members and suppliers at the Caterforce 
conference and awards dinner. For more details and 
to register for tickets visit: 
www.caterforceconference2022.com.

Q What are your plans/priorities 
in the coming 12 months?

Our focus is to work collaboratively with our 
members and suppliers to secure stock and 
obtain the best price and margin. We will 
continue to invest in technology to track the 
full product journey, from initial supplier 
agreement through to sale. !ese insights will 
be used to make accurate data-based buying 
decisions and will provide the group with a 
greater understanding of our customers. In 
addition to this, we will continue to push 
forward with our own brand CSR targets to 
remove all bleached cardboard in outer 
packaging by the end of the year. 

Q How will you bring these to life?
By working collaboratively with our 

nine wholesalers, we are o"ering suppliers the 
opportunity to push their products and grow 
their sales across the group with omnichannel 
marketing campaigns reaching customers 
at every stage of their buying journey. 

Our investment in technology includes 
a rebate management system, product 
information management tool and the 
Caterforce Sales Hub. Our ambition is to 
integrate these three systems to develop 
a seamless solution. 

We are also planning to undertake a 
large-scale customer survey, which will 
combine qualitative and quantitative 

customer research and provide an in-depth 
understanding of what our customers want. 
!is research will be brought to life at the 
Caterforce conference in November. 

QHow has Natasha’s Law a!ected 
the way the sector operates?

We are encouraging all of our suppliers to 
use Erudus as this platform powers our PIM 
and is used as a single source of truth for 
many foodservice wholesalers. We have 
also launched several individually wrapped 
products aimed at cafes to o"er them an 
out-of-the-box solution.

Q Is sustainability a key focus for 
your business this year?

Absolutely. We have chosen to prioritise 
health, welfare, and sustainability across 
the whole group. We have overhauled 
our Chefs Selections products and insisted 
upon full supply chain traceability. We 
can con#dently say that all our white #sh 
s MSC-certi#cated. Our tuna is sustainably 
sourced and we only use sustainable palm 
oil. In addition to this, we have removed 
100% of black plastic from our packaging. 

CATERFORCE
Collaboration is the keyword for Caterforce as it aims to support 
members with the best prices, technology, insights and solutions

We will remove all 
bleached cardboard 

in outer packaging”


