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Jackson Gilmour has been

- L]
l a cls delivering exceptional food with .
outstanding service at top venues a

over London for more than a decade.

' Joyce O'Hagan/is the creative force
agan in the kitchen and her husl?and,
operations director Francis

0'Hagan, keeps the whole show
running smoothly

Whatarethehiggest challengesfacing caterersin
thenext12months?

Makingsure our clients get more than they expected. That has
been the Jackson Gilmour philosophy since we set up more than
12 yearsago, and it will continue to be our strategy whether this
recession takeshold or not. More than ever, our clients will be
entrusting their company resources and time to us. Theyare
looking forasafe pair ofhandsand we have to ensure they feel we
have notjustdelivered, but over-delivered.

Howwill youreacttothesechallenges?
Whatever the economic climate, clients will belooking for value
for money. Thatdoesn’t necessarily mean that they want
something on the cheap, it means they want to feel they are getting
what they paid for. We always source the highest-quality food
fromreliable suppliers and we care passionately about
service. Gimmicks have never been our thing. When
budgets get tight, I believe clients will focus on what they
really want froma caterer —fabulous food, stylishlyand
beautifully presented.

Whathavebeenthemostsignificant

changesintheeventmarketingindustry
overthepastfiveyears?

Ingeneral,Ifeel there hasbeenariseinstyle over
substance throughout the wholeindustry. We pride
ourselves on our innovative and stylishapproach to

presentation. However, welike to think we keep the

focusonthefood.

Weareproud of our food and we always show it off to

thebestadvantage.
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Whathasheenthemostpopulartypeofeventthat
youhaveorganisedinthepastl2months?
Wehavebeenin demand for big charity bashes, as well as industry
eventsand awards dinners. Having said that, we have also found
ourselvesin anew niche —the celebrity market. Our message that
it’sallabout the food is something that resonates with people, and
ithasbroughtusan interesting range of business.

Howimportantisitforyoutoofferclientsgreen
credentialsfortheirevents?

Wewere the first caterer in the capital to offer reduced carbon
menusanditissomething that we all feel very strongly about—
however, welike to offer our clients choice. Going green has
helped ustoreduce energy costs and can be a cost-effective choice
for clients. When we prepare reduced-carbon menus we focus on
seasonal produce that can be sourcedlocally.

Howhasthecreditcrunchaffected your
business?

Advancebookings for 2009 are proving to be strong, although I
suspect there maybe fewer events overall. Obviously, some clients
haveless moneyto spend but othersare stillholding bigbudgets.

Whatmeasureshave youtakentocombatthe
recenteconomicproblems?

Wealwaysrun atight ship and we willbe keepinga close eye on
costs. However, we mustn’tlose sight of what we areabout.
People come to us when they have something to celebrate, and we
arethere to make the event go withaswing.

Howcanbusinessesofferclientsadiscounted
ratewithoutaffectingthehottomline?

With difficulty. Isuppose it depends on how much profit margin
theyhave to play with. Personally, ifThad been using a supplier
forawhileand theysuddenly told me they could provide the same
service foralotlessmoneyIwouldbeabitannoyed. Had they
beenripping me offall that time? We have always provided a great
serviceatareasonable price and we will continue to do that.
Rising food prices mean weare struggling to hold our prices
wheretheyare, letaloneknock them down.

Whatdoyouthinkwould bethebesttypeofevent
thatwould mostsuit yourservice orskills?
Goodfood, great service, exacting management—what type of
eventdoesn’tneed thiskind of catering? One thing youneed tobe
when the economy slows is flexible, and in the 12 years we have
been inbusiness we havelearnt to be that. Iwouldn’t wantto
pigeonhole usinto one category. We workinsome of London’s
biggest venues and some smaller ones. Ifyour event needs food
and drink, talk to us.
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Whatdoesthefutureholdfortheindustryevent
fromyourperspective?

Perhaps thiseconomic downturn will enable people to take a
step back from the industry and take stock. When it comes down
toit, whatreally makesagreatevent? An outstanding venue, a
goodgroup of peopleand the best food and drink you can afford.
Perhapsit’s time to getback to basics.

Howwould youhelpclientsdeliveranamazing
eventonatightbudget?
Spend the money where it counts and where people will notice.
Think hard about thekind of people who will be attending and
stay focussed on what they really want from the event.
Arethoserobotic dancersreally going to make a difference?
Maybe canapés or bowl food would be better than staginga
sit-down dinner. It'samazinghowyou can give the impression
ofan extravagant, top-class event while cutting corners. Just
make sure theseare in areas where people simply won’t notice
what they are missing.
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