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Coople is Europe's largest digital staffing platform, connecting 
people with companies looking for flexible staff. With more 
than 1OO,OOO registered workers, and 5,OOO clients across 
multiple sectors in the UK, we match ambitious companies 
looking for skilled flexible staff in the hospitality, events, retail 
& logistics and office sectors. 

Whilst flexible work can offer a great short-term solution, at 
Coople we’re focused on the long-term success of all our 
clients and workers. When flexible work is done right, 
businesses benefit from much more than reducing cost and 
covering staff absences. They get quality, motivated workers 
with the talent and drive to make a positive contribution to 
their company, no matter how long the working relationship 
lasts.  

Within the hospitality sector, we help businesses hire a variety 
of roles across a range of skills and experience levels -
including baristas, bartenders, kitchen assistants, 
waiters/waitresses, chefs, barbacks and more.  

With COVID-19 lockdown restrictions finally beginning to ease, 
many hospitality businesses are planning their post-pandemic 
workforce. For businesses looking to maximise profit and 
protect budgets, flexibility will be key for successful growth 
and recovery. Whether you're looking to reduce hiring risk or 
overcome operational gaps as the market re-opens, Coople
provides an all-in-one staffing solution to help hospitality 
businesses future-proof their recruitment strategy. 

coople.com
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“It’s definitely been the hardest year we’ve gone through as a business, but 
necessity is the mother of invention and our need to find alternative revenue 
streams whilst our restaurants have been closed has meant we’ve created new 
aspects to JKS which are now here to stay. Whilst setting up delivery for almost 
all our existing brands was the first step, we’ve also created new takeaway-
exclusive brands, and moved into nationwide delivery of cook-at-home kits. 

Challenges have been around almost every corner, but one of our biggest was 
making sure that our brands weren’t diluted and that our guests could faithfully 
recreate the restaurant experience at home. So, whether that’s test-driving 
dozens of different sorts of packaging so we know your food will arrive looking 
and tasting perfect, recording our chefs cooking their kits live so you’ve got a 
visual preparation guide, or curating playlists for you to listen to as you enjoy 
your takeaway or cook your feast, we’ve really tried to go the extra mile.   

It’s taken us a while to get to this point (we spent almost the whole of the first 
lockdown setting everything up) but at the end of the day, we’re a better 
business for it. We’ve learned a lot and our business model is no longer reliant 
on a single revenue stream – so there are positives to be found.” 
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“Over the course of the pandemic Hawksmoor focussed on providing wellbeing 
support (running weekly wellbeing workshops on topics like resilience and 
developing healthy habits and sharing resources such as tips to help with 
loneliness) and practical help (like clear information on pay over closures so 
people could plan ahead and advice on how to budget or find a second job). 

We used our comms platform (‘Workplace by Facebook’) to share all this 
information, and shared regular Friday video updates from our co-founder Will, 
aiming to give people as much clarity as possible in a time on uncertainty. 
People know they can depend on a video from Will straight after each 
government update to explain how this would affect them.  

There was fun stuff too: our virtual run club who made it to New York, 
photography group, budget cookalongs and cocktail competitions. As well as 
plenty of opportunities to keep busy for those with time on their hands: like free 
courses in management development or bar skills. People could also get involved 
in our huge ‘Helping Others’ project, as part of which around 1OO people at 
Hawksmoor cooked 3O,OOO meals for the NHS and vulnerable groups.”  
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“As a result of COVID-19, uncertainty from Brexit and reduced business 
budgets, we are seeing a significant preference in the market towards 
hiring temporary workers. Economic uncertainty is top of mind for many 
businesses - hiring companies are now increasingly reliant on flexible, 
temporary workers to navigate through fluctuating demand, protect 
budgets and maximise profits. With the rising demand for temporary staff, 
workers are following the trend to embrace the new short-term job 
opportunities that are emerging in the market. These flexible placements 
not only offer hospitality professionals the freedom to survey the labour 
market for new openings, but also gives them the opportunity to learn new 
skills and maintain a healthy work-life balance.” 

From an operator’s perspective, one major challenge has been meeting 
rent payments and with limited financial support from the government, 
much of the negotiation has been between the business and landlord. The 
government protected businesses from eviction, introduced a rent 
moratorium, and provided grants. However, for many hospitality operators 
in major cities – where annual rents exceed £1OO,OOO per annum – the 
grants amounted to less than three weeks rent. At the time of writing, the 
government has extended the rent moratorium until 3O June 2O21.  

“The commercial rent moratorium was a much needed and well-received endeavour 
for the hospitality industry, however as its third extension is confirmed, there is a 
sense of putting off the inevitable.  This does not solve the issue of unpaid rent which 
is a matter to which the Government has made clear they do not wish to intervene.  
Once the moratorium ends, we anticipate a flood of property onto the market that we 
are not yet seeing and coupled with the end of the JRS scheme, then will we see the 
true fallout of the pandemic.   

Many landlords have been proactive in their approach, supporting the tenants that 
are vital to the vibrancy of their estates and developments. We have seen such 
landlords working with tenants and this collaborative basis is the foundation for future 
successful relationships. Landlords are gaining a greater understanding of the tenants 
that are going into their holdings and by doing so are creating sustainable 
partnerships, which will last well into the future. This is reciprocated by tenants who 
are also considering carefully who they are contracting with and both with look to one 
another’s behaviour and performance during this pandemic. This approach, based on a 
greater knowledge and understanding, will prevent further voids as middle ground is 
actively sought. Collaboration and partnership will define the successful landlord and 
tenant relationships of the future.” 

https://www.coople.com/uk/
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“93% is a phenomenal figure, and one that is reflected in there being people from 
across the LGBTQ+ spectrum visible in prominent roles across hospitality. Too often, 
companies and industries consider themselves to be inclusive for ‘LGBTQ+’ people, 
when what that actually means in practice is ‘gay men’. But without even trying I – a 
gay man - can think of lesbian, bi, trans and queer friends also working in hospitality, 
and therefore it doesn’t surprise me that such a high percentage of respondents feel 
our industry is a safe space for the LGBTQ+ community. 

Of course, we must never rest on our laurels and it’s vital that leaders in the industry 
are constantly looking at their businesses and asking if they are safe spaces for 
LGBTQ+ staff to work and express themselves in, in complete safety, immediately 
addressing any discriminatory behaviour – from casual ‘banter’ to more overt 
harassment.” 

https://www.forbes.com/sites/shelleyzalis/2017/11/30/the-truth-about-diversity-and-why-it-matters/?sh=2e613a3666e7
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“Diversity can be an empty word, an array of different people at a workplace 
might offer a better outcome to businesses, but without structures changing 
then the space isn’t safe and interesting work won’t happen. The lack of diversity 
in the food and drinks world is because it is a colonised one, which centres the 
white experience / lens / culture; this centring puts less value on anyone –
including their food – outside of that ‘norm’.   

Therefore, individuals should be looking at ensuring safe spaces so that people 
feel empowered to speak up, to make changes when necessary and to feel 
comfortable in challenging their own norms.   

It is also about understanding that “these communities” are part of “your 
community”. Black and non-white people are everywhere in the food world, at 
every level – supporting those people is about supporting the industry. It can be 
as simple as recognising the input of Black and non-white people in the industry. 
It is about looking at the staff make-up of an organisation and questioning why 
certain individuals are not being promoted. It is about recognising histories and 
talking openly about them. It is about platforming, supporting, showcasing and 
encouraging voices that are less heard. And, it is about active listening.” 

“Be Seen. Be Heard. Be Valued. Communities are made up of a group of individuals, 
and individuals all want to be seen, heard, valued and consequently connected. Layer 
on top of this, the past 1O months of separation, isolation, and income disruption, our 
need for this has certainly increased. 

Since Be Inclusive Hospitality (CIC) officially launched in July 2O2O, we have been 
able to bring together a community of 4OOO+ Black, Asian and Minority Ethnic 
individuals and allies by filling a long vacant gap within the sector. We have worked to 
amplify voices and visibility, through a series of web panel events including The Colour 
of Wine, and will continue to share knowledge, following on from the launch of the 
Elevate Mentorship Scheme.  By joining our community, relationships have been 
forged, safe spaces created, and we have had fun too, which has helped many to cope 
during this incredibly difficult time. 

Hospitality, and food and beverage organisations have also joined the community, 
those who pledge to drive change through doing the work with our Equality, Diversity 
& Inclusion team. This has included self-reflection, culture audits, training, accelerator 
schemes and planning forward. The best thing of all about community, is there is a 
way that you can all Be Involved.” 

https://www.youtube.com/channel/UCvLQGASMeAEKgTB2tdgVyIQ
https://www.bihospitality.co.uk/mentorship/
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Kelly’s Cause Foundation is the only provider of hospitality-specific Mental Health First Aid 
training and is on a mission to create a mentally healthy hospitality industry for all.   

“Pandemic or no pandemic, there are many ways hospitality businesses can support the 
mental health of their employees and ensure a mentally healthy workplace. The sector is 
known for being a challenging working environment, but one that can thrive and bring the 
best out of its employees with the right, supportive working conditions. 

The basics to securing a mentally healthy workplace come down to communication, 
something we are familiar with when it comes to customers, but not always internally as a 
team. Regular team meetings, acknowledging employees’ hard work, and checking-in 
informally are small steps you can take to let your employees know that their mental health 
is important. Ultimately, having a trained Mental Health First Aider and an active Mental 
Health policy within your organisation is the best way to look out for the mental health of 
your team, and of the wider community.  

Training in Mental Health First Aid provides an opportunity for someone to build their 
confidence and learn essential skills in preventing a mental health crisis. Mental Health First 
Aiders are trained to spot the warning signs, listen actively and non-judgmentally, and 
signpost to appropriate resources. They act as a point of call for anyone who may be 
experiencing poor mental health to seek support. This role can be taken on by anyone and is 
a signal to your staff that you care.” 
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“In his foreword to Hospitality Action’s Lockdown recipe book, Chefs at Home, our Principal Patron 
Jason Atherton says that “no other industry sector can boast the same camaraderie as hospitality. 
We’re a family, a band of brothers and sisters … We work hard together, and we play hard 
together. Our sense of professional purpose is built upon providing pleasure to others”. 

When Lockdown hit the industry, last March, hospitality people not only lost their employment, but 
they also lost access to their networks of friends, colleagues and clients. For many, it was 
disconcerting, bewildering even. Starved of the face-to-face connections hospitality workers thrive 
on, they looked elsewhere – social media, podcasts, webinars – for a sense of community. 

At Hospitality Action, we did our best to help. The guts of our work is providing grants to people in 
difficulty or crisis. But we like to think we also provided a sense of community for people 
untethered from their professional networks. 

We’ve worked hard, through our Covid communications, to create a sense that we’ve got a 
supportive arm around the industry. It’s why we use the hashtag, #wevegotyou. We’re the 
industry’s safety net, we’re here to catch you when you fall. I know, enough metaphors, already. 

There’s reassurance in being part of something that’s bigger than you. That’s why over 5OO 
people chose to participate in our 2O,OOO Mile Challenge last summer, in which we combined all 
the miles participants walked, ran or cycled to virtually tour the coastland of the United Kingdom. 
Even though people exercised alone, they told us they enjoyed being connected to a network of 
like-minded people for the five days the challenge ran. 

It’s been gratifying to see a network of new friendships being forged on social media, this past 
year, with HA at its hub. Like everyone else we look forward to cementing these friendships with 
shake of the hand and a glass of something cold, when the world starts to turn again.” 
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“No More No Shows, the brainchild of People Expert Abi Dunn of Sixty-Eight People and 
Antonia Lallement of Gusto Restaurant Group, was an impassioned response to the 
devastating financial implications of 'no-shows' to restaurant businesses across the country. 

Abi realised that the only way to change consumer behaviour was to help operators explain 
to their customer base the impact of what might feel to them like a relatively minor 
indiscretion. The idea grew quickly from a tweet on Antonia's personal account - restaurants 
expressing sympathy and members of the public expressing shock at the knock-on effects of 
not showing up for reserved tables. 

Launched collaboratively across social media with a tile designed by Manchester's Lit 
Marketing, Abi and Antonia caught the attention of the country, making every newspaper, 
shared and promoted by high-profile chefs and operators and culminating in a national 
billboard campaign. The tweet was shared 12.5 million times... and CGA reported a 
significant change in consumer behaviour.” 
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“It's been a grim 12 months for the hospitality industry. But for all the 
challenges of the pandemic, Brexit may have a longer-term impact.  As 
hospitality businesses prepare to reopen, how does Brexit affect staff planning? 

Under new immigration rules business cannot longer rely on incoming EU 
workers to fill roles paid at or near minimum wage.  This may mean higher wage 
costs to attract UK nationals (although higher unemployment may counter this) 
or using apprenticeships to plug local skills gaps.  The Government-funded 
Kickstart scheme for youth workers is another useful option.  Alternatively, tech 
solutions like mobile ordering apps may help to manage staff costs. 

It's equally important to ensure existing EU staff apply for settled status and to 
adjust your right to work checks and recruitment processes to reflect the new 
immigration rules.  There are some tricky issues around right to work checks for 
EU nationals prior to 1 July 2O21, and employers may need specialist advice on 
this.” 

https://www.elas.uk.com/brexit-affect-food-hospitality-industries/
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“It’s safe to say 2O2O was a year of highs and lows. But it’s a challenge I’ve 
faced head on with a brilliant team behind me. Keeping the team positive and 
safe has always been a top priority and it meant that most of the year, me 
and my business partner Dan have been right there at the front. 

While the COVID-19 pandemic, and the government’s handling of it, threw us 
so many curveballs I'm proud of what we have achieved in difficult 
circumstances, not just with the pandemic but in other areas such as diversity 
and speaking out too.  

It’s been a year to think on our feet. Whatever came at us, I’m happy to say, 
the team managed to move quickly to execute a new plan of action. From 
Around the Cluck to our collaborations. We worked hard to get our takeaway 
concept Around the Cluck up and running and it has gone from strength to 
strength. It’s still a thrill to see our fans post every week, whether they're 
ordering from us from the 12:51 base or ordering our at-home kits and 
recreating.  

We recently changed it up again with guest chef collaborations – we’ve had 
Tom Brown and John Chantarasak so far with more to come – and it’s such 
fun. It’s helped bring some of the old buzz of cooking pre-pandemic to the 
table too.  

Who knows when we’ll be able to open our doors again, but until we can, we’ll 
be working, and adapting, and coming up with new ways to keep things 
feeling fresh and of course, banging in the taste department, too.” 

“Wow. Well I’m a serious optimist and even I have struggled to cope with 
many of the bumps in the tremendous rollercoaster 2O2O has been. From 
closing our first home The Dairy - our son Ziggy honestly thought that I 
lived there - if we passed in a car, he would point and say, “there’s Daddy’s 
house”. But then through the kindness of Eric Jafari we managed to keep all 
our team and found a new home in Bermondsey.  

Throughout the first lockdown I was truly astonished at the human kindness 
our hospitality showed to each other and those also in need. Our industry 
was left out in the blistering sun and hung to dry, yet we responded by 
cooking for others. The sense of community from within our own 
neighbourhoods was beautiful, we became humble and grateful for the 
simple things. The visits from friends in the business to Darby’s was a true 
highlight - yes, I did manage to sneak in a socially distanced Guinness or 
two where we would hide round the back and just sit in disbelief at the 
world, we were lost, but not alone. And that’s what kept me going.  

I am pretty bored of packaging in general, when we opened the doors to 
Darby’s on the 4th of July to watch the restaurant fill, the clatter of pans, 
the flash of flames from the aged beef fat hitting the coals and looking out 
at Emma and the team weave in and out of all the truly grateful guests, it 
reminded me why I love this industry, why I love restaurants, hospitality, 
people!” 
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“We had only opened Mei Mei for three and a half 
months before the first (of many) lockdowns, and it felt 
like we had to change and adapt as many times as 
needed to survive. We found out quickly we couldn’t 
rely on loans or grants because we didn’t qualify, but it 
also pushed us into working quicker towards developing 
our business.  

We introduced our retail business, of producing and 
distributing our own products, our sauces, spice mixes 
and meal kits, then when summer came around, we 
were so excited to launch Bā, our evening supper club. 
It felt so good to serve food on actual plates and wine 
in glasses again, and being an outdoor restaurant, we 
felt we were being responsible too.  

I can’t wait to have that feeling again of enjoying any 
hospitality. These lockdowns have made me realise how 
much of a therapy it is for me, to enjoy the company of 
others and feel relaxed. I’m also really looking forward 
to the launch of my book Makan too in May, I’m hoping 
by then we can have a proper book launch and eat lots 
from the book, and never see a Zoom class again!” 

“This year work has been all encompassing. It's been great to wholly devote myself to my business and 
customers, the level of focus you can achieve by having zero distractions was eye opening and I hope to 
maintain that in our post COVID-19 world. On the flip side, the lack of distractions has taught me how 
important it is to take a break when there's so much going on. It's easy to work 18 hours a day for weeks on 
end but you start to fade. Now I really appreciate a proper day off with my wife before returning with a clarity 
of mind.  

Top Cuvée has been extremely agile in navigating the pandemic, our initial "pivot" was a great success, but 
we were constantly changing our business to suit the times and offering services that people really wanted. 
This was a big lesson and something we now hold at the core of our business. 

Aside from all the self-education, a high point for me throughout the year has been watching how resilient and 
ingenious our industry is - all the pivots, pop ups, collabs, new businesses and general camaraderie has been 
an inspiration and a great reminder as to why I loved this industry in the first place.” 
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“In celebration of Chinese New Year 2O2O, the CODE team were huddled 
around a table picking over dan dan noodles and jellyfish salad from My Old 
Place, with the news of a virus a shadowy but distant concern.

It’s a good job we were innocent of what was coming, or we might not have 
made it through the year. The thought of the industry being closed 12-months 
on would have been too hard to swallow; the repeated stopping and starting, 
closing and opening, a mental mountain too hard to climb.

Hospitality can never truly be a digital enterprise, but the ingenuity of 
diversification to keep cash flowing, and the energy required to live to fight 
another day has been staggering. Not to mention the generosity of an 
impoverished sector in stepping up to feed the frontline, the homeless and the 
hungry. The year of the pandemic has shown that the hospitality industry 
possesses skills and attributes that many of those leading the country could 
only dream of.”
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“Throughout the global pandemic, many hospitality workers have had to diversify their 
skillset and take up new opportunities across other industries.  With the increase in demand 
across sectors such as retail and logistics, e-commerce and customer services, hospitality 
workers have adopted new roles to stay active in the job market. One of our findings has 
been that hospitality workers perform extremely well in other industries, especially those 
with customer service experience. Many were surprised at how transferable their skills are. 

As we emerge from COVID-19 and venues open their doors once again, we expect to see 
new recruitment challenges.  Businesses will need to work harder in order to bring back the 
hospitality workers who have found opportunities in other sectors and attract new talent into 
the industry. Businesses will also need to provide good training and development plans as 
workers continue to limit their risks in a post COVID-19 landscape”. 
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“Technology is taking on a new role, morphing from a tool designed to 
maximise efficiency into a means of fostering meaningful customer 
relationships. So what is needed from digital in hospitality to thrive in 
the new reality?  

Customers are now more comfortable interacting with brands in digital 
environments and their expectations have evolved with their habits 
during the pandemic. The gap between hospitality ‘IRL’ and online is 
wider than in other industries, particularly eCommerce. Modern, 
hyperconnected consumers expectations won't accept lacklustre digital 
interactions. Brands need to be using technology to enhance customer 
experiences in an authentic way that maintains consistency across all 
platforms, not replace human interaction.  

We will continue to see ecommerce inform what hospitality is doing 
online, for example extending the on-site experience online and 
expanding the bookable proposition. People are taking ownership of 
their booking journeys because of distancing restrictions.  

Click and collect, highly custom group / area bookings and video driven 
consultation are all growing. Technology was key to driving people back 
into venues safely and facilitating additional revenue streams in 
lockdown. Now it can be key to expanding their experiences and growing 
hospitality once again. Investment in digital infrastructure will guide 
those who invest in these channels to stronger customer relationships 
and enduring business success in the post pandemic environment as 
well.” 



24



For more information: contact@codehospitality.co.uk
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