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Re-Opening in a Post COVID World 
———— 
In reality, no one can really predict what the hospitality world will look 
or feel like when we finally reopen our doors.  In fact many of us don’t 
even know at this stage when we will actually be permitted to start 
trading again and what measures will actually be in place when that is 
officially announced, and whether those restrictions will negate our 
ability to operate at any level of profitability.  

This document serves as a collection of existing data and thinking on 
measures that have or can be taken in this brave new world. We felt it 
was useful if our peers could have access to some thoughts and 
actions other operators have taken to try and rethink their approaches 
and hopefully come out the other end with a strong and dependable 
business.   

The aim here is to share creativity from across the industry, hopefully 
spark ideas within our community, and encourage operators to think 
outside the box and take learnings from other attempts to navigate 
this world, and hopefully allow the teams of currently unemployed 
hospitality professionals a way back to secure employment. 
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Re-Engineering The Guest Experience 
———— 
At RBH we spend a lot of time with clients mapping out the ‘guest 
journey’ and looking at the ways in which we can enhance the 
experience, refine the service and streamline the efficiencies for both 
server and guest.  That work is all pretty irrelevant now, at least in the 
short term.  

The UK Government has done little to indicate the ways in which social 
distancing may be implemented, and from what we can see, done little 
to ask the communities themselves what will and will not work.  Many of 
the larger operators have built exhausting and often complicated re-
opening plans that raise many more questions than they answer. 

As is so often the case with the hospitality industry, it’s just as important 
to look inward to our peers for inspiration and support as it is to seek it 
elsewhere. 

The following are some examples of fun and inspiring ways the 
restaurant and bar industry has reacted.  
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Some business’ reacted quickly, like the guys at Pizza Pilgrims who have 
always been inspiring.  They quickly developed a ‘frying pan pizza kit’ 
which allowed customers to order pre-prepared ingredient kits, and with 
an oven and a frying pan, bake fresh delicious pizzas in their own homes. 

This is a great example of a business taking the initiative, and while they 
could have simply ramped up their delivery tools and maximised that 
stream (and likely they have done that too), Pizza Pilgrims have come up 
with a refreshing idea which allowed them to not only drive revenue and 
expand their market well beyond the 1-2 mile delivery radius, but also 
inspired many others in our industry to follow suit with restaurants 
sending out burger kits and pasta bars sending boxes of delicious pasta 
and sauces as a few examples.  The list is endless really but what an 
inspiring way to tackle the challenges that lay ahead.
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With all the local restaurants starved of their locals, many have 
become innovative in how they can still remain central to their 
community, generate sufficient revenues to survive and support 
their teams and suppliers as much as possible.   

The answer for quite a few of these neighbourhood haunts has 
been to become grocery stores. Selling combinations of cooked 
meals, uncooked meals, fresh produce, pantry staples and of 
course alcohol. 

This has been a standard of operating for many village restaurants 
around Europe since time began, but its been a significant revenue 
stream now for so many operators and has in turn given the 
community a chance to support them when the conventional ways 
weren’t possible. 

Another benefit has been the exposure to many of our guests of the 
expense of the raw ingredients and the effort it takes to prepare 
them so perhaps, when returning the ‘value’ of dining in a 
restaurant and drinking in a bar might be more evident to some. 
The grocery might just be something to retain even post social 
distancing. 
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With bars completely unable to trade there have been many wonderful 
stories of bar owners reaching out to their guests in different ways.  The 
Hatfield bar in Belfast developed a mobile Guinness delivery that brought 
a fresh pint of the black stuff straight to your door.  Places like the Sun 
tavern in Bethnal Green have, like many cocktail focused bars, developed 
a bottled cocktail offering alongside selling bottles of spirits, wines, beers 
and other treats like their glassware and even music.  We have seen some 
beautiful drinks options come from the team at Mothership in Edinburgh 
too, making us think about a trip north of the border when possible.  

Some bars have even embraced the online world in wonderful ways.  
Brewdog have turned their venues into ‘click and collect’ stations and 
even started hosting live online beer tastings with their founders, The 
Cottonmouth Club in Houston host a ‘virtual bar’ every night with 
cocktails tutorials and musical guests all with a host of their now global 
‘locals’ - meaning not only do their guests interact with the bar, but with 
each other.  There have been countless examples of the pub quiz going 
online, and from what we understand quite a lot of cheating (shakes 
head).

8  © Red Branch Hospitality 2020



While the furlough (in the UK) scheme has given people out of work a lifeline 
that was essential, many within the hospitality sector have depended heavily 
on service charge, and despite being a fully registered and taxed income, the 
government decided this wasn’t to be covered. While we have heard some 
horror stories of how some restaurant groups have treated their staff its 
mostly been a case of everyone pulling together to try and support one 
another in any way possible.  

At The Sand Bar, Georgia, guests had been pinning dollar bills to the walls for 
years, and the owner decided to take them all down and give it to her staff, 
when guests found out they rushed to help and the bar was able to raise over 
$4,000 dollars to help their out of work teams. 

Other bars such as “The Dead Rabbit’ in NYC have set up a staff relief fund to 
attempt to offset the massive loss of earnings their team have suffered from 
not being able to serve drinks to patrons.  The resulting fund has raised over 
$46,000 at time of writing.   

Many restaurants in the UK have started selling vouchers and donating a 
portion of the revenue directly to staff to offset the lack of tronc.  With guests 
then able to redeem the full voucher amount on reopening.
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Another inspiring way in which the industry has showed its strength and 
community spirit has been to provide meals to key workers.  While some 
have treated it as a PR stunt, many have quietly gone about supporting 
our key workers with hot meals, delivered to their places of work.  Hotels 
have donated rooms to workers needing beds.  This has shown wonderful 
community spirit and we hope, demonstrated to many people the true 
meaning of the word hospitality.   

Places like Spring in London have dropped off food parcels and and 
cooked meals to the Royal London hospital. Cosmo in Manchester has 
been preparing 50 hot meals per day to the city’s critical care 
departments.  Other operators such as Caso do Frango have offered free 
meals to NHS workers, while places like The Athenian and Leon have been 
offering a 50% discount.   

While these don’t generate revenue, it only serves to reinforce that bars 
and restaurants are central parts of our communities. These restaurants 
and many more have been there for the communities when they were 
needed most.  Hopefully this kind of community minded thinking stays 
with both guests and operators and restaurants and bars can once again 
find themselves back at the centre of their local communities.
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One of the very first steps we will encounter upon reopening will be 
demonstrating our sanitation protocols and assuring our guests 
that we are maintaining the highest level of cleanliness in our 
establishments.  The certainty is, that in the early days guest will 
expect to see visual indicators that outline the measures being 
taken to ensure hygiene standards.   

What we can’t forget is that most of our guests expect some form of 
escape when they dine out, they come to restaurants to relax, to be 
taken care of and to forget the worries of their lives and the outside 
world.  In that respect it is so important to not overdo the signage 
or indicators that will bring them crashing back to earth.   

Understanding ways to allow the guest to feel they are in a clean 
and well maintained space will undoubtedly overtake the constant 
need for sanitation that’s being proposed now.  Until the 
government devises some sort of ‘COVID-19 standards adherence 
certificate’ it will be a case of each of us deciding just how much 
signage and indicators we need to use to make guests feel safe.
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There has been much talk of the effect masks will have on hospitality.  Will 
guests wear them? If so will they remove them to eat and drink? Will staff wear 
them and if so how will that effect their ability to do their job.  One massive 
effect of staff wearing masks is that it hides one of our industries most 
important tools, the smile.  It can go so far when guests are greeted with a 
smile, and the inability to communicate this welcome could impact the 
experience much more than people might think. 

Thankfully there are amazing people out there trying to overcome the 
challenges of wearing masks.  Ashley Lawrence, from Kentucky designed a 
mask to allow the hearing impaired to lip read while still respecting safety, and 
this may be what the short term future of hospitality looks like. 

Another operation which has been embracing masks long before this health 
crisis was AnonymouS Bar in Prague, where their team have worn the Guy 
Fawkes mask from V for Vendetta.  The whole guest experience here depends 
on the staff’s ability to better use body language to communicate with the 
guest, in place of facial expressions.  It’s a unique way of communicating and 
provides a form of entertainment and certainly a memorable experience for the 
guest.  Already UK bars have followed this trend with Inception Group 
announcing their staff will wear masks befitting the venue and guest 
experience. 
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Reengineering The Space 
What will the restaurant look like in a post COVID world? 
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Re-Engineering Space 
———— 

Much has been said and indeed shared on the different ways in 
which restaurants might combat the fear of COVID-19.  Some are 
humorous, some scary and other just downright ridiculous. The 
following examples are just some places around the world that have 
made attempts to allay fears and minimise risk. As with everything 
in our industry there is rarely a one size fits all answer, but with 
some imaginative thinking and creative redesigning of the spaces, 
there are ways to make this work.  We strongly believe that these 
adjustments should be temporary solutions to encourage guests 
back into our world, while we slowly return to restaurants and bars 
doing what they do best. 
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Perspex and glass dividers have started popping 
up at restaurants in countries already allowed to 
reopen, with reactions on social media varying 
from horror to acceptance in the short term.  

We strongly feel that while some operators may 
embrace this kind of thing short term, there is 
no longevity in this for either guest or operator.  
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Coppa, London 



The world of Private dining offers an interesting new 
approach for restaurants lucky enough to have the space 
available.  Places like Coppa in London had originally 
conceived it’s igloos as a way of extending the seasonal 
outdoor spaces they had access to, but they now present a 
very tangible way to encourage households and smaller 
groups to meet in a public place with other diners, but still 
retain protection from proximity to other groups. 
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In Amsterdam, Mediamatic Eten has created small 
greenhouses to allow up to three guests per greenhouse 
to dine at the waterside location while not breaking the 
country’s social distancing rules.  In order to maintain 
the correct distance, staff use long wooden paddles to 
deliver the food to the table.  It has attracted a lot of 
global attention and the restaurant itself has been fully 
booked since reopening. 
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Bord Før En in Sweden has a completely unique take 
on isolation dining.  Part restaurant, part social 
experiment, it features one single table and seat in 
the middle of a Swedish meadow and serves one 
solitary guest per day. The premise is “no interaction 
with others’ and food is delivered in a picnic basket 
passed along a wire.  The cost of the three course 
menu is left up the the diners discretion. 
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The Irish pub had a solution to post COVID drinking long before we even 
knew we needed it.  ‘The snug’ in Irish pubs was originally designed to 
allow women a private space to drink in the pub, as society frowned upon 
women frequenting such places, thankfully those times are gone but the 
design has remained.  Known by many locals as “the confessional booth” 
due to them often featuring a small service window from the bar and 
perhaps the awareness that many people preferred the barman to know 
their secrets over the priest, likely as the penance was more enjoyable 
from the barman.   

The attractiveness of these snugs in the modern world is that they’re a 
real authentic spaces that imply intimacy as oppose to isolation.  A real 
and wonderful way for pubs to perhaps combat the crisis and embrace a 
part of history.
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Keeping Your  
Team Safe
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Keeping Your Team Safe 
———— 
One of the biggest challenges we will all face when it comes time to re-open will be how to keep our 
teams safe, providing an environment in which can allow them back to work, without risking their 
health.  Protecting your team during a crisis can make all the difference to staff’s long term wellbeing 
and their tenure at your restaurant.  

The simple fact is that with so little information out there on how we will be expected to operate to 
satisfy social distancing guidelines, no one really knows what to do next.  One thing that is certain, 
should the distance required remain at 2 metres, there is not a single restaurateur we have spoken 
with that can make it work in a way that is either operationally or financially viable. 

The fact of the matter is that each business will have to make their own judgements on what are the 
best steps for them, taking into account things like team size, building capacity, and style of service 
intended.  

As we begin to return to trading, most will undoubtedly phase their teams back in stages and it's 
important to acknowledge that many restaurants won’t be able to retain their entire teams when the 
JRS starts to switch off.  This is heartbreaking for many, and while difficult decisions must be made, 
the industry as whole should communicate and network as much as possible to re-house and protect 
as many team members as possible.     
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The following are some examples of measures operators can follow in order to 
practice a safe working environment, however this list is a collection of ideas 
rather than a check list.  Employers must decide for themselves what measures 
work best for their workplace.  

• Taking and recording staff temperatures at the beginning of each shift 
• Providing masks for staff to wear, especially in poorly ventilated areas or 

confined space, which should be occupied by as few people as possible. 
• Make hand sanitiser available in multiple locations especially at entrances and 

exits and beside internal doors and lockers. 
• Have sanitiser spray stations throughout BOH areas, especially in locker rooms 

and bathrooms 
• Keep areas well ventilated with open windows wherever possible  
• Discourage multiple use of head sets or telephones and have antibacterial wipes 

next to all phones 
• Discourage the extended use of staff dining areas 
• Anyone showing symptoms should be asked to vacate the premises and stay 

away for between 7 and 14 days, as should anyone else who worked within close 
proximity to them for a period of time.  

The single most important thing you can do for your employees at this time is 
communicate. Make sure they know the measures you are taking, make sure they 
feel safe and able to do their duties.  Give them a safe place to talk should they 
need support.  Loyalty is a two way street and teams will remember how you 
treated them during this crisis.  You can make that memory a good one. 
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Certain staff members may be suffering from mental health challenges during this 
period, and we advise all employers out there to make their teams aware of the 
various support networks that are available for anyone in need. The following are 
some suggestions but are by no means exhaustive: 

1. Stay in a daily routine - keeping the mind focused 
2. Exercise - exercise helps reduce stress and promotes healthy sleep patterns 
3. Keep connected - stay in touch with family and friends on a daily basis 
4. Minimise watching news and and social media  
5. Look after yourself - eat healthy and balanced. Read books, take a course.  

Keep yourself busy with productive activities 
6. Meditation - Helps promote calming and positive energy 

Some useful links for people struggling with mental health are: 

https://www.nhs.uk/oneyou/every-mind-matters/ 

https://www.time-to-change.org.uk/mental-health-and-stigma/help-and-
support 

It’s a sometimes sensitive subject but an exceptionally important one.  Make use 
of your notice boards to make your teams aware of the resources available and if 
you notice something ‘not quite right’ about a team member, reach out.
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Guest Restaurants
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Post COVID recovery will be difficult for all operators but there will be some for 
whom the social distancing rules will make it an impossibility in the short term.  
Small independent restaurants throughout the UK simply don’t have the available 
space to operate on any level of profitability in the period immediately after re-
opening.  

One possible solution involves the UK restaurant community coming together and 
utilising the combined resources they have to help all recover.  In conversation 
with restaurateur Tom Warren of ‘Wild by Tart’ the discussion of hosting these 
smaller restaurants in the larger spaces came up as something he was keen to 
explore.  Many larger restaurants and hotels will have multiple spaces across their 
private dining rooms, meeting and events spaces and even suites that aren’t 
occupied in the short term.  In turn many restaurants will not be able to operate 
under the strict proposed new social distancing and would benefit from hosting 
‘private dining experiences’ for guests in these beautiful spaces across the city 
while also utilising the kitchens that undoubtedly will be operating far below their 
capacity.  

In most cases the ability to have a revenue stream and get their teams back to 
work when they would otherwise be unable to trade would be a massive lifeline. 

These partnerships could be built to mutually benefit both the host venues and 
the guest restaurant with exposure and revenue share agreements to utilise 
empty spaces and put out of work teams back in front of guests. 
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Dark Kitchens
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The Key to running a dark kitchen is having an offer that is operationally 
scaleable, and an attractive enough product that entices volume sales. 

Many restaurants and bars will struggle with creating a delivery offer which 
successfully translates what the ‘in bar/restaurant’ experience feels like.  One 
idea involves creating unique brands for takeaway that can operate on 
delivery platforms as ‘independent’ offerings that will appeal to the local 
market, with no direct link to the parent brand. People like James Lowe and 
John Ogier of Lyles and Flor have already embraced this idea with the 
creation of ASAP pizza.   

The key is to create offers that the existing teams can execute to a high 
standard, largely using the existing resources and set up, providing 
additional revenues without the need for capital expenditures (exclusion of 
stock and takeaway collateral) 

Agencies such as ourselves, with in house creative and operational teams can 
work with all kinds of operators who don’t have access or resources or 
capital, to create brands, menus and oversees the management of the offer 
alongside the existing bar/restaurant should the need be there.  
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Information, Support 
and Resources
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The industry has never had to operate in a time like this 
before and it has been so reassuring to see so many 
within the community rally around one another to offer 
support, guidance and direction to our colleagues. 

Right now consumers are worried about the safety of 
themselves and their families, but as lockdown eases 
that is likely to change.  The big question is what 
happens next?   While the following data is broadly based 
of the UK consumer base as a whole it gives good insight 
into public sentiment and how to address it. This graphic 
shows how consumers have behaved during lockdown.
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The five consumer segments cover what the public will broadly react like, 
post COVID-19.  ‘Get to Normal’ have been the least affected and are 
the most resilient.  Their age profile is slightly higher and the main focus 
from this group seems to be to minimise disruption to their normal lives.  
45% of this group have suffered no interruption to their employment. 
‘Cautiously Extravagant’ have seen the pandemic impact their ability to 
travel and socialise but are broadly optimistic for the future. They are 
expected to spend more once the outbreak comes to an end.  They are 
more likely to support businesses who have shown care for their staff and 
support the community.  ‘Stay Frugal’ are typically middle income and 
are acutely aware of the long term impacts of the pandemic.  They are 
price sensitive and expect to retain a discretion on spending post 
outbreak. The ‘Keep Cutting’ have seen the biggest economic impact 
and are the most worried about the future. Half of them plan to reevaluate 
their finances when the outbreak is over and many will continue to tighten 
their belts in anticipation of a sustained recession.  Over 71% intend to 
cut back more, especially on discretionary purchases. Finally the ‘Back 
With a Bang’ consumers are itching to get back out and spend money on 
socialising and shopping.  60% are expected to prioritise catching up on 
leisure activities.  They are the youngest and smallest segment but hold a 
lot of potential to drive sales.  
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The publics daily lives have changed significantly since the pandemic and in 
response bars and restaurants will undoubtably need to adjust their business 
strategy and operating model.  There are four overarching trends and ways in 
which operators can begin to address them. 

1. The shift to value:  Restaurants and Bars will have to revisit their operating 
models to better understand the increasingly price sensitive public.  UK 
consumers are more sensitive about price than their global counterparts, driven 
in part by their pessimistic outlook. Mid market restaurants are less likely to be 
able to charge a premium on products that their guests have become 
accustomed to purchasing online and enjoying at home at a much cheaper 
price, and while local business have in some cases excelled at engaging their 
community, studies still show that 26% of UK consumers would pay a premium 
for a locally sourced product, compared to 34% globally.  In short, operators 
need to fully rethink their models and fixed costs to make the industry capable 
of coming back and remaining strong. 

2.  Health and well being will be front of mind: COVID-19 has highlighted the 
many areas of life we tend to take for granted.  This is evidenced by the UK 
consumers growing focus on health and well being - 40% believe it will be one 
of their three most important post COVID purchase criteria.  The proportion is 
even greater among the free spending ‘Back With a Bang’ and ‘Cautiously 
Extravagant’ segments.  This could impact restaurants and bars in massive 
ways, and many will have to ensure their offers address this shift in focus in 
some way.  

3. Changing channels: Building online capabilities will be critical for preparing 
for the cultural channel shift, however the long term impact still remains 
unclear.  During lockdown all age groups have been more active with online 
purchasing both for domestic needs and from restaurants and indeed bars.  
How that looks in the future is the key to decide on what action to take.  12% of 
the older generations (silent generation, Baby boomer and Generation X) say 
they will shop more online in the next 1-2 years compared with 27% of the 
younger demographics (Millennial and Get Z).  Although the pandemic has 
seen a shift to online purchasing and engagement, Restaurants and bars 
should be mindful that the guests have all expressed a wish to return to dining 
and drinking out when safe and to not rely too heavily on this avenue to protect 
their business. 

4. Trust is a key Factor:  UK restaurants will need to address low levels of trust 
and demonstrate continued support for the local community.  The more general 
UK consumer has shown an increasing level of distrust for companies and one 
way to winning this trust back may be community support.  49% of UK 
consumers expect community spirit to be higher in a post COVID-19 world.  But 
beware UK consumers are not easily convinced of a brands good intentions; 
while 38% completely agree that brands have a responsibility to make positive 
change in the world, only 14% think that the current actions many brands are 
taking are good enough. 
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Source: nielsen.com
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Industry leaders and think tanks have been doing lots of work 
behind the scenes to generate the data featured and as we 
mentioned, this is a collection of existing thoughts from around the 
web to give operators a rounded jumping off point that might begin 
the process of them re-opening their doors.  Thank you to 
nielsen.com, EY.com, UKhospitality.org, dataessential.com, 
exploretock.com and finedininglovers.com for the concise reporting 
they have made public.  

Other sources of inspiration and help that we would strongly advise 
all operators supporting and joining are www.hospitalityunion.co.uk  
who have been campaigning for #nationaltimeout on behalf of the 
entire UK hospitality sector and www.ukhospitality.org.uk who have 
been an invaluable resource through this difficult time.   

Should you have any further questions or thoughts please do not 
hesitate to contact us  

paul@redbranchhospitality.com  

Thank you for reading
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Thanks
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