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Risotto primavera (v)
Peas, mushrooms, lemon 14.00

Lobster & crab roll
Avocado, lettuce, lemon mayonnaise 17.00

Sautéed king prawns
Chili, garlic & parsley, basmati rice 22.50

Deep fried haddock
Minted peas, hand cut chips, sauce tartar 15.50

Chicken cacciatora
Roasted chicken breast, mushrooms, tomato, olives 14.50

Steak frites
Rump pavé, hand cut chips, béamaise sauce 19.50

Hamburger
Relish, hand cut chips 1350

Ricotta & spinach ravioli (v)
Asparagus, butter & sage sauce 13.50

Lobster & crab roll
Avocado, lettuce, lemon mayonnaise 1700

Sautéed king prawns
Chil garlic & parsley, basmati rice 22.50

Deep fried haddock
Minted peas, hand cut chips, sauce tartar 15.50

Chicken cacciatora
Roasted chicken breast, mushrooms, tomato, olives 14.50

Steak frites
Rump pavé, hand cut chips, béamaise sauce 19.50

Hamburger
Relish, hand cut chips 13.50

Risotto primavera (v)
Peas, mushrooms, lemon 14.00

Ricotta & spinach ravioli (v)
Asparagus, butter & sage sauce 13.50

Sources

: Bacon & Krpan (2018)
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Reaching a new normal

Proportion who eventually adopt new convention

100%

50%

0%

‘Tipping point' in
social convention
when committed

: / minority reaches

25%

0%

50%
Proportion of population in committed minority

100%

Sources: Centola et al. (2018)
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