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EAT 17 BACON JAM

In September 2012, bistro Eat 17 began preserving its
signature burger topping and selling it to restaurant
customers. The restaurant team wanted to explore the
wider market potential for the product and needed to
attract national distributers and supermarket multiples
to make it available across the UK.

Eat 17 Bacon Jam is an unfamiliar product, its tiny jar
makes it hard to stand out, and its speciality ingredients
command a premium price. A redesign was required to
position it as a high quality, artisan product, and help
both trade buyers and end consumers to understand it.

Its versatility was also an opportunity to compete in
multiple markets: in delis and supermarkets, and as
an ingredient, a condiment and even a gift product.
Another opportunity would be the development of
variant flavours. The design needed to help build the
brand for the future.

The solution was a clever combination of messaging
and distinctive graphics that works on both a functional
and an emotional level. The design focuses on the
product’s roots, its quality, and the quirkiness of a
preserve that contains meat. Presentation materials

for the trade audience were as important as the label
design to tell the story.

Designs were created in time for a pitch to Tesco,
which subseguently listed the product. Further orders
were established from Booths Supermarkets and
Waitrose, and orders increased two-fold from farm shop
distributer Cotswold Fayre. In the press, Eat 17 Bacon
Jam was featured as a desirable gift product, featured
by Stylist magazine and Vogue.

As a result, there was a 250% uplift in sales in the
10 months following the launch of the new designs,
compared to the previous 10 months of trading.
Turnover increased by £66,000 and the project
represented a return on investment of 120%, with
sales continuing to soar.

300 words

JAMES BRUNDLE,
OWNER, EAT 17
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EAT 17 BACON JAM

Project overview
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OUTLINE OF PROJECT BRIEF

Owners of East London bistro Eat 17 came to us with
their newly launched product: Eat 17 Bacon Jam. Sold

in small quantities to their restaurant customers, it had
been greeted with huge enthusiasm and demand locally
in Walthamstow. The restaurant team knew they had
created something special and different, and suspected
that there could be a much bigger market for the
product. They needed to catch the interest of national
distributers, supermarket multiples, and the wider
consumer market, to enable growth.,

The challenge was that Eat 17 Bacon Jam is an unusual
product. It doesn't fit neatly into one particular food
category, and so good messaging would be key. The
jar is smaller than most condiments meaning that there
was only a small label space to play with, and retailing
at between £2.99 and £4.50 for 110g, it would need to
stand up as a premium product.

QOur brief was to create packaging, POS, website and
presentation materials to help people understand the

product, engage with the brand, and exploit its versatility.

The business objectives were around
maximising growth:

* To gain a listing by a supermarket multiple
* To improve distribution to independent farmshops
and delis

* To maximise markets by competing in multiple categories:

condiment, ingredient, and speciality food/gift

The design objectives were:

= To make sense of an unusual product and celebrate its
points of difference

* To position the product as premium and artisan with
gift potential

* To ensure shelf presence to compete in a supermarket
environment
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EAT 17 BACON JAM

DESCRIPTION

Eat 17 is a family-run bistro in Walthamstow, East London,
founded by Chef Chris O’'Connor together with his brother
Daniel, partner Siobhan and step brother James Brundle.

In developing his Bistro menu, Chris combined the smoked
bacon and onion topping of the restaurant’s signature burger
into one relish and created a new topping. Customers began
to ask Chris if he could bottle it so that they could take some
home. When the first 100 jars sold out in just two days,

Chris and the team started to think about its market potential.

Eat 17 Bacon Jam is a versatile, umami-packed relish which
works as a snack, paired with crusty bread, cheese or
crackers, as well as being the perfect addition to a burger,
base for a canapé or secret ingredient for stews, pies

and casseroles.

The ingredients that give the relish its signature sweet, spicy,
salty depth are award-winning Den Hay smoked bacon,
coffee, lemon juice, bourbon, fresh garlic and rosemary —

all British ingredients (@apart from the bourbon and coffee)
with no artificial flavours or ingredients.,

“Eat 17 Bacon Jam
isaversatile, umami-
packed relish.”

CHRIS O'CONNOR,
OWNER/CHEF, EAT 17
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EAT 17 BACON JAM

£10,000
design budget

New design on shelf
August 2012

OVERVIEW OF MARKET

Bacon Jam is an unusual product. In the UK, very few condiments
contain meat. It's also a versatile product that doesn’t neatly fit
into any one food category, meaning it isn't clear-cut where it
should be located in store, or which market it is really competing in.

Within each of the food categories where it has most potential
— condiments, ingredients and speciality food — competition
is intense among numerous suppliers, big and small. Major
FMCG brands like Heinz and Branston are able to diversify with
huge ranges of products backed by market intelligence and
marketing budgets, while a multitude of small producers vie
for distribution.

Our challenge was to make sense of this newcomer to the market.

PROJECT LAUNCH DATE

A small number of mocked up jars were produced along with
presentation materials for our client to take to meetings with buyers
and distributers in June 2012. The new label design went into
production in July 2012 and was on shelf by August 2012,

SIZE OF DESIGN BUDGET
The design budget was £10,000.
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38mm

EAT 17 BACON JAM

OUTLINE OF DESIGN SOLUTION

The design team worked closely with the client to explore and define
the product proposition and design objectives. The design needed
the versatility to compete in delis and supermarkets, and to be
credible in multiple categories: condiments, cooking ingredients,
and speciality foods with potential for gifting. Most of all, we needed
to tell a story.

Our approach was a clever combination of messaging and
distinctive graphics that works on both a functional and an
emotional level, all in a small space.

The immediate focus was on the wholesale market: national
distributers and supermarket buyers. We needed to mock up
some jars with a new look label, and presentation materials, for
the Eat 17 team to take with them to meetings. The project also
included a web page, trade advertisement, and POS.
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We made the name of
the product as large
as possible in white
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EAT 17 BACON JAM

COMMUNICATING THE USP

We developed a proposition statement for use in presentations,
ads, online and on-pack which celebrates the quirky nature of the
product, teasing: 'Is it a jam, a spread or a relish?’. This immediately
confronted the issues around categorization and the potential

for versatility.

The ‘bacon” message was essential as this is the surprise ingredient.

This was reinforced in a number of ways: the large name of the
product, the large pig silhouette, the hammy pink colour, a rosette
on the pig with the words ‘From Prize winning Qinkers’ and extra
text on the side of the jar reassuring customers that the product is
‘Made in the UK using Denhay’s award winning dry cured bacon’.

ENSURING SHELF PRESENCE IN SUPERMARKETS

We made the name of the product as large as possible in white
against black for maximum stand out in a busy supermarket
environment. The distinctive pink background colour comes into
its own in merchandising with large numbers of jars. Messaging on
the top of the jar maximises the opportunity for communication
and is re-used as a brand mark.

TELLING THE ARTISAN STORY

The brand story was communicated through hard messages and
softer design and tonal cues. The typography has an artisan feel,
with a woodcut texture to the black pig. Care was taken to develop
an engaging tone of voice suited to the young artisan creators

of Eat 17 Bacon Jam, and to celebrate its East London routes:

‘A proper pig-out from East London’. The intention was to evoke

a strong sense of individual personality and artisan quality, without
alienating mass market customers.

VERSATILITY TO COMPETE IN MULTIPLE CATEGORIES

The label design works in a busy supermarket environment,

but also has credibility as a speciality food product suited to

the delis and farm-shops and more upmarket food halls such as
Selfridges. The overall feel is foodie, modern and stylish. A colour
palette was created for variant flavours to create potential for gift
merchandising ie three jars in a pack.

469 words
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BACON JAM

Isita jam, aspreadora relish?

ALL THREE:.

jam it on some cheese, ‘
SPREAD IT-ON CRUSTY BREAD
or relish it by the spoonful
FROM THE JAR.

eatl7baconjam.com

TELLING THE STORY:
ADVERTISEMENT AND LISTING
IN COTSWOLD FAYRE
WHOLESALE CATALOGUE

TELLING THE STORY:
POINT OF SALE SIGNAGE




EAT 17 BACON JAM

eaty’

BACON JAM

Isita jam, a spread orarelish?

ALL THREE..
jam it on some cheese,

SPREAD IT ON CRUSTY BREAD

or relish it by the spoonful
FROM THE JAR.

Waitrose Presentation
20™ February 2013

eat’’

BACON JAM

The possibilities are endless...
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EAT 17 BACON JAM

Summary of results

New listings at Tesco,
Waitrose and Booths
supermarkets

' 6.6 6.6 ¢

“Bought this for my
boyfriend and he
lovesit.”

1. 8.8.6.6 ¢

“We bought this for

my brother - he loves
weird food!! Hereally
likes the BaCon JalM!!!”

GIFT CUSTOMERS
WWW.AMAZON.CO.UK

“We got some big
hits with the new
packaging.”

GEMMAWENT
PR CONSULTANT

INCREASE IN DISTRIBUTION

Following the redesign, Eat 17 Bacon Jam has successfully competed
in both delis and farmshops as well as supermarkets. The product
was stocked by Tesco, Waitrose and Booths supermarkets and it
became the 8th best-selling line by farm shop distributor Cotswold
Fayre. The design was cited by buyers as a significant factor.

Karen Patient, Regional Account Manager, Cotswold Fayre sent
Eat 17 a message to say “Just a quick line to say how great the new
packaging is and some feedback from customers. As you know

| have a good distribution of your range and so far the customers
have all really liked the new labelling, it stands out really well on
shelf and maintains the USP. Quirky and different, great visual.”

Peaks in sales to retailers such as Amazon and Cotswold Fayre
(delis and farm shops) in December demonstrated its success
as a seasonal Christmas purchase, particularly as a stocking filler
for men.

IMPROVED QUALITY OF PRESS COVERAGE

Press coverage was maximised with the new design, particularly in
the consumer press. The product was successfully embraced as a
gift item for Christmas and even Valentines day, and was featured
by Vogue magazine and Stylist magazine in their line ups of ‘treats’.
Other coverage with the new design included: Metro, Evening
Standard, Olive, The Times, Telegraph Magazine, FHM. This was
relevant not only for the consumer audience but for the trade
buyers too.
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EAT 17 BACON JAM

£91,842.20

£26,154.44

10 MONTHS BEFORE 10 MONTHS AFTER

INCREASE IN SALES

Looking at the figures we can see that sales amounted to £26,000
in the first 10 months of trading preceding the new designs, and
£92,000 in the 10 months following the launch of the new designs,
demonstrating an increase of 250%. Here, the increase in turnover
of £66,000 equates to an increase in profit of £22,000, and a return
on investment of 120%.

However, this is very much the start of the story for Eat 17 Bacon
Jam. The figures here do not include the high projections for June to
August 2013 shown on the next page. The company has ambitious
projections for the next two quarters, and next year.
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12

e ——




EAT 17 BACON JAM

£60,000.00

£27,981.20

£12,445.35

£5,850.20
£3,597.49
a1 a2 a3 a6 a1 a2 a2 a4
YR101-3 £22,000 YR2 01-3 £71,000 sl

The new design launched in the 4th quarter of the first year of
trading. In year one, sales for Q1-3 amounted to almost £22,000.

In year two, like for like sales for Q1-3 amounted to over £71,000,
demonstrating an increase of 225% on the previous year. This doesn’t
include the big surge in sales in YR1 Q4, or the even higher projected
sales in YR2 Q4 on the chart above which includes the new order
from Waitrose. Year one'’s turnover was £59,000 while year two's
turnover is set to be over double at £131,000.
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EAT 17 BACON JAM
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CONFIDENCE IN THE FUTURE

Following the success of Eat 17 Bacon Jam
and the confidence this gave the Eat 17 team,
a number of new products were developed,
including Chilli Bacon Jam and Onion Jam
which are now on the market. A further two
products are in development.

OTHER INFLUENCING FACTORS

There was no consumer advertising or price
promotion at any point. A modest PR retainer
of £600 per month was in place throughout.

RESEARCH RESOURCES

All figures from Eat 17 financial accounts.
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