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Executive Summary

In October 2011

gay farmers Phil &
Michael launched Two
Cocks Brewery as a farm
diversification project.

The brewery focuses on cask sales, bl has always

recognised the cruaial mpul hottle sales would
have m commumcating the brand slory and
geitng the name recogrsed - and of course the

financial contnitwm o woulid make

Yel the brewery launched into a marketpiace that
was more dynarmic, diverie and crowded than

i had heenin over 100 vears with over 2300
bottled compeatitors So any design solution not

ondy had to excile - 1 hisd 1o caplivate

And the solution delivered by Brandhouse with z
meagre budget for hoth concept and productions
Nas done that m bucket loads The concept 15 &
copy focussed labelwith 2 real chicken feathe
stuck Behmd. The labels were designed o enable

otfice prrder and short ron produchion

slutety MG other SURINNING ma ke

raty enther above or Uelow e g

have leapt from none i September 7017 1o an
averane of 58 cases per month wathim 10 morts

more than doubling the sales 1aiget ang

representing a 10% rather than 1argeted 5% s

value comribunhon

The desian concept 1 a sturnnmg example nf

how desian can help a small end cash strapped

ng overcome huge conshiamts ta achieve not

anily stunning sales success bul alse genera
Buzz that 1s crucial to sustamng a brand

the fonaer leny

Wil so rmany quirky, bandmade brands in the
category its also a testament 10 the powst of
lsteral design thinkng 11 waoutd have bieen sasy 10
design vet another quirky label representing yed
ancther quuky beer. But & mose lateral apmvoacl
te branding, that has deep roots i the brand
story - using real feathers - has really helped

the brand get aoliced
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Project overview
Getting to the brief

sounht Al
2000
Following two extiacrdinsnly ot sunemers,

that sawr waler resticiions imposed they had &

o e YWest

borehole sunk 180
chall i garly 2011 10 ensure they couid
adequately rrigate then fields and water then
herds of rare breed sheep, cows and pigs in
the future Ore monnng by sheen comoderice

hichael found waltt hops o the hedoerows dut

oppostte the borehole and the germ of ande

as a farn dversification

faunch a micro-hrewer

poject was formed

f

By November 2011, Michael, the masier by

had been fully tramed, the brew room had heen
constructed and 1is mitial, smal 2 5 barret hrew
ki snsiatied (s was upsized 1o a 10 barred ki
it October 20123

115 first heer bia

artdd the brewery launched

dz (1643 Roundhead and

1643 Cavaliert i cask. (o 2 very jecaptive and

suppaorive local pub bracde

The brand name, Two Cocks Blewery, had its
onging m the onginal graphic identity for the tarm

I
Iy

vaory e b oreds i

a longue-mi-cheek implication st the owners

were 2 {gayl mern

oo the e of he

enCampimend the night before 1he

g i‘é%i‘a‘-\!i)m‘y and this 1K

643 R(::.i@'udh(—"a(?ﬁ,

Leveller, 1643 Purtian eich

The core focus from beth 2 sales volime and vaine

poni o wiew for the brewery was, and contnues

to be soldd through jubs But boitle

SEies were always recognised as Remg imporn
- ot only fmancially, bt 2o as 2 way of moe
fectively communicaling the brand stor

s ‘

3olip andd ot by

weEs 0SS

J

avwateness and a bury around thie

cructat 1o drving n-pub pint sales

fnportantly thouah, the ambitiens for 1he

‘

il

arésmorigst the WIS T".c’]‘-:"\" MAhs oo

ardd constmus deaision 1o mit moduchion 1o

4 x 10 be

vt e

ii.

el Drevs e e

ter approximaiety 3,200 litrestwesk (his higure
ncludes brews destined for both cask and bottle

- & teved they are rapidly epprpaching andd hepe

P B T MU SRR

Deen made (o ensure the owners have 100%

avtonomy, 100% involvement and sl manage 1o

e damg whilst making » decen

enjoy what they are

‘

e that pomnt,

profit H demand exceeds supply

price walb increase 11s, and wilh iemain, & frue

o brewory
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Outline of the project brief

The key Marketng o

oty ;w ey we

defmed as

LAREw

To help raise awareness and und

the Dz

terstando # o
wnd amiongst both trade and consumers
o generate & buzz aroand the brand amonc gst
hotlv trade snd consumers

To easily accommodate the addiion of new
beers  mita launch would be with thiee,

potental long terr range could extend 10 16-12

The key Business obyeciives 1o the hotiles were

defined as;

To generate hottie sal
12 % 500mi b

rising 1o

“ases of

e 20013

o5 Of at leas
tiles per month: by |
40 per momtt by December 2013
To minnmise labethng coss

T afiove both small batch s and

m-ficuse production

Overview of the market

The micro-brewery
marketplace has seen
a huge explosion over
recent years, and

competition is

increasingly fierce.

The followang satistns ave a flavow of (e

Seeming gokl vt ks Breweer

faunched o m iate 201

By mudd 1977 the lrewarg madustey in Britan and the

conssied of 7 national biewers, 58

Charne! sfangs

mdependent brewers and 5 home hrowers’ ( soure s

Fravk Bafle The Beer Donker's Companian;
013 CAMRA Good Bes Guide now likie over
srevventes oy the LIK

The vast miscrity of neve hrewsies have launches

since Z007 {SI8A Loca! Beer Report 2013

The total volume of he

produced by SIBA
Fhiin 2008

FEESeNtIngG 5 wihoping

rremibers has leapt froms
72354, 2011,

135%

&9 hiin

\|

mcrease in pist 4 years The year on vear

marease tor 201197 of £ 8% was predicied with

orodurtion forecasts Tor 7043 3!‘;(’_axr\fiﬁg a furthe

45 6% growth (SIBA Local Reer Re 2013

SIBA estimiates that there are pow around 2.300

botiled real ale beers avaiable m the UK, with

In West Berkshire alone the number of breweries

hias gone from 3, 5 years ago, to around 10 10day

~F -

with reports of & further 2 local launches beng

planned En"umm{ﬂr'nw
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vl such a dynamie and nceasmaly Project IaunCh date

Ccommpeliive marketplace 1 wonkd He vl thes

Oy

arty design soltition not ondy caught consy

atterion an shedf, but positively encowaged ek Bottles re

ey linse {or a pmary

Ll wuner that fooks a1 your hee cotsumer aunch e e erober 2012 at the

for more than 2 seconds are 53% mare Bhely 1o locaily imponiant Royal Berkshire Shove whiere the
buy 4 castomer Thel picks up your Beer 15 96% brewery was 10 have & iade sland selling botife
more hikely 1o purchase” Faraday Centre (o Retail Deers with 70,000 visitors from the local ares
Pxcellence, Leeds Metropolitar Unversiy, SIBA visririg 1he shiowe over 1S 2 day duration

Conterence paper 2013 Lo be & majon leol i e brewery's armoury o

getbng the biand name out there snd 1alked
The i-:,e-y obstacles facmg Two Cocks Brewery about - wiih Bedtles being the communication velbics

with fs bhottle ranas woudd be

} Launch was to be
Gaiming bsings when the wr of Cornne .
&t both a national and tocal level were ramiihy V\“th 3 core bee rs.

increasing, meanmng rands and packs bad Lo really

exciie hoth store |,=.az‘r={h'r‘s AN Consumers l 1 643 R O U n d hea d
a 4.2% bitter,
Ganng hstings when the 2 founders had no

previous commertial sales expenence o contects | 1 643 Cava ’ ie I a 3 & %
OUhas proven a VERY steep learming curve!) .
golden ale and

Developmg 2 bottie design concent that was hoth

cheap 1o design and cheap 16 execute Thele was ?643 Purltan d

Ve

o Pt i A45% stout.

e advertisimg to supporl the bottles gither st

]
aiale

latneh ot on-going - the bottles would have 10 T

w taunch would De followed by targeted

stand on their own two feet. selling-in 1o focal farm shaps and bais.
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Size of design budget

i i - - PR 5 L e ek e FEEE T
NOTLO ot oo e o posnt G0 d, st Hhe stan of e

chientagency relabonshup thers was elecively ng

Ludgel avalabie for desigr - st s wndersi;

that oweoudd be wital 1o the brands succese B

the oweners recogised that thal wasn't a very

reshstc startmg pownt, <o hvouch some ceatne

markeing of ther rare breed bvesiock and mest

products (ncluding home cored Serranio b

cehisled together a nonural budget ol £7 500

Hree heer for e for the desianers - ¢

agency felt il couldn refuse tean™t think why?t

Outline of design solution

Thie design solution was for 2 sngle 304 wrap lahel
posticned low-dowr: on the botlle waty a gal
chicken teather stuck belund The tabels only
wmicluded capy: brand, vanan! nams. vaani
descrpion and legal information front face wail
ihe brand story, indwidual vanani tastmg

notes, uie by lod nurnber and bar code on the

e portion.

be hand apphed By (e Drewery team - thongh

gwen the smal volumes produced with each batch

1y frown
chnckens e an e Tarm bt dolioneino
CERCEES Paied o0 the Iarmy bt 1o NG

guidance from Fnvimnment af Heahls the feathers

ave soured from one of the suapphers fo the 1K

mablary s ane delivered on long feathe) bos-esgue’

strnQs The dorating dhacken bieed type. featier
Q ¥l

colou and vanant name typogiaphy colow

changs by varmnt

The desiny solution was locussed an

Gaining stand-out in
an ever more crowded
market place

Encouraging bottle
pick-up through the
feather having inherent
touchability / play value

Visually communicating
the brand name meaning

Being cheap to produce
... labels can be printed
from an office printer
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Summary of results
Increase in sales

4 P | phirrey et et oot by s geaesmed e s
PO A SEANGING Stant salss haayve maovest from

O cases perrsanthe e Augost 2057 1o the Drewvwery

nowy sefling an average of 58 cases per o wmonh

- more than doubling the ongmat targets

&1 the counly show wherg the hottles were

launched, the in-going hope was Tor <ales of
arount 50 cases, with break-even for the event
bemng 38 cases Adual safes someahal smashed

experiations with 131 cases bemy sold in 7 days

160

140

160

80

f‘:ﬂ

40

20

SEP12 0 OCT12 NOV 12 DECT1Z JAN 13

O TRAAT

with thie brewery selling 27 cases

Month on month sales
since launch have heen
as follows:

FEE 13 MAR 13 APRIZ MAY 13 JUNI3

BRANDHOUSE

STRATEGY + CREATIVITY




L]

Consumer awareness
and image

actions b the botttes from end consumer s

0 phenomenal sione obervation

Mave b

research conducied by the brewery reve

athers have significantly moreasad brand

ndcut v e competliion and have aciod as ¢

strong sliracior i botite pick vl and Investigs

and, as noted earlier "a custamer that pucks up your

¢ urchass’

eer 15 96% mare ikefy to p

Both solicited and
unsolicited comments
relating to the bottle
design have been hugely
positive, for example:

OMG 15 that a real feather 7 1s that on every bortle?

that is so coolt

They'ie so besutiul wh g lovely fouch

J,rr:

‘Greal beer and a free feather too, what move conled

Vo wanil”

Have your packaging. It's se distnctive, 5o clever’

Where can | get hold of vour beautitul bears, the
ones with the feathers on them?
‘Re's collecting the {eathers. He'll have enouah for a

Peredit i Dihe hisad

Increase in market
distribution

sttenderd wilh

it ant miteredt

H

& r‘lil; "I‘{} COVISLIEeT
pomnt of view with the bottle design being a

Priiary o

dnror falong with having great

ey e s c R
tastina mes vty sold provenaice)

Froms only bemng available from the Brevesry

o miatkels untd Novemnber 2012, and with no

ish from the bre

tledicated selhmig pu

Ty WNErs,
the Brancds bottles e now svadabile in 8 ietalers

and 8 harsiestaurants, ncludng Budaens, vl

]

chscusaions pnderaay with Raymioind Blanc,

Warcn Piene- Winte, Meark Mo and Watose

I a

waithy the label design playing & signdant role m

the stacking decision Importantly, the Drowery

doesn't have the budgets available 1o oifor the

fnanaal stocking incentives or rromaotionsf
support matenat that ther larger compettors
can and do supply What's maore, the wholesale
price 15 al the very lop end ol the rarge paid by
miany refalers. Gelung a hsting s therefore an
the strength of the brand and anticipated appeal

of the pack on shelf,
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With the plethora of
new breweries opening
at a similar time to
Two Cocks, and all
clamouring for a share
of the same sized shelf,
and despite the
recessionary economic
pressures affecting

all sectors, the level

of positivity to the
brand and packaging
from retailers is quite
remarkable:

IR . E T P R P - A -
Pre cusiomers fove the dlesion wee gl ifunk at

Aarkel Cale that it i one of 1he most Slarmerons

{lez of heer an the manket The festher n such
& e fouch and shovs the care and atrention
behimd the makmg of the beer”,

Eve Ricard, The Market Cafe, London E8

What ke abowt Two Cocks i that it appeals 16

Dot fovers of 1eal ale, ard those drimkers vabio sre
@ryopng the new wave of Qaft boers Twe Cocks
olfers a tradivona! anproach i the types of beers
it produces (no rendy (PAs hered commbned
wiil clean, moders and strking packagng The
feathers aie o lalkng point when people come
i the shop, and i grees us an opporiuny io
exain the story bedind thems Thas i ture does
fislps sed] the beer - and we have miany refumn
cusiomers, especiaily for the Cavelier Golden Ale

Pacla Tich, Park & Bridge, London W3

“Apart from the fact that Tewns Cocks Brewsry
5 oue focal breswery, we were Struck by the
innovatve design of the bottle - particularly the
real teather on each battle. This desion feature
is cardied thiouph onto the beer olasses as well

¢ L i
AR I P

refiect the historic focal connections the brewery
site has vwith the civil war, which adds 15 the
mieresting natwe of the frand Tve Cocks
Bresvery products are Logy sellers for us and | am
sure that the unique design fearures contribute
greatly 1o this surcess”

jonathan Bastable,Bastable Brothers, Kintbury RG17
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Fick up a botile of beer from Two Cocks Brewery and give

yourseff a moment 1o think about it before the contents are

poured; a challenge, Taccept. The hottle is heautiful and UNICIUE
s a stunning examiple of creativity and thoughtfulness; consideration for the PEFSON
whao will drink i We all know that for centunies beer has heen a symbeol of British
gastronomy In its own mighly way, this little bottle celebrates the magnificence of
gastronomy i Great Britain today. The label i confident, sleek and easy 10 read. The
weight of the Dottle tells you that this beer (and the hoys wf‘:g miake 1) mean business.

But there is something else that is truly clever. You see, frequently it is the first 1aste
of good beer that puts the smile upon the face but with Two Cocks beer I Tind myself
sriling upon first sight of the bottles it is the feathers, of course. They are placed
liked colourlid, elegant trophies o o dark background They bring a touch of elegance
to what is reqarded as 'a man's dink’. They are a subjeci 16 discuss with vour friends
What colour is yours?” They simultanecusly provide o link 1o the farm where the

brewery sits, and are also a subliminal connection 1o food and nature anc Great Britain

But my God, above all, they are wilty and fun - they make vou happy. You can
sense the designer’s character, someone who is warm and full of good humour
and probably enfoys a drink or two. Importantly, the triumphant design equals
business success. Can you resist picking up the bottie? Voua!
Enough talk about the design. 1 will open a hottle and prove

SER NI DRI GOy o TG e ey SlibuHuledy Ny
) o . 3

Raymond Blanc, OBE.
Chef-patror of Le Manoh Aux Qual's Saisons,
Great Milton, Oxfaordshire
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Yliite (e actoal somibiers show thal s Cooke

Erevavery s shi aoelatieely sinall beer nand i the

Granid soheme o onas, very sirong arcails b

S0 descrie

il have clearly aid

rcmietheless Deen achileved agamst very 1oogh ble the Drand <ory

nENE tetEnhon and svierest The il
aives bl one example of 8 potental costaome
tespanse to the sample ‘package”  the pub has

se Decome o regutan costomet Tor the brewery

The Red Lion at Britwell Salome

Now THAT'S what you call a sample. @TwoCocksBrewery Love these guys
already!

gh Aurelia Malkin and Kelly Frankiin Potter like this.

Jon Brydges I've had that before. The bottles have feathers
on. The Puritan Stout is the nuts,

May 21 at 8:4%am via mobile - g5 1
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@ 1643
i ROUNDHEAD
\_——BITTER —

| CAVALIER
s = GOLDEN ALE ~~

oF

1643

| VISCOUNT

L. — GOLDEN ALE —
~ two cocks brewery

CHURCH tANE
ERBORHE, BERKSRIRE

5.6% abs

1643
. LEVELLER
\ — BITTER —

- two cocks brewesry
£l
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Achievement of ‘soft’ objectives

demonstizic, the hotd

andd buildmg awaren

of Creating & b

e

L

aindy acfneve

a(§

numiber of tifterent chucken b

can bhe alilamed mthe volums

TSNS O

Mewery has

EOE S Newy variEnis

Cathalye

Ale, Cannonise

fandg Daman

s

typcelly with nest 16 no notce, and wouinng

Iabels pretty much mmediately The

oy Ao

that s ikely 10 cause prablems long term s the

{eaihers that

(8]

regared!
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There are 6o
resevivib

£

iere has beernt NG in-

Other influencing factors

xperlenced, namely

Stmiply Deing ne VI AN eXcitmg andd

currently tomeal, almost trendy, marketpiace
Being local

Hawving great, consistent. award
wirrnng, product delvery
imporiantly though, these feciors are no more o
fess inportant than they would have been for any
of the Brewery's competitors . and givers Lhe
plethora of new news that has flonded the market
aver the fast few years these factors have arguably
of hmited sgmiticance

heern just bew:o new and

ocal is no Iomger eren ;(,h a brandg had 1o have
substance and physically stand oul 1o get atlention
Swiriticantly, the bigh mvestment levels regured
10 561 L the brewery meant that there was no
pudgel avalable for above or below the ne activity
feither directly or thiough payment in kind

alternalives ')

Specificaliy:

@ has been NG PR campagn
there has heen NG direct maid campaign
store merchandising or

promotional support matenal

there have been NO price ncentives

soledy thraugh eithier the

coniacting the iy vy e Uy fususi fy Fagns e

wtties ot showes an farmers makers

seen the

or Hnough MichaelPhit comacins thers directly

and meeting e i persan providing samles

ol preduct and packs to 1y

Research resources

f‘h&"NCiV sale tala
Browery customer tesearch, September 7037
wery Apnl 2013

18 SIBA

b Store observation research by bre

Continuat cusiomer {eedback anm
epor 2012

aday Certre 1or Retanl Excellence, Lesds

Metropoitan Umnversity, SIBA Conderence panper 2072
: ; {

he Beor Drindoers
2013 CAMEA Good Beer Guide

Frank Baille Companion
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