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GET GROWING
the indispensable guide to boost your food brand



Introduction
Are you a food brand that wants to grow? Read on.  
You’re a business that wants to attract more 
customers? Stay tuned. Attract, retain, and convert 
with key information to boost to your brand.



BRAND
STRATEGY



Know your audience. 
Make it personal.

The most important part of your strategy. A deeper 
insight into the person you’re trying to reach gives 
you clarity in your marketing materials. Take one 
customer (yes just one!). Go with your biggest spender 
– and create a profile. Go a little deeper than age and 
job title; really get to know them. What fires them up? 
What stresses them out? What’s their comfort food? 
How does your product change their life? Getting well 
acquainted gives your approach a unique edge.

Get the basics locked down  
with a brand strategy worth 
talking about.

Key messages.  
What do you want to say?

Your passion forms key messages that become 
building blocks for your brand story. So get excited! 
Ask yourself: when did you first know this was your 
calling? Why do you to get out of bed on a Monday? 
How do you change lives? What makes you different? 
Answer these questions honestly and with heart and 
you’ll discover 4 or 5 compelling key messages (and 
your clear differentiator) that touch and engage your 
prospects at a personal level.
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The brand campaign. 
Go shout about it.

Brand campaigns show your audience how  
you’ll change their lives. You already know from 
your thorough customer profile where they hang 
out and where your campaign will land most 
effectively (online/print publication/food hall/
festival etc). Now use your key messaging to  
plot your campaign. What’s going to resonate?  
An ad, a giveaway, a video, an event? Once 
released into the world, listen and tweak until  
it’s getting results.

Effective campaigns don’t have to be big-budget: 
Dorset Cereals took an innovative approach in 
2015 by touring UK festivals and seaside towns 
with their ‘breakfast lodge’, delivering tastes of 
their breakfast cereals and offering takeaway 
samples. The experience, along with the free 
samples ensured people were talking about 
Dorset Cereals long after they interacted with 
the brand.

 Customer loyalty can be  

 worth 10 times as much as  

 a single purchase. 

Get engaged. 
Win their hearts.

Customer interactions define brands. If you 
want to grow your customer base and be the 
go-to in your field, it’s crucial you listen to your 
customers and adapt with their needs. Winning 
over your audience takes an innate knowledge 
of their anxieties and what makes them happy 
(yup, it’s that trusty audience profiling again!). 
All good relationships are built on trust and 
communication – speak to your prospects in their 
language and listen to what they’re telling you.

Case Study: 
Dorset Cereals

Image courtesy of Alex Frost and Dorset Cereals



Consistency. 
Stick to the story.

To increase loyalty and word-of-mouth 
marketing you have to be consistent at every 
touch point. Grow trust in your business with 
tweets, status updates and pics mirroring your 
brand values. At this point a quick salute to 
Innocent drinks is necessary. Innocent’s unique 
tone of voice permeates everything they do. 
With packaging, website and social all reflecting 
their cheerful and laid back vibe, it’s a superb 
example of how consistency pays off.

Is it working?  
Test, deliver, measure and refine.

To get the biggest bang for your buck, 
measuring is a must. Sure, brand awareness 
can feel un-measureable at times and customer 
research can be costly, but simply seeing a spike 
in traffic/leads/sales when you deliver brand 
activity is a trusty indicator of what’s hitting 
the mark. Once you know what your audience 
responds to, refine your approach. Then start 
again – test, deliver, measure and refine. 

Image courtesy of Pret A Manger

Pret famously profess not to use traditional 
forms of marketing, preferring instead to 
create buzz via shop fronts and ‘random acts of 
kindness’. Their twitter feed reflects the brand’s 
sense of fun, pushing out their cool, conscious 
and quick-witted messaging. Pret’s ‘Not just 
for veggies’ campaign was in response to a 
high demand for more veggie options on the 
menu and is testament to their adaptability to 
customer needs.

Case Study: 
Pret A Manger

 64% of people cite shared  

 values as the main reason  

 they have a relationship  

 with a brand.  



STORYTELLING 
TO ATTRACT 

THE GOOD
CONSUMER



Sitting comfortably? 
Engage brains.

Build intimacy and engagement 
through your story. We’re wired to 
be receptive to a good yarn – rags to 

riches, heartbreak to happily ever 
after, we communicate experiences 
and relate to the world through 
storytelling. Sharing our stories forms 
bonds and associations that bring us 
closer together.

What makes you so special? 
Your unique story.

Getting more customers is easier when 
you know what makes you special. 
Your unique differentiators (your 
motivation, personality and vision) 
become crystalised when you tell your 
story – and it’s these USPs that form 

Get your story straight.  
Tell it to the world.

Your brand story galvanizes your 
brand, giving it strength. But it’s not 
your ‘elevator pitch’ or a marketing 
tool; it’s the god’s-honest-truth  
behind your business – warts ‘n’ all. 
Key messages form the basis of your 
brand story, so start from there.  
Keep it simple: hero (you); villain  

(the problem, the gap in the market, 
grit in the oyster); struggle (your 
journey); happy ever after (your 
product/service and how it changes 
the world). Tell your story online, on 
your products, as a video, when you 
meet your customers – let it permeate 
every aspect of your content.

a meaningful strategy. Your product, 
marketing, recruitment, tweets, shares, 
work ethic and the clients you choose – 
all embody your differentiator, making 
you compelling for an audience 
looking for authenticity. 

 80% of customers feel it’s important  

 to consider how and where their  

 food is sourced.  

 Stories are up to 22 times  

 more memorable than facts.  

The ‘good consumer’ is morally motivated, 
intent on making an impact. Their loyalty 
knows no bounds, happily spending more 
for reassurance of provenance. How do you 
engage them? Tell them a story.

Image courtesy of Mercedes-Benz



Getting to know you. 
Let them love you.

Reinforce trust by being transparent and 
letting visitors peek behind the curtain. 
Introduce founders, the team and the 
people who’re involved. We love Karma 
Cola for this, with their video of founder 
Simon hanging out with the people who 
farm the kola nuts that form the basis of 
their product – they simultaneously tell 
their story, introduce key players and 
get you to fall in love with their product. 

Love at first site. 
Your online brand.

Your website is often the first place 
people encounter your story and every 
aspect of it must breathe your values 
for it to capture the hearts of your 
visitor. The tone, images and content 
are unmistakably you and every pixel is 
telling your story. But with the infamous 
7 seconds in which to entice visitors, 
how do you tell your story in the blink 
of an eye? 

Show not tell. 
Make it easy for them.

Make it easy for your visitors to choose 
you quickly. Find an image that tells 
your story and visitors connect the 
instant they land on your site. Websites 
are increasingly minimal so users can 
find what they’re after with ease. Home 
pages have simple background images 
or video and very few words. You know 
the old adage of a picture being worth a 
thousand words? That’s the key.

Where they want to be. 
Take them there.

Good consumers already know what 
they want. User experience (UX) is the 
art of designing an instinctive website 
that gives the visitor what they want as 
quickly and joyfully as possible. Don’t 
make them work for it – limit choices 
and make navigation as simple as pie.

 Studies show the human  

 attention span has decreased  

 from 12 to 8 seconds. 



WHY GOOD 
PHOTOGRAPHY 

IS ESSENTIAL



A feast for the eyes. 
Digital food. 

The terms ‘gastro porn’ and ‘food porn’ 
have been hashtagged more times than 
you’ve had hot dinners. Tantilising 
food pics are the new follower bait and 

 Nearly 70% of online  

 shoppers say the  

 quality of the product  

 image is vital when making  

 their purchase decision. 

We eat with our eyes; always have done. 
Visuals were key for our ancestors, judging 
the nutritional value and safety of food based 
on its hue. Today the picture is more complex, 
but our visual relationship with food is still 
king when it comes to eating behaviours.

visual hunger is the hedonism of the 
millennials. We desire food imagery 
almost as much as we desire the food 
itself because these images elicit real 
responses in us: our brain’s reward 
centres light up, we salivate and we  
feel a strong need to satisfy that desire.



The main course. 
Enticing followers for life. 

Your visuals make or break interest in 
your business. Think of the laminated 
menus plastered on kebab house 
windows (there’s a reason one’s 
judgment is usually impaired before 
making that choice); the way food is 
visually presented affects consumer 
flavour perception. The good news 
is that a positive reaction modifies 
subsequent choices. With tantalising 
imagery you’ll gain followers for life.

For starters. 
Think before you snap. 

Everything about your photography 
sells your brand so make sure you’re 
using prime ingredients. At Giant 
Peach, a lot of work goes into figuring 
out how to translate personality into 
pixels before we even pick up a camera: 
lighting, saturation, location, tone, 
mood, what you want to say, who you’re 
speaking to. Even if you’re snapping 
pics on your phone for social media,  
find the right filter for your brand –  
use every opportunity to tell your story.  

 People remember 80% of what they  

 see, and just 20% of what they read. 

 In comparison to words,  

 the brain processes images 

 60x faster. 



Beautiful, intuitive web experiences is just one piece of the puzzle. 
We create strategies that drive growth, campaigns that ignite fires, 
content that connects. We bring your story to life with breathtaking 
visuals, instinctive ecommerce and intuitive design that converts 
visitors to loyal fans. Your vision, ethics and personality embedded 
in an immersive digital experience.

Giant Peach, Units 6 & 7
The Chapel Barnyard, Wylye
Wiltshire
BA12 0QQ
01985 248 169

All images and photography courtesy of Giant Peach except where stated.
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