Cresson Creative

Building a brand for growth
Proactive regional media relations
Working with television and radio
Award success

READY STEADY COOK: Watercress expert Jennifer Laing is pictured on okery show with (ioft to right) Richard
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Watercress recipes? What are they like?

Introduction

Established in 2001, Cresson Creative was the natural progression for Managing Director
Jennifer Laing, who first recognised the potential of working with watercress when she
opened restaurant Café Cresson in 1995. Named in tribute to the wonderful salad crop
and ‘superfood’ Watercress, and based in the heart of the crop’s capital Alresford
(Hampshire), Cresson Creative is a unique catering company with two revenue streams. It
provides both a full catering service for functions and events using locally sourced,
seasonal ingredients, and, unusually, it also retails a delicious range of watercress-
inspired products.

There was clearly a little cult following — not to mention a huge taste - for this wonderful
ingredient, providing the inspiration for a whole range of home-made products using the
best that the region has to offer. However, despite Cresson Creative’s unique proposition
the company and its products had low awareness levels outside of their loyal existing
customer base limiting the company’s growth.

Campaign Objectives

1. To raise the profile of Cresson Creative as a platform for future growth.

2. To build the Cresson Creative brand by effectively and consistently communicating the
product and service proposition.

3. To develop a strategic communications approach to exploit the synergies between the
two sides of the business (catering service and retail product)

Campaign Implementation

Building the Brand and Telling the Story

Jennifer Laing’s passion for her product and the location of her business lended
themselves beautifully to good old-fashioned storytelling! Add to this the fact that locally
sourced food is continually high on the media’s agenda, as is the drive for a healthy diet,
we knew we had a strong campaign on our hands.

The first stage was to look at key messaging and develop a strong brand identity firmly
rooted in the themes of Hampshire and Watercress. The widely reported health benefits
associated with watercress since it was officially declared as a ‘superfood’ would help to
highlight our proposition.
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This work around the company’s story and messaging has been used as a basis to bring
the company and its products to a wider audience by allowing us to present a highly
professional ‘capsule’ offering to major retailers. We also developed a PowerPoint
presentation for pitching at local producer sourcing events conducted by Sainsburys and
Tesco. This was designed to inspire buyers and help Jennifer to tell the story of Cresson
Creative in a professional manner.

Defining Target Market and Target Media

We then looked at target market and media which we decided should be kept on a local
footing to avoid possible consumer disappointment until wider product distribution could be
achieved. We decided that the Cresson Creative target market is simple: it's anyone who
enjoys fresh, handcrafted, creative, seasonal and healthy food! Whether this is food to
take home and enjoy or whether they are looking for help hosting an event or party,
Cresson Creative provide exactly this. Local print and broadcast media were selected as
our best route to generate effective brand awareness.

Creating News

The annual Alresford Watercress Festival in May provided a
perfect springboard for our PR activity and it is here we
chose to launch new products to the local media and
consumers to revitalise interest in the wacky things that you
can do with watercress! A press release was issued to
support this launch and additionally, we proactively supplied
the local and national food media with serving suggestions
and recipes involving watercress, to support their seasonal
event write ups. This helped to demonstrate the ‘creative’ in
Cresson Creative!

We also recognised the benefits of working with like-minded third parties. For example, by
feeding regular news into organisations such as Hampshire Fare, a level of independent
endorsement for Cresson Creative’s products has been achieved.

Award entries were defined as a key part of the Cresson Creative PR strategy to raise the
profile and build credibility for the company and its products, as well as providing a
platform for further PR activities in the absence of other news.

Footprint Communications provides ongoing press office support to supply local and
national journalists with information and for the client, we provide ongoing counsel and
support, including some media training for broadcast opportunities as they arise to ensure
that these opportunities are maximised.

Customer Communications

We have instigated regular communication with Cresson Creative’s consumers via a
quarterly printed newsletter and e-shots to previous function clients. These all helped to
keep Cresson Creative top of mind and create cross-selling opportunities.

Furthermore, a viral email was issued to gather support for the UKTV Food awards
campaign, and jointly branded materials including flyers and stickers were produced for
use at markets and events to further encourage voting.
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Product Packaging

Cresson Creative were offered distribution through both
Sainsburys and Tesco following the professional presentations
given at local food sourcing events. To take this amazing
opportunity to the next level, Footprint Communications
managed the production of luscious photography for the
packaging and oversaw the design of the product packaging,
also producing all copy.

Campaign Results

Media Coverage

- Extensive coverage in local consumer lifestyle magazines and regional press in the run
up to, and following the Watercress Festival, as well as in support of the UKTV Food
Local Hero Award.
Branded coverage with an interview on Thames Valley Evening News as part of a
location shoot the day prior to the Watercress Festival — Jennifer was the local
spokesperson.
Cookery slots on local radio stations BBC Southern Counties Radio and Win FM
around the Watercress Festival and ongoing.
Jennifer Laing confirmed as one of the ‘faces’ of the Emsworth Food Festival.
Significant element of South East show for UKTV Food’s Local Food Heroes campaign.
Guest appearance on BBC'’s ‘Ready, Steady, Cook, with Ainsley Harriott.
One of three local cooks to appear on new BBC food challenge show ‘Step Up to the
Plate’ competing against celebrity chefs.
Multiple appearances on BBC Radio Solent’s ‘Faster Chef’ feature.

Award Success
Winner - Rural Business of the Year, Winchester Business Excellence Awards 2006
Winner — Best Traditional Watercress Product, Alresford Watercress Festival 2007
Top five South East Region Finalist — UKTV Food Local Hero Awards 2007
Winner — Great Taste Awards Gold Star 2008

Business Growth
Cresson Creative products have been selected by Sainsburys, Tesco and Co-op for
introduction into stores in 2009.
Cresson Creative is also now offering catering services to heritage and tourism
attractions such as the MidHants Railway.

“Since joining forces with Footprint Communications , my business has been
transformed into a company that everyone wants to k now about!”

Jennifer Laing, Managing Director
Cresson Creative
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