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This issue focuses on two sectors close to our 
hearts: food and drinks. First, we take a look at 
what’s happening in the world of snacks. That’s 
because over the past few years, the world 
has gone through a food revolution, with more 
and more people skipping meals in favour of 
delicious and nutritious snacks. 
In the second part, we look at gin’s breath-
taking ascent from mother’s ruin to modern 
tipple, and how your wine, beer, spirits or soft 
drink brand can also win like gin. 
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HELLO,

This year, our feature interviews come from 
Olly Hiscocks, Founder of start-up snack brand 
Olly’s; and Managing Director of The Gin Hub  
at Pernod Ricard, Louise Ryan. 
Finally, in 2020 the bars, pubs and restaurants 
that make London one of the most vibrant cities 
in the world were told to close, open, and then 
close again. It’s in this spirit of optimism that 
we’ve chosen 5 venues that we can’t wait to  
get back to.

Stuart Wood
stuart.wood@missouri-creative.com
founding partner

founding partner
paul.brennan@missouri-creative.com

Paul Brennan

WELCOME TO THE SIXTH 
EDITION OF SHOW ME,  
OUR ANNUAL PUBLICATION.
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Snack brands will need to be less reliant on traditional 
impulse purchases as increasingly, digital consumers 
are making more planned purchases online.
This behaviour has only been accelerated by  
the pandemic with over 75% of UK households now 
doing ‘at least some’ of their grocery online*. 
As many as 51% of consumers claim to have 
switched from ‘traditional’ snacks in favour of  
high-protein or low-sugar alternatives in the last 
year**, the majority of them (64%) believe it’s okay  
to enjoy an indulgent treat as part of a more  
balanced diet***.
So, snack brands that behave more like services – 
creating bespoke packages that take into account  
the multiple need-states of their consumers –  
are more likely to continue to meet their expectation  
and win their custom.
*(Source: The BBC)  
**(Source: FMCG: Gurus) 
***(Source: Mintel)

Opportunity: 
Transcend the category by acting less like a snack and 
more like a nutritional coach and start offering bespoke 
packages that feature delicious snacks for all their need 
states – from health to indulgence. This will take the 
burden of having to plan the week’s snacks away from 
your consumers.
Example 
Graze is both a snack product and a subscription 
service that delivers personalised snack boxes to 
consumers’ doorstep. Each box features  
a curated selection of snacks tailored to the individual 
preferences of each subscriber. 

64%
of consumers globally  
believe it’s okay to enjoy 
indulgent treats as part  
of a more balanced diet.

NOT A SNACK, 
A SERVICE1

(Source: Milton).

The world is going through a food revolution with 
more and more people skipping meals in favour of 
snacking. In the UK alone, 60% of adults skip a meal 
in favour of a snack at least once every day*.
For the majority of people, life keeps getting busier 
each day with consumers leaving home earlier in the 
morning and finishing work later. Just over a decade 
ago, the peak time to buy a cereal bar in the UK was 
11am; now it’s between 6.30-7am**.
Snacks are fast becoming the perfect food solution 
for an increasingly hectic lifestyle.
Beyond the frenetic pace of modern life, there are two 
macro trends that are major contributors to the rise of 
snacking. The first is a growing interest in health and 
wellbeing: everywhere we look, from a news website 
to our Instagram feed, there are nutritional experts 
promoting a new diet that promises to transform our 
lives. From ‘Plant-Based’ to ‘Paleo’, from ‘Intermittent-
Fasting’ to ‘Bacteria’ diets, it seems that over the past 
decade, we have finally accepted that people aren’t 
just different in how they look and think; the way our 
bodies process food is as diverse as we are. 

BITE-SIZE INSIGHTS  
INTO THE NEW  
WORLD OF SNACKS

SNACKOLOGY

This realisation has opened the floodgates to a wave of 
innovation. According to Nielsen, 1,780 different snacking 
products were launched onto Britain’s shop shelves  
in 2018-19.
The second factor is premiumisation. We have found that 
most people replacing meals with snacks aren’t simply 
choosing the familiar favourites of crisps or chocolate 
bars. Rather, their tastes are becoming increasingly more 
sophisticated; this is reflected in the fact that the value 
of the market rose 3% in 2019, despite volume sales 
falling 0.3% that same year – a clear indication of a new 
paradigm shift in the category***.
A combination of increasingly hectic lives, growing health 
awareness and premiumisation are driving the rise of the 
snacks industry. In the next section, you’ll see where we 
believe the future opportunities for the category lie.
Welcome to Snackology: our bite-size insights into the 
new world of snacks. 
*(Source: The Grocer)  
**(Source: The Guardian) 
***(Source: Food Business Magasine)
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There has been a 12.8% increase 
in the number of snacks with 
a ‘High in Fibre’ claim across 
Europe between 2016-18, making 
it one of the top 4 claims for new 
snack product launches.

Opportunity: 
Get your snack portfolio ready for the next battle 
ground – gut health. Start heroing key ingredients 
such as fibre and probiotics, or engage your NPD 
teams in developing new products, or reformulate 
existing ones, and deliver on consumer expectations 
around the digestive and immune systems.
Example: 
KIND is a brand of flavourful fibre-rich bars made 
with whole nuts, fruits, whole grains and – as they 
often say – only ingredients you can pronounce. 
KIND has a vast array of ‘better-for-you’ snacks in 
its portfolio, and claims that in each one of these 
snacks, the first and predominant ingredient is always 
a fibre-dense food like nuts or whole grains.

First it was calories. Next came high-protein  
and a shift in consumer behaviour. Everyone started  
to understand that high-protein snacks were better 
for them and protein quickly became shorthand  
for healthy; and more importantly, something 
consumers are willing to pay a premium for.
However, even though protein is still very much  
in the current spotlight, a new trend is emerging –  
‘high-fibre’ snacks.
Gut health is set to be the next big thing in wellness, 
as fibre-rich foods have long been associated with 
the digestive system. Having good gut health is also 
key for anyone wanting a strong, well-functioning 
immune system – something that has increasingly 
become top-of-mind for many consumers in  
the wake of the pandemic.
Fibre is the next protein, and soon will become  
the next big buzzword in healthy eating.

3 FIBRE IS THE 
NEXT PROTEIN

Opportunity: 
Provide consumers with short and impactful 
nutritional information that empowers them to 
make more informed decisions on the snacks 
they buy, and thus gain control over their own 
health and wellbeing.
Example: 
IQBARs are protein bars made using ingredients 
that are proven to benefit both the brain  
and the body. Each protein bar contains 6 brain 
nutrients and 12g of plant protein. They also are 
keto, paleo-friendly, vegan, kosher, and free from 
GMOs, gluten, dairy, soy, and sugar alcohols.

In a recent report by The Independent, 75% of Britons often skip 
meals entirely because they don’t feel they have time to prepare 
something healthy for themselves; this amounts to an average  
of 136 skipped meals per year. Increasingly, snacks are being  
used as a healthy meal replacement.
For time-poor consumers, getting the most nutritional value as 
possible from these snacking occasions is key. That’s why a growing 
number of shoppers now take the time to read the nutritional small 
print to see how much bang they get for their buck.
As a result we are seeing an increased blurring of the lines between 
the food and healthcare sectors. Increasingly, snack brands will 
behave more like pharma businesses – engaging their audiences 
with nutritional and remedial messaging that communicates  
the product benefits with clarity and speed.

80%
of consumers in the UK and 
US are actively using food 
and drink as a way to prop 
up their immune system and 
prevent health issues
(Source: Nielsen).

2 HALF-FOOD 
HALF-PHARMA

(Source: Nielsen).
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According to FMCG Gurus, 72% of consumers have 
become more experimental with their choice of food 
and drink over the last 5 years with 57% saying they 
like to buy products with new or unusual flavours. 
This becomes even more evident with Millennials 
and Gen Zers - often the most experience-driven 
consumers. They see food as experience rather than 
fuel, and a whopping 81% of Millennials say they 
explore new cultures through their cuisine*.
Globally, consumers are becoming more 
experimental with their snack choices too. 
They want to try new flavours that excite their 
imaginations and allow them to experience new 
cultures. Gastronomy has always been central to  
the travel experience and a sense of discovery and 
food and flavour have the power to transport us.

However, in a world where consumers are time 
poor, where family mealtimes are becoming 
fragmented and where travel opportunities may 
become increasingly limited, snack tourism is 
the new way to go.
*(Source: Shopkick) 

Opportunity: 
Tap into exotic ingredients and visual storytelling 
to engage your consumers’ imagination and 
appeal to their desire to discover new flavours  
and experiences.
Example: 
SnackCrate is a snack subscription service 
offering hand-picked, hand-packed snacks from 
around the world delivered to your doorstep 
monthly. They claim to have a whole team of 
‘Snack Experts’ travelling the world to discover 
new authentic flavours that they can share with 
their growing community.

59%
of consumers globally say 
they like to buy products with 
new and unusual flavours. 

5 SNACK 
TOURISM

Snacks will also transform the beauty industry.
Even though the majority of consumers think 
it’s okay to enjoy the occasional indulgent treat 
as part of a balanced diet, it doesn’t mean that 
they aren’t aware of the impact on their bodies 
and skin. Consumers are looking for snacks 
that deliver not only internal benefits, but also 
external ones – also known as beauty bites.
Beauty through nutrition has been a hot-topic in 
Asia for some time, but it’s picking up pace in 
almost every other region of the world – North 
America and Europe included. 
As image-consciousness continues to rise 
amongst consumers, particularly in our two 
most-connected generations, Millennials  
and Gen Zers, we expect to see more people 
snacking on things like watermelon jerkies  
or collagen cookies in the future.

Opportunity: 
Hero natural ingredients in your products that are 
linked with aesthetic benefits, such as collagen 
(known for improving skin elasticity, and thus 
reducing lines and wrinkles) and chia (rich in fibre 
and thus, associated with a glowy skin). This will 
communicate to consumers that your snacks are 
supporting their health inside and out.
Example: 
Better Keto is a brand that makes Keto Collagen 
Cookies claiming to be 100% sugar-free, 100% 
natural and wholefood, and low in carbohydrates. 
Each one of its cookies contains 5 grams of grass-
fed collagen per cookie – a protein that for long has 
been associated with the beauty industry.

The global collagen market is 
projected to reach $6.6 billion 
by 2025, with an annual growth 
rate of 6.5%.

4 BEAUTY 
BITES

(Source: Grand View Research)

(Source: Milton)
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Gin is a discovery spirit, making it easier for them to connect with 
young drinkers which consequently led to a series of Millennial-targeted 
innovations, such as pink gin, with a strong focus on creating Instagram-
friendly serves either through special glassware or drink styling. 
However, gin’s success is not only down to Millennials. Instead,  
it results from its almost universal appeal. 76% of consumers globally 
deem gin to be a gender-neutral spirit (Source: Gin Foundry), and 
according to Fortune Magazine, data from the UK, US & Australia shows 
the age range for gin drinkers is far broader than for rum, whisky  
and even vodka.
The combination of all the factors mentioned above resulted  
in a perfect storm that contributed to gin’s rapid ascent. In the next 
section, you’ll find learnings that can be easily adapted to other drinks 
categories, so that your brand can win like gin.

419
licensed distilleries across the 
UK – up from only 113 in 2009. 

Regardless of what brand you work for, it’s quite likely 
that at some point in the last 10 years you may have 
wished your category was as big a hit with consumers 
as gin is right now. Gin is possibly the biggest success 
story of the drinks sector in recent times. In the UK, 
sales reached a new record last year (2019) – a total  
of 83 million bottles, worth over £2.6 billion.  
(Source: WSET)
To many industry analysts this started with Bombay 
Sapphire. Although we agree that they played a key 
role in premiumising the category, we believe another 
brand is far more deserving of credit for what is  
now called the Gin Renaissance - Sipsmith Gin.
It can all be traced back to 2009, when Sipsmith won 
a 2-year legal battle with HMRC that simplified the 
process of issuing licenses. This gave distilleries of 
any size the legal right to produce and sell gin. Before 
2009, the law stated that no distillery under 1,800-litre 
capacity would be granted a licence, which meant 
that the majority of the new producers we see today 
wouldn’t have been issued a permit to begin with. 

Less regulation led to innovation, and as a result gin 
became the Silicon Valley of the drinks sector. In 2019 
there were 419 licensed distilleries across the UK –  
up from only 113 in 2009. (Source: HMRC)
This change in regulation coincided with the aftermath 
of the Global Financial Crisis which accelerated the 
shift in consumer preference from buying ‘stuff’ to 
collecting experiences, tilting the balance in favour 
of small batch producers and their focus on unique 
product stories and flavours.
According to Waitrose’s spirits buyer, these smaller 
producers are driving the trend instead of the 
international brands. Sales of artisan gin at Waitrose 
shops in 2018-19 were up 167%, compared with a 30% 
rise in mass-produced ones. 

The rise of gin and  
what the world can  
learn from it

HOW TO WIN 
LIKE GIN

(Source: HMRC)
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In many drink categories, communication around the 
flavour experience tends to refer to the liquid inside 
the bottle. This isn’t the case for gin, and it shouldn’t 
be for your category either. 
Drinks are a huge passion point for experience-driven 
consumers – they see them as social currency, and 
an opportunity to project their own unique identities. 
Therefore, they want to try from as many different 
choices as possible.
This desire to explore is the fuel which drove the rise 
of gin, premium mixers and cocktail culture, and it 
has the ability to propel your category too. So, start 
exploring with glassware, garnishes, and drinks styling 
to elevate your offer and provide the experience 
consumers desire.

1
65%
of Millennials say that when they 
consume alcohol, they want to try from as 
many different drinks as possible.

DRINKS AS SOCIAL 
ACCESSORIES

•	 	UK	gin	sales	reached	a	new	
record in 2019 – 83m bottles  
sold; worth over £2.6bn. *

•	 	As	of	2019,	there	were	419	
licensed distilleries across the 
UK – up from only 113 in 2009. **

•	 	Sales	of	artisan	gin	at	Waitrose	
shops in 2018-19 were up 167%, 
compared with a 30% rise  
in mass-produced ones. ***

THE  
PERFECT 
STORM
THE FACTS:

(Source: Nielson)
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Marketing to specific target groups, whether this 
is determined by age, purchase power, gender 
or location, is an easier task than planning 
campaigns in which every demographic is a 
potential customer. 
However, gin’s success is largely down to its 
almost universal appeal.
So, in order to replicate that success brands in 
other categories will have to dig for the ‘universal 
human truth’ that connects its audiences. This 
will help them to transcend divergences that may 
exist in their cultures, beliefs and politics. 
Brands will also need to revisit their 
communication, both visual and verbal, in order 
to identify and bypass any pre-existing bias.
N.B. This insights piece was adapted for 
Missouri’s first webinar; How to Win like Gin.

76%
of consumers globally deem gin 
to be a gender-neutral spirit
(Source: Gin Foundry)

3 BUSTING CODES 
AND CATEGORY 
CONVENTIONS

CLICK HERE FOR THE WEBINAR RECORDING.

Gin is in a somewhat unique place because it’s so 
much easier and quicker to make than other spirits; 
that’s not so simple to replicate. However, it’s still 
possible for other drinks categories to match gin’s 
level of dynamism, regardless of their production 
processes. All brands have to do is shift their focus 
from production to the moment of consumption.
For instance, there are so many different ways 
one can enjoy a G&T including G&T chocolate 
truffles, G&T ice popsicles, and even G&T After 
Eight mints. Although not necessarily the primary 
way to consume the drink, innovations like these 
help to shape the perception of gin in the eyes of 
consumers – especially younger consumers who 
tend to be driven by novel, fun experiences.

The good news is that there’s nothing stopping you from 
reimagining the moment of consumption in your category 
too. Developing new consumption rituals can be a highly 
effective way to ensure your brand or product is in the 
consideration set of new, and unimagined occasions.

59%
of gin-drinkers say that they prefer gin 
because they believe the gin category 
offers more variety than any other spirit. 
(Source: Maverick Drinks)

ANOTHER OCCASION, 
ANOTHER RITUAL2
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Some say we have reached  
‘peak gin’ – do you think this  
is the case?
We’re remaining optimistic 
about the future of gin, given its 
sustained double-digit growth 
prior to COVID-19 and resilience 
during the crisis in the off-trade. 
Pernod Ricard is a leading player 
in Premium+ gin and we hope to 
capitalise on future growth of the 
category with a strong portfolio  
of International Premium+ brands.
Globally, there are no signs of a 
slowdown. Global demand for 
gin has increased year-on-year 
since 2009. In many regions, gin 
is still an emerging category e.g. 
LATAM (notably Brazil), Africa (e.g. 
South Africa) and Asia (e.g. China). 
There has actually been a growth 
acceleration since the beginning 
of COVID-19 crisis in the off-trade, 
with gin gaining momentum in 
key EMEA markets (UK, Spain, 
Germany and France) and in  
the US. 

Where do you think innovation in 
gin will take us in the next couple 
of years?
Innovation is a key driver of growth 
for gin and the wider spirits 
category. But with a large number 
of new brands entering the market, 
it is more important than ever for 
brands to have a real story to tell.
Japanese gin is disrupting the 
category; Beam Suntory owned 
Roku and Pernod Ricard’s new 
investment, KI NO BI are ones  
to watch. 
 
What is it about Japanese gin 
that is different / desirable 
amongst consumers?
Japanese whisky has huge global 
appeal however, Japanese gin is 
still in its infancy and has yet to 
make its mark internationally.  
The high esteem in which Japanese 
premium spirits are already 
held, coupled with its pioneering 
status, great taste and intriguing 
provenance will no doubt ensure 
the future success of KI NO BI.

How has the moment of 
consumption evolved in 2020?
Consumers want to drink great 
cocktails and they are looking online 
at how to make drinks at home that 
they would have previously enjoyed  
in an on-Trade environment.  
We’ve been seeing for several years 
that e-Commerce is particularly 
dynamic within gin and the COVID-19 
pandemic has accelerated the pace 
at which consumers have shifted 
their purchase into the e-commerce 
channel. The role of digital will 
continue to have a positive impact 
on the category, with at-home 
cocktail making on the rise and 
online education sessions engaging 
consumers at home and encouraging 
them to trade-up when they do return 
to the on-trade. 
What’s your favourite way  
to drink gin? 
One of the best things about gin is  
its versatility and we are lucky to have  
a gin for every type of occasion within 
our Pernod portfolio.

Having a G&T with Louise Ryan, 
Managing Director, The Gin Hub, 
Pernod Ricard.

Louise Ryan

THE  
GIN HUB

UNDER THE
INFLUENCE
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Historically, snacks were mainly 
consumed at mid-morning or 
mid-afternoon. But as the snacks 
industry evolves, are there 
changes in the types of occasions 
in which snacks are being 
consumed?
The on-the-go market was massive 
at the start of 2020, especially at 
breakfast. But that’s changed as 
everyone is at home. The whole 
morning time has gone in terms of 
snacking as people have time to 
make something home-made  
for breakfast.
There is definitely still that ‘I’m 
hungry, I’m at home but I don’t want 
to delve into my real meal yet’. So, 
you still have blended savoury and 
sweet occasions. With that said, I’m 
seeing snacking occasions being 
pushed later. 

The occasion just before dinner is 
growing a lot. We finish work, we no 
longer have a commute, and we want 
something to do; a pre-dinner snack 
fits the bill. Dinner is also happening 
earlier, as people have nothing to do 
in the evenings, so a small indulgence 
after dinner is another occasion 
growing in popularity.  
Impulse purchasing has always 
been a huge part of snack 
culture, how do you see this being 
translated into online shopping?
The pandemic has robbed the 
industry of all those on-the-go 
consumers, but the impulse to snack 
has not disappeared. Whilst people 
aren’t picking up a snack in the aisle, 
they’re still snacking on impulse, but 
the purchase channel has changed 
to online, and what we’re seeing is 
that consumers are buying in bulk. 
At Olly’s, we have launched a whole 
product range just for sharing and 
started selling in bulk on Amazon too. 

What do you see Olly’s role being 
in the revival of the pubs? 
The booze industry and snack have 
had to be reactive this past year. 
Buyers love our range, as we’re 
offering consumers what they can 
have in the pub (nuts, pretzels and 
olives) at home. Pub groups are 
going to be challenged with offering 
something bespoke to draw punters 
back in. For example, adding 
something at the bar or offering 
bespoke merchandising. At Olly’s we 
go the extra mile at every touchpoint 
from a customer service perspective. 
We’re big into booze at Missouri, 
so what’s your Olly’s and  
tipple combo?
An Espresso Martini paired with Olly’s 
sweet and spicy nuts are perfect. 

Tell me a bit about Olly’s and how you started?
Having originally gone to university to be a doctor,  
I’ve also always wanted to start my own business. I kept 
seeing ideas I’ve had pop up and every time I would think 
‘I could have done that’. So the next time I had a lightbulb 
moment I did it, and it was the olives. There was no 
colour, no character and no innovation in the olive  
section at the supermarket and I thought I could do  
a much better job. 
I took a lot of inspiration from brands such as 
PROPERCORN, Brewdog and Beavertown. We’re seeing 
challengers rejuvenating categories. So, I turned down  
a place at medical school and started Olly’s.

What are the big trends you’re seeing within 
consumers snacking habits?
From a brand perspective, consumers want something 
personable they can relate to. As a brand you want to 
bring a bit of joy to people’s lives – it’s not enough to 
just taste good.
From a taste and product perspective, the biggest 
trend, and which will always be the biggest, is quality.  
If it doesn’t taste good, then repeat purchase is going  
to be minimal. Lots of brands forget about the basics  
and focus too hard on the health credentials. 
This takes us to the health trend, where we’re seeing 
low calorie products winning. The fact that retailers are 
unable to promote HFSS products (products that are 
high in fat, salt or sugar) is great news for  
low-cal snacks. The majority of Olly’s products are 
under 100cals and consumers regularly feedback that 
this is something they really appreciate. 
But ultimately, consumers want indulgence, especially 
at the moment. The indulgence sector is really starting 
to pick up again as a means of rest and recuperation. 
This is the trajectory that Olly’s is taking – we have the 
nuts range, the impulse range and the sharing range. 
“Feed your feel good. Health at the heart and flavour to 
the full” – that’s our motto. We make sure our products 
are good for you, but we will never lose great taste.

Catching up with Olly Hiscocks,  
Founder of start-up snack brand Olly’s. 

Olly Hiscocks

OLLY’S

The pandemic has robbed 
the industry of all those  
on-the-go consumers,  
but the impulse to snack 
has not disappeared.
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RINGNES 
PACKAGING

OUR INVOLVEMENT:

RECENT WORK

Part of the Carlsberg Group, Ringnes 
is a Norwegian local beauty brand 
that has long been the leading beer 
in its home country. Following a 
competitive pitch, Missouri was 
chosen to redesign the packaging 
across the whole range to better 
reflect their new brand positioning  
of being a more ‘social’ brand,  
whilst still retaining their Oslovian 
heritage and nearly 200 years of  
brewing expertise.

As Norway is a dark market  
with many restrictions around  
the marketing of alcohol, the pack 
is the single and most important 
touchpoint to communicate with 
consumers. Taking a deep dive into 
all the key brand assets,  
we developed a bold, visually 
impactful design incorporating nods  
to the brand roots in Oslo.
The new designs have achieved 
excellent stand out on shelf,  
setting Ringnes up for a record 
breaking year of sales.

CLICK HERE TO VIEW OUR  
RINGNES TRANSFORMATION VIDEO

Brand Strategy 
Packaging Design and Rollout
POS Design 
Print Production
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BEEFEATER  
BRAND WORLD

At the beginning of 2019, Beefeater came to us with 
a challenge: They needed a new Brand World that 
created a high level of impact, harnessed 200 years  
of distilling heritage in the heart of London, was relevant 
for a younger digitally focused global audience, and that 
could be rolled out across multiple flavour extensions. 
We carried out extensive research into how the world 
saw London and as a result, established a new creative 
platform that embodies the past and future of the 
brand, and perfectly capturing the spirit of London:  
A City of Contrasts.

A year later, we were tasked to evolve our previous work 
to align with new Beefeater packaging. 
Retaining the high impact, premium feel from our  
previous work, we incorporated elements of the new  
pack design, including a new typeface, a brand new 
red, and the creation of new assets reflecting the 
London Brick detailing on the side of the new bottle. 
Having been activated in over 70 markets, our work  
has supported a 10% growth YoY for Beefeater Gin.
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RED IS
OUR MAIN

COLOUR
It’s designed to make our bottle stand out.
Bright, airy, optimistic and modern, our new 

Beefeater Red is the core primary colour across 
London Dry Gin and should be present across 

all our flavour variants.

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   C O L O U R  PA L E T T E

2 2

1. LIGHT ORANGE

Our core brand colour. This should be the first

impression of any touchpoint.

2. BEEFEATER RED

An accent colour. Generally used for text, logos

and other details.

3. DARK ORANGE

An accent colour. Generally used for text,

logos and other details. It is mainly used in

text when need to create contrast with light

orange backgrounds.

4. PURE WHITE

This should support our core colours and be 

used to bring hints of freshness to the creative.

5. GOLD

We use this colour mainly on print assets to 

add a premium touch and highlight details on 

our designs. Ex. Lockup Signature.

6. NAVY BLUE

Generally used for large blocks of text.

B L O O D  O R A N G E
C O L O U R  B A L A N C E

Light Orange is the primary colour for the 

Beefeater Blood Orange and collateral.

Beefeater Red, Dark Orange or our White 

can also be used in conjunction with our Light 

Orange. Never use white or navy as key colours, 

they should be used as accent colours only.

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   C O L O U R  PA L E T T E

2 5

P I N K  S T R AW B E R RY  WA L L PA P E R

NEW PINK STRAWBERRY WALLPAPERPREVIOUS PINK STRAWBERRY WALLPAPER

B E E F E AT E R  M A S T E R  B R A N D  WO R L D

9 4

B E E F E AT E R  M A S T E R  B R A N D  WO R L D

9 4

5 3

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   M AT E R I A L S

P I N K  S T R AW B E R RY

We have updated our botanical illustrations to be 

more aligned to our new label design. 

The primary bunch is what is used on the key 

visuals and wallpapers, but you can use both the 

primary and secondary bunch to provide variety 

and to keep the creative interesting.

4 0

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   B OTA N I C A L S

P I N K  S T R AW B E R RY
C O L O U R  B A L A N C E

Light Pink is the primary colour for the 

Beefeater Pink Strawberry and collateral.

Beefeater Red, Dark Pink or our White can 

also be used in conjunction with our Light 

Pink. Never use white or navy as key colours, 

they should be used as accent colours only.

1. LIGHT PINK

Our core brand colour. This should be the first

impression of any touchpoint.

2. BEEFEATER RED

An accent colour. Generally used for text, logos

and other details.

3. DARK PINK

An accent colour. Generally used for text,

logos and other details. It is mainly used in

text when need to create contrast with light

pink backgrounds. 

4. PURE WHITE

This should support our core colours and be 

used to bring hints of freshness to the creative.

5. GOLD

We use this colour mainly on print assets to 

add a premium touch and highlight details on 

our designs. Ex. Lockup Signature.

6. NAVY BLUE

Generally used for large blocks of text.

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   C O L O U R  PA L E T T E

2 4

B L O O D  O R A N G E  WA L L PA P E R

NEW BLOOD ORANGE WALLPAPERPREVIOUS BLOOD ORANGE WALLPAPER

B E E F E AT E R  M A S T E R  B R A N D  WO R L D

9 5

B E E F E AT E R  M A S T E R  B R A N D  WO R L D

9 5

B L O O D  O R A N G E

We have updated our botanical illustrations to be 

more aligned to our new label design. 

The primary bunch is what is used on the key 

visuals and wallpapers, but you can use both the 

primary and secondary bunch to provide variety 

and to keep the creative interesting.

4 1

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   B OTA N I C A L S

T E RT I A RY  A S S E T S

Our tertiary assets can be used as a pattern on off-trade 

or low and high energy event activations.

The Beefeater flavour wallpapers should only be used 

in low energy environments to reinforce our flavour 

credentials.

The Yeoman repeat pattern should only appear on high 

energy environments, such as bars and nighclubs. 

01. Flavour Wallpapers

02. Repeat Yeoman

LOW ENERGY ENVIRONMENTS HIGH ENERGY ENVIRONMENTS 

B E E F E AT E R  M A S T E R  B R A N D  WO R L D

8 3

B E E F E AT E R  M A S T E R  B R A N D  WO R L D

8 3

BLACK

PANTONE BLACK
R0 G0 B0
C0 M0 Y0 K100
#000000

WHITE WASHED 
BRICK WALL

PALE BRUSHED
GOLD 

NEON 

FOLIAGE VELVETRED
MESH

WHITE WASHED BRICK WALL 
A nod back to the London bricks in our masterbrand world 
but freshened up for our look and feel.

PALE BRUSHED GOLD
Pale brushed gold comes directly from our bottle and is 
a reference to the gold medals awarded to us.

NEON
Neon lighting is a reference to London and its nightlife. 
It creates visual hotspots and adds vibrancy and energy.

CONCRETE WITH RED PAINT
Concrete represents the ever-changing urban London 
cityscape of the city.

RED MESH
Our red mesh adds modernity to our palette and provides 
transparency revealing the material layers of our brand.

FOLIAGE
Foliage brings to life our botanicals and acts as a visual 
flavour and aroma cue for our gin.

VELVET
Velvet adds a level of contrast and comfort as it juxtaposes 
our hard, urban concrete and brick.

BEEFEATER BOTTLE WALL
The brick detail on the bottle provides the perfect material 
to create a feature wall with our bottles.

M AT E R I A L S

CONCRETE 
WITH RED 

BEEFEATER 
BOTTLE WALL

5 5

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   M AT E R I A L S

S I G N AT U R E  L O C K U P

ROUNDED EDGES

We have modified the edges of the 
rectangles in the Signature Lockup 

to match the new typeface. 

Our Brand is London to the core. We have been

making gin in the city for nearly 200 years, and we

are part of its fabric and its spirit.

To communicate and celebrate our long-standing

connection to this city we have created a lock-up

that can be used as a key message or as a sign off

in communications.

The lock-up design is reminiscent of old London

street signs and uses James Burrough’s signature

as a seal of approval.

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   L O G O S

1 7

F L AVO U R  S I G N I F I E R S

BEEFEATER MASTERBRAND DRY WHITE BEEFEATER PINK STRAWBERRY BEEFEATER BLOOD ORANGE

We use our illustrative Signifiers to reinforce our 

flavour credentials. It should always be used in 

larger scales.

4 3

B E E F E AT E R  M A S T E R  B R A N D  WO R L D   >   B R A N D  A S S E T S   >   B OTA N I C A L S

OUR INVOLVEMENT:

Brand World 
Brand Identity 
POS Design 
Merchandise 
Digital Assets

Having been activated in over 70 
markets, our work has supported a 
10% growth YoY for Beefeater Gin.
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In 2020 bars, restaurants that make 
London one of the most vibrant cities 
in the world were told to close, open, 
and then close again. For our friends 
in hospitality, it’s been an incredibly 
tough time. But with the vaccine 
rollout taking place as you read this 
article, there is a light at the end of 
the tunnel. 
It’s in this spirit of optimism that we’ve 
chosen 5 venues that we can’t wait to 
get back to –  
all of them are located in or near 
Shoreditch, just a short walk 
away from our studio.
1. The Well & Bucket,  
163 Bethnal Green Road 
This is one of the oldest and newest 
venues in East London. Founded as a 
pub in 1818, but for the past 25 years 
it’s been trading as a restaurant. 
The Well is one of our favourites 
in Shoreditch, whether that’s for a 
cold pint of lager, or a cocktail. On 
this occasion, we recommend you 
start your Shoreditch bar crawl with 
a classic pint of lager. There will be 
other opportunities for cocktails...

CITA DIUM

2. The Sun Tavern,  
441 Bethnal Green Road
The Sun Tavern is not your usual 
pub, offering a lot more than 
great atmosphere and refreshing 
lager. So, skip the beer and order 
a classic cocktail; a speciality 
of theirs is their range of Irish 
Whiskeys. Being the big fans 
of Jameson Irish Whiskey, we 
recommend their Black Barrel  
Old-Fashioned. 
3. Scout,  
224 Graham Road 
Scout stands out due to their focus 
on the experience. Their cocktail 
menu deliberately omits the spirits 
used to make the cocktails to 
draw attention to the drinking 
experience. On top of that, Scout 
is a zero-waste bar that sources 
all their ingredients locally in the 
British Isles. Their menu changes 
with the seasons, so go for the 
season’s favorite! 

THE MISSOURI BARCRAWL

SHOW 
ME
SHOREDITCH

Page Feature - The Sun Tavern 
our Design Director, Russell’s local

4. Happiness Forgets,  
8-9 Hoxton Square 
This small, East London speakeasy 
bar holds its own amongst the 
heavyweights of the global bar industry, 
winning a place in  
‘The World’s 50 Best Bars’ list. You’ll 
need to book in advance as it’s always 
busy, but the customer service and 
cocktails are worth the hassle. Try one 
of their signatures, The Purple Storm; 
a light rum highball described as their 
own take on the Dark & Stormy. 
5. The London Cocktail Trading Co., 
68 Bethnal Green Road
A final stop, this award-winning cocktail 
bar has enough variety to keep you in 
discovery mode all night. The owners 
of The London Cocktail Trading Co. 
describe their venue as an on-going 
experience, because their menu  
is constantly evolving. Ask the bar  
tender for a recommendation,  
and then another one, and then  
another one.
Want to come on a bar crawl  
with us?

GET IN TOUCH!
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WWW.MISSOURI-CREATIVE.COM

MISSOURI IS A DESIGN AND CREATIVE AGENCY. 
 
WE CREATE MULTI-DIMENSIONAL BRAND WORLDS THAT 
HAVE THE POWER TO MOTIVATE AND MOVE YOU. WHETHER 
ON PACK, ON SHELF, IN BAR, AT HOME OR ONLINE,  
WE UNDERSTAND HOW THROUGH INSIGHTFUL AND 
EMOTIVE DESIGN AND COMMUNICATION WE CAN CREATE 
IMPACT WHERE IT MATTERS MOST. AND BECAUSE WE ARE 
UNBOUND BY DISCIPLINE AND WORK ACROSS CHANNELS, 
WE CAN DELIVER MORE CONNECTED AND COMPELLING 
EXPERIENCES FOR CONSUMERS AND TANGIBLE BUSINESS 
RESULTS FOR OUR CLIENTS. WE BELIEVE IN CREATING 
AWARD WINNING WORK THAT WORKS.
 
LET US SHOW YOU.

Missouri Creative
7.02 The Tea Building
56 Shoreditch High Street
London, E1 6JJ
United Kingdom

P: +44 (0)207 749 2605

http://WWW.MISSOURI-CREATIVE.COM

