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BEST USE OF LIVE EVENT MARKETING

SUMMARY

The Bocuse d'Or — also known as the ‘Concours mondial de la cuisine’

- is the biennial world cooking championship for the world's leading chefs.
Named after the world renowned chef Paul Bocuse, the event takes place
near the end of January in Lyon, France at the SIRHA International Hotel,
Catering and Food Trade Exhibition. It is one of the world’s most prestigious
cooking competitions and frequently referred to as the culinary equivalent of

the Olympic Games.

The Nestlé Professional CHEF brand is one of the largest sponsors of the
Bocuse d'Or event and in November 2012, tasked McCann Enterprise
with developing a full commmunications strategy for this event, encompassing
every aspect of the brand presence at the event from driving traffic to it;
to designing the 'stand’ itself; to building the menus & engaging the chefs;

through to gifts; the programme itself; and follow up post-event.

Essence of authenticity

This was a prestigious honour as the chef community is notoriously closed to

outside agencies or brands.

Based on this brief, McCann Enterprise designed a communications and
channel programme which drove awareness of the event amongst chefs;
engaged the chefs during the event; educated customers about our product

range; and followed up post-event.
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BEST USE OF LIVE EVENT MARKETING Essence of authenticity

NESTLE PROFESSIONAL: CHEF

Nestlé Professional provide creative branded food and beverage solutions
for the foodservice industry. Nestlé Professional work with chefs of all
levels; baristas; business operators; and industry experts to help build their

customers’ business and drive growth.

They own several famous brands such as CHEFE MAGGI, DOCELLO and
NESCAFE.

The CHEF brand was created in 1976 with the launch of the famous dark
veal jus in France. CHEF products are world class professional products;
developed in conjunction with Michelin star chefs;and are made using only
the most premium ingredients. They are culinary aids designed to deliver the
same scratch-made quality that chefs would make in their own kitchen — if

they had the time or budget to do so.
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STRATEGY

Through interviews with chefs and research, we identified that the CHEF
target market are Passionate and Purist chefs —those that run white table
cloth restaurants who are time poor, but would only use the finest quality
ingredients in their food preparation. They are a very close knit community

and the thought leaders are the Michelin starred chefs.

We used this insight to develop the brands' Energising Idea: Your ambition
Is our mission. This demonstrates that we understand and mirror the

aspirations of our customers.

Ve blended this with what we know about the Nestlé CHEF product range:

ingredients as close to scratch-made as chefs make themselves — but alleviate
the time pressures they face. As a result, the campaign line developed was

‘the essence of authenticity.

We designed our stand in two parts:firstly, a ‘culinary lab', which was designed

to house a Michelin starred chef demonstrating his skills and creating
innovative dishes with culinary alchemy. We sited screens on the outside to
showcase the theatre of the production — and obviously every fantastic dish

was produced using our CHEF product range.

Essence of authenticity

Secondly, we designed a CHEF ‘culinary lounge' Knowing that our customers
visit Bocuse d'Or in order to be able to socialise and share ideas and
iInnovations, we created a relaxing environment for them. In the entrance area
there were sofas for chefs to enjoy a glass of champagne, and the films that
we produced to showcase other chefs’ work were screened. Once the chefs
had finished, they were invited to a lunch sitting — of which there were 3 per
day. These were cooked by Michelin star chefs and allowed the chefs

to really relax; sample our products;and enjoy the ambience brought to

them by CHEF.

Every piece of communication was designed to reinforce the idea of
authenticity to ensure that we demonstrated that the brand is not a

short-cut — it Is about developing superior products, without compromise.
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EVENT’S OBJECTIVES

The objective was to reinforce the position of CHEF as a premium

brand which brings inspiration and creativity to customers; to ensure

that customers or potential customers came away from the event really
understanding that CHEF is one of the finest ingredients for their kitchens;

and is a brand that mirrors their own ambitions to be the best.

We were to drive traffic to the CHEF booth; make the stand and
environment dynamic; engage chefs during the event;then build lasting
relationships with these customers and potential customers — leveraging

the influence of top-end chefs to support and build the brand.

Essence of authenticity

TARGET AUDIENCE

The target audience for this event are top end Passionate and Purist chefs
who run premium white table cloth restaurants. They are reluctant to

use any short-cuts in their kitchen, which means that engaging them with
a culinary aid brand is very difficult. In addition, they are a very closed-knit

community, which is hard to penetrate.

Furthermore they act as brand ambassadors because they are thought

leaders and highly influential in their field.

These chefs attend the Bocuse d’'Or because it is the worlds most

prestigious culinary competition.
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MEDIA OR CHANNELS USED

The touchpoints used were extensive — especially considering the limited
budget. The objective was to provide very targeted and direct communications,

rather than communicate through every possible touchpoint.

* Invitations— personalised to ensure the chefs knew this experience was
designed for them

* Booth design and build — we created a closed environment to build
the feeling of exclusivity while being accessible enough to not alienate
potential customers

* PR material — every word delivered the creativity,innovation and passion
that chefs have for their metier

* Menus —in 3 languages, they were on the cutting edge of culinary alchemy
and utilised our product range

* Banners —to drive awareness and provide directional signage

* Leaflets — with information on the brand and the product range

» Bags —to give chefs something tangible to take away

Essence of authenticity

Postcards — recipes with images

Gifts — branded chef tongs; a chef white jacket; as well as recipe cards

and postcards

Place mats —of the menus saving space and cost

Films — a series of inspirational films about chefs were developed to bring
the brand to life

Online (Bocuse d'Or website & CHEF website) — to build awareness of
the brand and event

Follow up eDM —all of the chefs at the event were contacted post event
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CHEF
CHEF Lo,

The

With Serge Vieira at the
CHEF® fab and founge

CHEF requests the pleasure
of your company

sing CHEF N
NESTLE PROFESS|Of

Dear Sample Name,

lllent doles nimolupta quas dolorum sincto
incid quam errum incipis quistemperat eos
endem expliqui odi doloriae conectiur, sit,
ea alibea vendignist voluptu.

Ationsed ut illendae nonsedi odis sus
nectionseque vellaccum et adipsae elest
autectium fugit quid moluptis et doloreicil.

lllent doles nimolupta quas dolorum sincto
incid quam errum Incipis quwstemperat eos
endem expliqui odi doloriae conectiur, sit,

ea alibea vendignist voluptu. CHEF Lounge soated it

CHEF

www.chef-professional.com

CNestis

CHEF

Nothing but the best

CHEF requests the pleasure
of your company

Bocuse d’Or guest invitation Invite design

e
CE[ R
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VIP e-invitation

From: Nestle Professional
Date: 22 November 2012
To: Mr Lorem ipsum <lorem.ipsum@web.com>
Subject: Your exclusive invitation to discover the essence of authenticity at Bocuse d’Or 2013

our exclusive invitation to
discover the essence of authenticity
at Bocuse d’Or 2013

| Apply for your VIP pass here | Followus § &

el Winner2005::=* Michelin ety CHEF has the pleasure of inviting you to the SIRHA 2013 in Lyon,
EF All Natural Fonds and other Nestlé Professional culinary pro

from January 26 to 30.
e the first to discover the essence of authenticity at one of our exclusive ses

inform us which sessions are most convenient for you by emailing us at chef@
and we will send you a confirmation.

This exclusive invitation will give you access to the SIRHA and its
VIP area, the "Espace des Chefs".

We look forward to seeing you in Lyon!
Culinary Lab January 2013

Saturday 26th Sunday 27th Monday 28th Tuesday 29th Wed'day 30th
11:00 - 11:45 11:00 - 11:45 11:00 - 11:45 11:00- 11:45 11:00-11:45
15:00 - 15:45 15:00 - 156:45 16:00 - 15:45 15:00 - 15:45 15:00 - 15:45
16:30 - 17:15 16:30 - 17:15 16:30-17:156 16:30-17:16 16:30 - 17:156

Wwith Paul Bocuse,

we invite you to live the world's most beautiful culinary event, the

{ O’ &'O'L

29-30 January 2013
Eurexpo, Lyon - France

www.bocusedor-lyon.com

I Accommodation and access | Practical informations |
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CZZ@ esserce CZ?I@ esserce

. . L] .
Of authentzczty Of authentzczty
7
Choose only the finest distillation of flavours, Choose only the finest distillation of flavours,
with new CHEF scratch-made Premium Fonds. with new CHEF scratch-made Premium Fonds.

www.chef-professiona.com —— www.chef-professional.com

Press advertising
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goes into new CHEF Natural Fonds but bones,
les, herbs and hours of preparation and care.

e nly roast bones together with vegetables. Then simmer,
rbs and reduce the natural stock for over 12 hours.

ural. Our ingredients are 100% natural.
ntic. Made with hours of time and respect for tradition.
stent. Every batch has exactly the same flavour profile.
ave. Reduce time and preparation costs.

SAUCE

Try them today

You're only a few pages away from more
authentic flavour. Go to page xx for product
details. Or speak to your CHEF sales representative.

FONDS FUMET

www.chef-professional.com

Trade press | /2 and | /3 page

FONDS FONDS

SAUCE

Introducing

he essence
of authenticity

New CHEF Natural Fonds and Demi-
Glace are 100% authentic, made using only
bones, vegetables, herbs and hours of care.

* Made exclusively for chefs by chefs

* True to the traditions of Escoffier

* Consistent flavour every time

* Saves you time and the cost of preparation

Essence of authenticity
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Exhibition: culinary lounge
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Exhibition: culinary labs
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Cover

CHEF Culinary Lounge

fenu cr d and prepared ert
ichelin and Winner of the Bocuse d

00 g
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Spread

i Pre)"\

First reveal

Table menu

Essence of authenticity

Cracker de Cantal '
Cantal cheese cracker'

Pain noire et truite Fario ?
Black bread and Fario trout?

Tartare de boeuf en gelée de bouillon de légumes °
Beef tartare in vegetables bouillon jelly

Vaporeux de pomme de terre aux truffes noires Mélanosporum ' &*
Potatoes vaporous, black truffles Mélanosporum 144

Agneau Allaiton réti, poitrine confite laquée aux épices douces °
Roast Allaiton Lamb, preserved lamb chest pecking with sweet spices ®

Compotée de myrtille, croustillant a I'anis vert
et sphére orange-pistache % 7 4#
Blueberry compote, crispy anise biscuit and orange-pistachio sphere 678

Mignardise
NESCAFE Viaggi

Champagne Thiénot Brut
Pouilly Fuissé 2009, Cuvée Prestige, Vins Georges Duboeuf
Moulin & Vent 2009, Cuvée Prestige, Vins Georges Duboeuf

www.chef-professional.com

PROFESSIONAL.

Reverse

McCANNZ A prite
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Essence of authenticity

www.chef-professional.com

ccouvrez lessence
de lauthenticité

Développés par des chefs, nos fonds sont
préparés dans la plus pure tradition des recettes
d'Escoffier avec des os et légumes soigneusement
sélectionnés puis rotis. Nous réalisons nos fonds de
la méme manire que vous le feriez, mais en utilisant
de plus grandes marmites. Découvrez nos Fonds
Naturels au stand NESTLE PROFESSIONAL
du SIRHA et le CHEF Culinary Lounge et Lab
de I'Espace des Chefs.

Discover the essence of authenticity

Made by professional chefs, using only meaty

bones, vegetables and hours of care, our fonds

are faithful to Escoffier's own recipes. In fact,
we make them exactly as you would. Only we use
bigger pots. Discover our All Natural Fonds at the

NESTLE PROFESSIONAL stand in Sirha,
and the CHEF Culinary Lounge & Lab.

Recipe prepared especially by ** Michelin chef,
Serge Vieira, for CHEF Culinary Lounge

Raviole de crabe salade de champignons enoki
quinoa et consommé au ramboutan

Crab ravioli with enoki mushroom salad,
quinoa and lychee consomme

www.chef-professional.com

FONDS

www.chef-professional.com

Postcards

ecouvrez lessence
de lauthenticité

Développés par des chefs, nos fonds sont
préparés dans la plus pure tradition des recettes
d'Escoffier avec des os et légumes soigneusement
sélectionnés puis rotis. Nous réalisons nos fonds de
la méme maniére que vous le feriez, mais en utilisant
de plus grandes marmites. Découvrez nos Fonds
Naturels au stand NESTLE PROFESSIONAL
du SIRHA et le CHEF Culinary Lounge et Lab
de I'Espace des Chefs.

Discover the essence of authenticity

Made by professional chefs, using only meaty

bones, vegetables and hours of care, our fonds

are faithful to Escoffier's own recipes. In fact,
we make them exactly as you would. Only we use
bigger pots. Discover our All Natural Fonds at the

NESTLE PROFESSIONAL stand in Sirha,
and the CHEF Culinary Lounge & Lab.

Recipe prepared especially by ** Michelin chef,
Serge Vieira, for CHEF Culinary Lounge

Agneau Allaiton réti, poitrine d'agneau confite
laquée aux épices douces

“Allaiton Aveyron’ Lamb — sweet spice coated confit loin
with puffed rice flakes, lamb juice and lime

www.chef-professional.com

FONDS

i

FoNDs | | Fumer

LCHEF B [ CHEF)

www.chef-professional.com

www.chef-professional.com

ecouvrez lessence
de lauthenticité

Développés par des chefs, nos fonds sont
préparés dans la plus pure tradition des recettes
d'Escoffier avec des os et légumes soigneusement
sélectionnés puis rétis. Nous réalisons nos fonds de
la méme maniére que vous le feriez, mais en utilisant
de plus grandes marmites. Découvrez nos Fonds
Naturels au stand NESTLE PROFESSIONAL
du SIRHA et le CHEF Culinary Lounge et Lab
de I'Espace des Chefs.

Discover the essence of authenticity

Made by professional chefs, using only meaty

bones, vegetables and hours of care, our fonds

are faithful to Escoffier's own recipes. In fact,
we make them exactly as you would. Only we use
bigger pots. Discover our All Natural Fonds at the

NESTLE PROFESSIONAL stand in Sirha,
and the CHEF Culinary Lounge & Lab.

Recipe prepared especially by ** Michelin chef,
Serge Vieire, for CHEF Culinary Lounge

Vaporeux de pomme de terre
aux truffes noires Mélanosporum

Carpacccio of steamed potatoes with
black Perigord truffles

www.chef-professional.com

FONDS | | FumET

ecouvrez lessence
de lauthenticité

Développés par des chefs, nos fonds sont
préparés dans la plus pure tradition des recettes

d'Escoffier avec des os et légumes nent
sélectionnés puis rotis. Nous réalisons nos fonds de
la méme maniére que vous le feriez, mais en utilisant
de plus grandes marmites. Découvrez nos Fonds
Naturels au stand NESTLE PROFESSIONAL
du SIRHA et le CHEF Culinary Lounge et
Lab de I'Espace des Chefs

Discover the essence of authenticity

Made by professional chefs, using only meaty

bones, vegetables and hours of care, our fonds

are faithful to Escoffier’s own recipes. In fact,
we make them exactly as you would. Only we use
bigger pots. Discover our All Natural Fonds at the
NESTLE PROFESSIONAL stand in Sirha, and the
CHEF Culinary Lab & Lounge at Espace des Chefs

www.chef-professional.com
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Discover

he essence
of authenticity

Introducing new CHEF Natural Fonds

]-/;(» proof is in our process...

eaflet

Qll(l/ill/, consistency, speed.
Zuaiy 1

nefs, CHEF Natura

100% Natural
kg

{
tur
Traditionally prepared
i tables for d

Consistent

Quick and cost effective
See uch y e

ces for
Practical
able ar

Essence of authenticity

=

CH
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othing but
the best

D
ecades of creating

nothing but the best

GHEF s NESTLE PROFESSIONALS i ()ur('ssmz(-( of authenticity ‘
inar i c - The Jumet Range The Jond Range

The Jus Range

Our success has always depended on the e exclusively
dations and approval of professional chefs « True to the traditions of Es
" v auces and bouillor * Consi lavor every tire

«sa u time ar i

flavour
The Jond Range

The Paste Range

CZ;() essence of authenticity

The CHEF Natural Fonds and Demi-Glace range

o ing but
the best

Veal

1

L
Beef content 2.9kg/litre

Veal content 2.2kg/litre
Ingredients

n of 2209/100mI
ot, pars|

Salt (per 100 m)) 0.3g
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Introducing new CHEF Natural Fonds
4

CHEF

lumduring our new CHEF

ox Natural Sonds and Demi-Glace

Essence of authenticity

CHEF

Olll”ll(’Hf ('(l/)l/)(lig'll.'

The essence of authenticity

A new global communi

Supp()rlil 12 chefs
ambition at Bocuse d’Or

@mm(/s vaporous, black truffles
NMelanosporum and CHEF
Natural Veal Fonds marbles

Recipe serves 10

Ingredients

Mushroor

CHEF Natural Veal Fonds marbles
100 pieces
2

ds

25

PR kit
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[ Nestié CHEF

| CHEF | Products | News | Recipes | Recipes

ome to the
ssence of authenticity

lllent doles nimolupta quas dolorum sincto incid quam errum
incipis quistemperat eos endem expliqui odi doloriae conectiur,
sit, ea alibea vendignist voluptu.

Ationsed ut illendae nonsedi odis sus nectionseque vellaccum
et adipsae elest autectium fugit quid moluptis et doloreicil.
Ationsed ut illendae nonsedi odis sus nectionseque vellaccum
et adipsae elest autectium fugit quid moluptis et doloreicil.

Read more

| Privacy and policy |

Website

SEARCH

[E) Nestié cHEF

Essence of authenticity

| CHEF | Products | News | Recipes | Recipes

Premium Fonds

doles nimolupta quas dolorum sincto incid guam errum
ipis quistemperat eos endem expliqui odi doloriae conectiur,
sit, ea alibea vendignist voluptu.

Ationsed ut illendae nonsedi odis sus nectionseque vellaccum
et adipsae elest autectium fugit quid moluptis et doloreicil.

Read more

FUMET
HOMARD

FUMETS
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TIMESCALE OF THE CAMPAIGN (EVENT)

The mix of media used stayed relevant to the event itself and made sure

Nestlé Professional was addressing its audience at the right time.

* Briefed November 2012
e Event 26 — 29 January 2013

* Printed over Christmas

BUDGETS

These details were provided to judges in the original submission but are

commercially sensitive and therefore confidential.

RESULTS

These details were provided to judges in the original submission but are

commercially sensitive and therefore confidential.

Essence of authenticity
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