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Advertisers in OcadoL ife typically benef t from 
signif cant sales uplif :

 126% C omposite advertorial

 334% Outside back cover

 117% Inside front cover

 150 % Inside back cover

 

T he positive effect...

The same ingredients used by top chefs make up  

Natoora’s dips, soups and sauces

Dip into  avour

A D V E R T I S I N G  P R O M O T I O N

Natoora supply ingredients to  

the world’s top restaurants. By 

working directly with small-scale 

growers committed to quality, they 

put flavour back on the menu. This 

focus on provenance is behind  

their range of deli dips, soups  

and sauces. Take their Muhumarra 

with Roasted Italian Peppers dip, 

for example, containing heritage 

chipotle criollo chillies, organic 

peppers and small-batch artisan 

olive oil, with walnuts and cumin  

to add a touch of spice.

 

Chill i hit

The chipotle criollo chillies in 

Natoora’s Muhumarra with 

Roasted Italian Peppers dip are 

traditionally grown and smoked  

on Gambino and Minerva’s family 

farm in Veracruz, Mexico. Chillies 

have been grown here for 

centuries, and this heritage variety 

brings a unique sweet, spicy flavour. 

Sw eet  sp ot

Independent grower Tuccio 

provides Natoora’s peppers from 

his holding in Sicily, where the 

mineral-rich volcanic soil and 

warm temperatures result  

in an intense depth of flavour  

and natural sweetness. 

Oil r ich

Tom and Juli’s Honest Toil extra 

virgin olive oil from Kyparissia  

in Greece is Natoora’s choice for  

all dips and sauces. The koroneiki 

olives are picked early, giving the 

oil a delicious light, peppery finish.

Natoora Muhumarra with 

Roasted Italian Peppers 

dip 200g £4.60 (£2.30/100g)

For  t he f u ll r ang e  

o f  d ips, sea rch  

‘Nat oor a  d ips’  
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Source: OcadoL ife audience who received the magazine, 

measured against a controlled group of customers who didn’t 

receive the magazine Jan – Jun 20 22. Sales uplif  measured 

during a 12-week live period
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C reative solutions
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Laurent -Perrier 

Cuvée Rosé 

75 cl 12% A BV 

£63 

Courvoisier 

VSOP Cogna c 

70cl 40% A BV 

£40 (or £32 

9/10 -29/11) 
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 COURVOISIER  

 VSOP COGNAC 

GRA PEFRUIT GA LA

Ing red ient s 

50ml Courvoisier V SOP 

Cogna c

130ml San Pellegrino 

Gra pefruit or Fever-

Tree Sicilia n Lemonade

slice of  red grapefruit

1. Fi ll a high ball  glass 

w ith plent y of ice. 

2. Add t he Courvoisier 

VSOP a nd t op up w ith t he 

San Pellegrino Grapefruit  

or Fever-Tree Sicilian 

Lemon ade.

3. Finish w ith the sl ice  

of red gr apefruit .

 TH E ON E FINE  

 BLENDED W H ISKY 

GIN GER W HISK Y 

HIGHB A LL

Ing r ed ient s 

50ml The One Fine     

Blended W hisky

150ml Fever-Tree   

Refreshingly Light   

Ginger Ale

1. Fill a t all g lass w ith lot s 

of ice and pour in The One 

Fine Blended W hisky.

2. Top up w ith t he 

Fever-Tree Ginger A le,  

st ir gent ly and s erve. 

 MA KER’S M ARK  

 BOURBON 

BOURBON GO LDRUSH 

Ing red ient s 

50 ml Maker’s Mark 

Bourbon

20ml honey syrup (made 

by mixing 2 p arts h oney 

and 1 p art h ot w ater)

20ml fresh lemon juice

strip of  lemon zest

1. Add the Maker ’s M ark 

Bourbon, honey syrup 

and lemon juice t o  

an ice- fi lled shaker ;  

shake w ell .

2 . Strain over ice into  

a rocks g lass. 

3. Garnish w ith the lemon 

zest curled into a t w ist .

Ma ker’s Mark Kentuc ky 

Straight  Bourbon 

W hisky 70cl 4 5% A BV 

£32  (or £ 25 1 9/10 -29/11) 

 LAUREN T- PERRIER 

 CUVÉE ROSÉ CH A MPAGN E 

Toast t he fest ive s eason  

w ith a g lass of t he i conic 

Cuvée Rosé f rom this  

family- ow ned champagne 

house. It has d elicious f ruity 

aromas o f raspberry, morello 

cherry and redcur ran t.

 BLACK COW CHRISTMAS  

 SPIRIT VOD K A 

A N O LD FA SHIONED 

CH RISTMA S

Ingred ient s 

50ml Black Cow 

Chr istmas Spirit  Vodka

strip of orange zest

1. Pour t he Black Cow  

Christmas Spirit Vodka 

into a rocks g lass over ice.

2 . Finish w ith t he s trip  

of  orange zest.

Black Cow Christmas 

Spirit Vodka 50cl  

37.5% A BV £25  

(or £22 9/11- 4/01)

 W A RNER’S  

 LONDON D RY GIN 

FESTIV E G&T 

Ing red ient s 

50ml W arner’s London 

Dry Gin

25ml port

100ml tonic w ater

rosemary sprig, frozen 

bla ckberry and frozen 

raspberry, to g arnish

1. Pour the W arner’s 

London Dry Gin and p ort 

into a w ine or copa glass; 

add a h andful of ice.

2 . Finish w ith t he tonic 

w ater ; give a quick st ir. 

Garnish w ith the ro semary 

spr ig, blackberry 

and  raspberry.The Lakes 

Distillery’s 

The One Fine 

Blended 

W hisky 70 cl 

46.6% A BV 

£40 (or £36 

9/11-29/11 )

W arner’s 

London Dry Gin 

70cl 40% A BV 

£30

58 59

A D V E R T I S I N G  P R O M O T I O N

Raise  
a glass!

From w arming whiskies t o lively 

bubbles and classic co cktails,  

we have plenty of reasons  

to say cheers t his Christmas

Christ mas drin ks
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Righ t now, juicy, r ipe t omatoes are being harvested in Italy, and their f resh, 

bold flavours are captured by Mut ti – a family business that nur tures  

it s suppliers, ensuring the finest-qualit y produce, farmed sustainably

Top of the cr ops

A D V E R T I S I N G  P R O M O T I O N

or more t han 1 20 y ears, 

the Mut t i family have  

had a t aste for t omatoes,  

focusing t heir p assion 

into making t he best 100%  

Italian tomato p roducts possible. 

Naturally, i t all starts w ith t he t op 

raw material: tomatoes grow n 

under sunny skies, in t he r ight soil, 

nourished by just the r ight amount 

of w ater. But there’s more t o the 

story… Mutt i are fi rm believers  

that t he best- tast ing products  

are born from a respect for p eople 

and nature, and f rom a d edicat ion 

to innovat ion.

Na t ur e an d  nur t ur e

Working w ith a netw ork of more 

than 8 00 expert farmers across 

To mark this special relat ionship 

betw een la nd , farmer and  

producer, each year Mut ti a w ards 

the coveted Pomodorino d ’Oro 

Aw ard – the Golden Tomato –  

to three farmers, across three 

categor ies and tomato var iet ies, 

w ho have produced the best overall 

qualit y in the most eco-friendly 

w ay. Being a M ut ti supplier is a 

great source of pride for I talian 

farmers, an d w inning the aw ard   

is a real recognition of skill,  

passion an d innovat ion.

Field t o t ab le

August into September is tomato 

harvest t ime, w hen fields hum  

w ith machinery as perfect ly 

sun-ripened fruits are harvested 

from the v ines. Grow n w ithin  

60 m iles, on average, of a Mutt i 

factory, they’re p rocessed w ithin  

24 h ours of picking, using a 

patented method for capturing  

their rich, f resh flavours in every 

Mut ti t in and tube.

Add to that some 6 00,000 

qualit y checks annually, a nd t hat ’s 

a recipe fo r excellent tomato 

products, w hether t hey’re f rom  

the Mutt i Essentials range or one  

of Mutt i’s p asta a nd p izza sauces. 

From polpa and p eeled to p assata 

and p urée, there’s a r ight tomato 

product suited t o w hatever dish 

you’re making: 

Polpa – r ich, f resh and juicy,  

w ith a unique finely chopped 

texture fo r a n abundance of  

tomato pieces, ideal fo r longer 

cooking t imes.

Peeled – firm, fleshy peeled 

tomatoes in a smooth, versat ile 

passata, w ith a delicate flavour.

Passa ta – a v elvety smooth 

purée w ith a touch of sw eetness, 

adding a c reaminess to dishes. 

Double Concentra ted Purée –  

the pure essence of tomato,  

a bold, d ense paste w ith 700g  

of fresh tomatoes condensed  

into a 130g tube. 

Organic Polpa and Organic 

Double Concentrated Purée –  

new t his season, and a n atural next 

step for a company t hat counts 

innovat ion, quality and respect fo r 

nature among its key ingredie nts.

Feel ing  

luck y? V isit   

w inw it hmut t i.co.uk * 

for t he chance t o   

w in a f oodie 

exper ience  

in I t aly

F

Throughout  September and October, 

Mutt i are bringing the buzz of the Golden 

Tomato Aw ard (pictured r ight , held by 

Francesco Mut t i) to the UK by of fer ing 

shoppers a c hance t o w in a t rip f or t w o 

to the home of Mut ti in Parma, Italy. 

The prize includes a tour of  the Mutt i 

fields and factory, the region’s ‘Food 

Valley’ and a cooking session. To enter, 

buy any Mut t i product o by 1 /11 /22  

and visit  w inw ithmut t i.co.uk*.

“ THE BEST 
PRODUCTS ARE 
BORN FROM 
A RESPECT FOR 
PEOPLE AND 
NATURE”  

Italy – f rom their original home  

in Parma, in t he ‘Food Valley’ of  

the north, to Valle del Sele in the 

south – Mutt i cultivate flavourful 

tomato variet ies w ith the perfect 

colour and sw eetness. 

   They know  every farmer personally  

and form long-term w orking 

relationships. They also choose t o 

pay on average 10% above market 

prices for t he best of the annual 

crop, w hich means farmers are able 

to invest in t heir farms, both to 

improve their crops and to find new  

w ays to protect the env ironment. 

For Mutt i, i t means of fering 

customers incredible flavour and 

quality, as w ell a s a p romise t hat 

products are cult ivated sustainably 

and w ith respect .

Enjo y a Mut t i Golden T omato 

experience and a tour o f  Parma

WIN A TRIP TO ITALY

Mut t i  D oub le Concen t r a t ed Pu rée 

130g Mut t i Passa t a 400g Mut t i P olpa 

Fin ely Ch opp ed To mat oes 400g  

Mut t i  Peeled Toma t oes 400g

2120 For c lassic Mu t t i Essen t ia ls, sa uces a nd n ew  o rganic op t ions, sea rch ‘ Mu t t i ’ a t  o cado.com

C overwrap 6pp cover gatefold

Advertising promotion (SP or DPS) B ound-in insert Foldout









Yeo Valley

September 2024 issue

SKU DESCRIPTION % UPLIFT

15660011 Yeo Valley Organic Natural Yoghurt 39%

590016011 Yeo Valley Kefir Drink Natural 16%

Composite advertorial



To confirm the sales uplift data offered is not the overall sales of 
the product, as of course you know how much of each product 
you sell on Ocado each month. The sales uplift is the percentage 
difference between readers of Ocadolife vs a controlled group of 
50,000 active shoppers, who have not received the magazine, 
during the live period of the issue. 

Essentially, it is the percentage difference in sales from Ocadolife 
readers to non-readers, showing that advertising in Ocadolife has 
had a positive effect on sales for your products. 
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