Member Profile

Stonewall Kitchen:  A Passion for Good Taste 

When Jonathan King and Jim Stott displayed their hand-blended vinegars and homemade jams on a card table at a farmer’s market in 1991, they never imagined they would parlay their passion for gourmet accompaniments into a successful specialty food business. Now, ten years, five retail stores, a 52-page catalog and many awards later, the Stonewall Kitchen name is synonymous with good taste.

Building a Brand

The secret of their success? A lot of hard work, talent in both the garden and the kitchen, and building the brand from the inside out. It all started with quality products, of course, to which their multiple awards attest, but the proliferation of their brand came through wholesaling. 

Encouraged by the positive reception they received at the local market, Jonathan and Jim began a grueling circuit.  "We took on a grass roots campaign by attending 75 public forums, from the Boston Flower Show to a neighborhood church craft show," says Jonathan.  Their efforts started to pay off at the New York Fancy Food Show in 1995, where they booked over 100 orders and earned the award for outstanding product line. As their products found their way onto the shelves of more than 6,000 stores across the country, the partners decided to move into retail.

Reaching into Retail

Beginning with their flagship store in York, Maine, they added stores in Camden and Portland and in Portsmouth, New Hampshire. Last year, they opened a location in the Chestnut Hill Mall in Massachusetts.

Meanwhile, their catalog effort, which began in 1999 as a 24-page book with a mailing of 45,000 and an average order of $23, has grown to a 52-page book with a mailing of 700,000 and an average order of $57. This, too, is the product of talent and passion: Jonathan is an art director and Jim is a photographer.

Growing the Catalog

“We’ve focused on average order value, building the house list and merchandising. [This began “But ..” instead of “Because ...” Doesn’t make sense the way it is.]Because the partners’ passion is the catalog,” says Joan Walsh, Stonewall Kitchen’s Director of Catalog Division. “That’s why the growth has been so strong.” 

The catalog has always been a showpiece -- painstakingly assembled, printed on heavy stock and, initially, sheet-fed. Now at higher volumes, it is still labored over and printed on high-quality stock  “It’s a real marketing piece,” Joan says. “We believe you have to spend money to get people to take notice.”

With the help of Millard Group and the Abacus file, Stonewall has grown its house list from 8,000 names in 1999 to 40,000 today. The partners hope to increase it to 50-60,000 using the Z24 file and through requests generated from their website, which offers recipes and a food glossary in addition to a host of gustatory delights.

Broadening the Mix

The introduction of hard goods, which now account for 51% of SKU's and 30% of sales, has contributed significantly to the growth of Stonewall Kitchen’s average order value. Even though the company is smaller than many of the other specialty purveyors, it can be competitive on hard goods because of the healthy margin it enjoys by manufacturing its own food line.

“We’ve added a second shift and now produce up to 25,000 jars of jam a day,” Joan says. And by keeping other functions in-house – design, e-commerce management and call center operations – they maintain control over the quality of their service.

This is at the heart of the Stonewall Kitchen experience, as explained by their mission statement: "To provide the most knowledgeable, personable, efficient, accurate and respectful service, sales and solutions to all Stonewall Kitchen guests."

Judging by the numbers, it would seem that they’ve been doing that very well.

