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SUMMARY   

  

We   won’t   bother   with   the   pithy   commentary   on   what   a   year   2020   has   been.   We   all   know   what   happened.   And   if   

you’re   a   regular   reader   of   these   updates,   you   will   have   noticed   we   skipped   a   couple   quarters   amidst   the   turmoil.   

We’ll   take   this   space   to   provide   more   of   an   annual   review   statement.   We   are   incredibly   humbled   to   say   that   we   

survived   the   year,   are   still   standing   on   two   hooves,   and   can’t   wait   to    thrive    in   2021.   

  

  

OUR   ACCOMPLISHMENTS   

  

During   this   year   in   operation   (January-December   2020),   Bartleby’s   Food   accomplished   the   following:   

  

Sales   -   Online   

We   processed   256   orders   from   July   22   (when   our   online   shop   reopened   after   our   pandemic   pause)   

through   the   end   of   December.   Our   Crispy   Seitan   Cutlets   in   the   Original   Recipe   are   our   most   popular  

item,   and   represent   a   whopping   44%   of   sales   this   year.   They   are   followed   by   Original   Nuggets   (21%)   and   

our   remaining   seitan   products,   Spicy   Nuggets   and   Spicy   Cutlets,   each   made   up   17.5%   of   our   total   sales.   

  

Our   returning   customer   rate   is   18.53%,   though   our   repeat   orders   happen   infrequently.   Our   shipping   is   

expensive   (at   least   compared   to   big   box   retailers),   so   many   customers   have   been   purchasing   items   in   

bulk   every   few   months   or   so.   

  

  

Sales   -   Truck   

Though   it   feels   like   forever   ago,   we   did   in   fact   operate   the   food   truck   during   the   first   two   months   of   

2020.   During   that   time,   we   sold   approximately   2,100   meals   (2,312   total   items).   Our   most   popular   item   

was   the   Spicy   Deluxe   sandwich,   which   made   for   11%   of   the   total   items   sold.   The   Original   Deluxe   

sandwich   was   the   second   most   popular   item,   followed   by   our   largest   batch   of   Nuggets,   the   13-piece   

Devil’s   Dozen.   

  

  

Social   Media,   Website,   and   Publicity   

We   migrated   our   website   to   a   new   platform   on   August   3,    2020,   and   with   that,   migrated   our   newsletter   

and   email   marketing   system.   As   anyone   who   has   upgraded   their   website   and   direct   communication   
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tools,   we   experienced   both   benefits   and   losses.   One   boon   was   the   increase   in   number   of   newsletter  

subscribers,   up   a   significant   20%   from   this   time   last   year.   

  

We’ve   maintained   the   same   frequency   of   our   email   communications,   sending   messages   to   subscribers   

only   about   once   per   month   (or   for   extra   special,   wicked   big   sale   announcements).   We   have   but   a   small   

sample   set   by   which   to   judge,   having   distributed   just   three   campaigns   since   migrating   to   our   new   

platform,   but   our   engagement   rates   on   these   messages   are   good.   Our   open   rate   is   36%,   compared   to   

industry   averages   of   23%   (food   services)   and   20%   (restaurant   and   venue).   Our   click-thru   rate   is   5%,   

compared   to    industry   averages   of   2.94%   (food   services)   and   1.40%   (restaurant   and   venue).   

  

We   saw   nominal   growth   in   the   number   of   followers   on   our   primary   social   channels,   Instagram   and   

Facebook.   In   September,   we   chose   to   cease   posting   to   our   least   active   channel,   Twitter.   Our   account   

remains   open,   but   this   will   be   the   final   Quarterly   Update   in   which   we’ll   report   its   figures.     

  

Instagram:   9%   growth   (4,134   to   4,500   followers)   

Facebook:   7%   growth   (1,635   to   1,755   followers)   

Twitter:   3%   loss   (458   to   446    followers)   

  

  

Special   Catering   

Our   former   commissary,   Food   rEvolution,   is   home   to   a   handful   of   outstanding   plant-based   businesses.   

It   has   been   a   hub   for   special   catering   programs   over   holidays   and   other   notable   calendar   dates.   

Bartleby’s   participated   in   its   Vegan   Thanksgiving   program   in   November,   offering   our   Crispy   Seitan   

Cutlets   (Original   Recipe)   at   a   reduced   price.   We   sold   over   30   items,   at   a   10%   discount,   and   the   entire   

collaboration   distributed   10%   of   proceeds   to   local   food   banks.   This   special   catering   program   was   timed   

with   the   release   of   our   Pepper   Gravy   &   Mash   recipe,   so   that   our   customers   knew   how   to   make   their   

Thanksgiving   table   truly   devilicious.     

  

We   cherish   the   fact   that   we’re   still   a   part   of   the   Food   Rev   community,   and   were   glad   to   provide   pick-up   

options   for   customers   in   Massachusetts,   saving   them   our   standard   $14   flat-rate   shipping   fee.   

  

  

Bartleby’s   At   Home   

We   first   launched   the   Bartleby’s   At   Home   (BAH)   feature   in   May   of   2020,   after   we’d   been   able   to   come   

up   for   air   and   come   to   terms   with   the   pandemic   lifestyle.   Since   growing   our   frozen   product   sales   is   a   

major   goal   of   our   business,   we   wanted   to   provide   customers   with   creative   ways   to   use   our   signature   
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Crispy   Cutlets   and   Nuggets   in   their   own   kitchens,   and   to   help   our   dear   devils   keep   the   repetitive   task   of   

meal-making   feeling   fresh,   easy,   exciting.     

  

From   our   test   kitchen,   we   built   and   refined   six   BAH   recipes   in   2020:   

● Seitan   Piccata    (May):   This   riff   on   a   classic   Italian   dish   requires   just   a   handful   of   ingredients   

from   your   pantry   and   fridge.   The   richness   of   the   crispy   cutlets   and    all   that   butter    is   punctuated   

with   briny   capers,   tangy   lemon,   a   bit   of   heat   from   chili   flakes.   

● Seitan   &   Satay   Sauce    (May):   A   rich   peanut-based   sauce   hits   those   savory-sweet   buttons,   and   

its   silky-smooth   consistency   is   a   great   match   with   our   hot,   hand-battered   seitan   cutlets.   

● Hellacious   Parm   Hero    (June):   Probably   our   most-requested   dish.   Hardly   a   recipe,   but   

mostly   just   guidelines   for   how   to   pile   hot,   gooey,   savory   things   on   top   of   our   delicious   seitan.   

● Mean   Green   Demon   Pita    (August):   Bartleby's   version   of   a   green   goddess   dressing,   plus   all   of   

summer's   best   cool   and   crisp   vegetables   (thick   slices   of   tomatoes,   lettuce,   cucumbers,   sprouts)   

jammed   in   a   pita   pocket.   Our   Marketing   person   loves   this   one   the   most.   

● Tacos   Diablo    (October):   A   cilantro-jalapeno-lime   chimichurri   is   a   huge   flavor   boost,   and   takes   

just   a   couple   minutes   to   make   with   a   food   processor   or   blender.   Blue-corn   tortillas   hold   strips   of   

spicy   seitan   plus   taco   fixings.   

● Pepper   Gravy   &   Mash    (November):   As   the   hell-idays   approached,   we   leaned   hard   into   our   

southern-fried,   comfort   food   roots.   Luscious   and   herbaceous   pepper   gravy   is   poured   over   

mashed   potatoes   and   our   Crispy   Cutlets.   

  

All   of   these   recipes   are   housed   on   our   blog   and   in   a   printable   PDF   format,   plus   presented   in   a   “quickie”   

visual   format   in   our   Instagram/Facebook   Stories.   Customers   who   try   the   recipes   are   encouraged   to   

share   their   creations   on   social   media   with   the   hashtag   #BartlebysAtHome.   In   spirit,   the   BAH   program   

acts   as   a   temporary   replacement   to   our   Monthly   Specials   that   we   presented   while   the   food   truck   was   in   

operation.   

  

  

Reviews   

We   are   the   proud   bearer   of   five-star   reviews   on   the   major   review   platforms:   Yelp   (5),   Google   Business   

(4.4),   Happy   Cow   (5),   and   Facebook   (4.8).   Shortly   after   going   live   on   our   new   domain,   we   installed   a   

Product   Review   widget   on   each   seitan   product   page.   Customers   can   now   provide   their   feedback   on   our   

signature   seitan   in   the   same   space   they   purchase   it,   increasing   the   likelihood   of   reviews   over   time.   At   

the   writing   of   this   report   we   have   a   modest   six   reviews,   but   are   wicked   happy   to   report   they   are   all   five   

stars.   
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Here   are   two   recent   reviews   sharing   praise   for   our   frozen   product   line   (some   phrases   have   been   edited   

for   clarification):   

  

I   was   so   impressed   with   the   amount   of   flavor   packed   into   these   cutlets!   I’m   usually   a   big   

component   of   fresh   over   frozen,   so   I   was   skeptical   about   frozen   cutlets.   But   these   blew   me   

away!   They   were   packed   with   flavor   and   seasoning   and   we’re   super   crispy   on   the   outside   

while   being   soft   but   not   chewy   on   the   inside.   They   were   easy   to   heat   up   which   made   for   a   quick   

and   tasty   lunch.   Definitely   ordering   them   again   and   recommending   them   to   friends…   Love   

working   with   small   businesses   who   are   great   at   what   they   do.   

  

I   honestly   can't   believe   how   good   of   an   alternative   this   is   to   your   standard   chicken   sandwich.   

I'm   so   happy   that   I   don't   even   have   to   leave   the   home   when   I   am   craving   something   hot,   

crispy,   and   delicious.     

  

  

General   Business   

Bartleby’s   Food   now   generates   revenues   through   several   major   sales   channels:   the   food   truck,   our   

online   Seitan   Shop,   wholesale   in   grocery   and   specialty   shops,   and   special   catering   programs.   (In   smaller   

ways,   we   earn   revenue   from   the   sale   of   our   official   logo   merchandise   and   the   operation   of   our   Seitan   

School.   The   latter   has   been   on   snooze   since   the   pandemic   began.)   Most   of   our   efforts   in   2020   went   

toward   improving   our   online   retail   systems,   and   holy   hell,   did   we   learn   and   do   a   lot.     

● Work   Space :   We   established   our   rental   kitchen   space   within   the   Arkansas   Food   Innovation   

Center,   part   of   the   University   of   Arkansas   System   Division   of   Agriculture.   In   this   large   

co-working   facility,   we   are   allotted   two   days,   about   sixteen   hours   of   kitchen   time,   per   week.   We   

were   approved   by   the   Arkansas   Department   of   Health   to   operate   our   frozen   product   business   

and   our   food   truck.   The   forthcoming   operation   of   our   food   truck   was   also   approved   by   the   local   

Fire   Department,   and   the   City   of   Fayetteville   provided   our   business   license.   

● Packaging :   We   designed   and   produced   labels   for   each   of   our   seitan   products   (which   included   

the   testing   of   cooking   times   in   various   ovens).   We   are   perfecting   our   nutrition   label   with   the   

help   of   the   AFIC   who   is   testing   our   recipes   for   nutritional   content.     

● Shipping :   We   researched   cold   shipping   logistics   for   our   existing   direct-to-customer   business.   

We   sought   out   resealable   bags   that   are   BPA-free   and   insulated   boxes   that   are   recyclable   and   

biodegradable.   We   regularly   brainstorm   package   quantities   and   shipping   configurations   (and  

negotiate   rates   with   carriers)   to   reduce   the   cost   of   shipping   for   our   customers   and   thus   make   our   

food   accessible   to   more   people.   
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● Wholesale :   We   began   our   wholesale   business   with   a   few   select   shops   and   completed   research   

on   retail   shops   that   could   carry   our   products   in   the   future.   

● Products :   All   of   our   seitan   products   are   now   available   in   the   Seitan   Shop,   including   a   new   

member   of   the   crew:   Spicy   Nuggets.   Our   southern-fried   seitan   can   be   delivered   anywhere   in   the   

48   contiguous   states   for   a   flat-rate   shipping   fee   of   $14.   We   offer   free   local   delivery   to   customers   

in   NW   Arkansas.   We   have   the   opportunity   to   expand   our   offerings   and   bring   back   our   four   

signature   scratch-made   sauces.   

● Reach :   At   the   close   of   2020,   we   had   customers   in   21   states.   Through   our   social   channels,   we   

have   deemed   our   influence   the   “Orange   Wave”   and   hope   to   turn   the   entire   country   apricot   as   

quickly   as   possible.   

  

Because   of   the   isolation   of   the   COVID-19   pandemic,   we   had   to   work   extra   hard   to   stay   connected   to   our   

communities.   We   fall   into   a   lot   of   industry   boxes   (small   business,   vegan/vegetarian,   food   truck,   

woman-owned),   and   showed   our   support   for   our   peers   in   these   fields   by   getting   a    lot    of   takeout   meals,   

gathering   and   highlighting   businesses   and   people   that   we   love,   and   drawing   attention   to   various   

accounts   in   Boston   and   NW   Arkansas   on   our   social   channels.   Sometimes,   it   feels   like   we   just   moved   to   

the   Fayetteville   area   yesterday,   but   we   have   called   it   home   for   nine   whole   months   now!   
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OUR   GOALS   

  

What   will   2021   bring   for   Bartleby’s?     

  

Sales   -   Online   

The   average   online   customer   purchased   two   seitan   products   per   order.   In   2021,   we   want   to   incentivize   

customers   to   purchase   in   larger   quantities.   Aside   from   this   obviously   generating   increased   revenue,   

larger   quantities   yield   a   better   margin   for   Bartleby’s   and   will   allow   us   to   reduce   the   price   per   serving.   

Bigger   orders   also   allow   us   to   streamline   packaging,   adjusting   costs   for   2-,   4-   and   8-pack   boxes,   and   

making   shipping   costs   more   economical.   

  

Our   goal   is   to   increase   the   number   of   weekly   orders   to   15-17,   yielding   about   65   per   month.   This   aim   is   

tied   to   our   store   conversion   rate.   Our   2020   conversion   rate,   which   measures   how   many   customers   

visiting   our   shop   actually   complete   a   purchase,   was   3.78%.   This   is   slightly   above   the   ecommerce   general   

average   of   2.58%,   but   trending   below   the   average   for   the   food   and   beverages   industry   of   4.95%.   We   

have   room   for   improvement,   by   encouraging   those   who   place   items   in   their   cart   to   complete   their   

purchase   (via   “abandoned   cart”   reminder   messages)   and   making   our   shipping   rates   even   easier   to   see   

prior   to   the   checkout   process.   

  

Research   has   shown   that   conversion   rates   are   significantly   higher   where   consumers   have   higher   intent,   

i.e.   they   are   searching   for   products.   This   compares   to   social   and   display   referred   visits   where   conversion   

rates   are   significantly   lower.   Only   about   12%   of   our   visitors   come   in   through   search,   so   we   have   the   

opportunity   to   earn   more   conversions   by   improving   the   way   Bartleby’s   details   are   displayed   during   

searches.   This   is   the   heart   of   SEO,   search   engine   optimization.     

  

  

Sales   -   Food   Truck   

Bartleby’s   will   relaunch   its   food   truck   at   the   end   of   March   2021,   rolling   the   blue   and   orange   beast   

through   the   streets   of   Northwest   Arkansas   for   the   first   time.   Fayetteville   and   the   surrounds   have   a   

bustling   food   truck   scene   already,   and   some   of   our   peers   in   the   area   did   open   for   sales   after   the   initial   

pandemic   shutdowns.   Bartleby’s   chose,   by   contrast,   to   prioritize   the   health   and   safety   of   our   staff.   We   

did   not   want   to   risk   infection   (a   food   truck   is   a   particularly   small,   enclosed   space).   With   vaccines   rolling   

out   across   the   nation   now,   we   feel   we   can   responsibly   hire   and   work   side-by-side   with   new   staff   in   our   

kitchen   (for   food   prep)   and   on   our   sixteen-foot   truck   (for   customer-facing   service).   
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Our   first   truck   location   has   been   secured   at   the   Yacht   Club   on   College,   a   popular   food   truck   court   in   

Fayetteville.   Bartleby’s   will   serve   customers   there   during   lunchtime   hours   four   days   per   week.   For   our   

opening   quarter   (April-June   2021)   we   aim   to   serve   50   devils   per   day―a   goal   similar   to   our   truck   launch   

in   Boston   back   in   2018.   By   the   same   time   next   year,   our   goal   is   to   serve   100   hungry   customers   per   day.   

  

After   establishing   a   rhythm   with   our   staff   at   this   initial   NWA   truck   location,   we   will   expand   service   

hours   and   days.   We   expect   to   return   to   offering   our   catering   program   and   special   event   service   later   in   

the   calendar   year.     

  

  

Wholesale   

Wholesale   is   our   newest   business   channel,   and   2020   was   spent   getting   it   up   on   its   legs.   We   now   offer   

the   complete   line   of   our   frozen   seitan   products   to   stockists   across   the   country,   in   package   sizes   that   are   

distinct   from   what   is   available   directly   to   online   customers.   Shops,   groceries,   and   specialty   stores   who   

provide   Bartleby’s   with   a   copy   of   their   resale   certificate   may   be   exempt   from   sale   tax   on   the   items   they   

purchase.   

  

We   crowdsourced   a   large   list   of   potential   stockists,   and   are   seeking   quality   wholesale   partners   who   will   

commit   to   regular   ordering,   and   work   with   Bartleby’s   on   promotion,   display,   and   increased   sales.   We   

have   secured   three   stockists   at   the   writing   of   this   report,   and   aim   to   reach   5-10   total   by   the   end   of   2021.   

We   can   successfully   produce   seitan   and   manage   wholesale   orders   at   that   cap,   but   no   higher   under   our   

current   kitchen   constraints.     

  

  

General   Business   

We’re   hoping   2021   will   afford   us   more   kitchen   time   (and   staff   to   work   with   us   in   the   kitchen),   which   

would   mean   our   signature   scratch-made   sauces   could   return   to   our   online   retail   shop,   and   become   

items   within   our   wholesale   program.   We   have   some   customers   who   ask   about   the   status   of   our   sauces   

almost   weekly,   so   we’re   certain   the   demand   exists.     
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CLOSING   

  

The   bottom   line   is,   we’re   still   moving   forward   after   this   hellstorm   of   a   year,   even   though   more   slowly   than   we’d   

like.    All   the   pandemic-made   pauses   and   speed   reductions   did   provide   us   the   space   to   reflect   on   workflow   and   

product   improvements   and   realistic   goals   going   forward.   As   2021   begins,   we   have   a   clear   operations   schedule   

mapped   out   to   manage   our   kitchen   time,   order   processing   and   fulfillment,   packaging   and   shipping,   truck   

service,   and   administrative   work.   We   accomplished   a   lot   in   2020,   despite   all   the   challenges,   and   are   primed   to   

accomplish   more   in   the   year   (the   years!)   to   come.     

  

Thank   you,   from   the   bottom   of   our   wicked   little   hearts,    for   your   continued   support   of   Bartleby’s   Food.   
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