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Yorkshire Bagels Take London By Storm 

 

 
 
Bagels baked to a secret recipe in deepest Yorkshire are taking London by storm. 
 
Leeds-based Bagel Nash first London outlet and the firm’s first franchised branch, 
launched in Shaftesbury Avenue last month and sales have exceeded all 
expectations. As a result, extra shipments of bagels are now travelling down the M1 
on a daily basis and the outlet has already moved into corporate catering.  
 
Bagel Nash owners Karen and Uri Mizrahi are delighted but not surprised by their 
London success. A Californian holiday led the couple to launch a business that has 
cornered the market in bespoke bagels and is now set to become a global brand. 
 
From a modest start in a 200sq.ft.shop, Bagel Nash has grown to a 50-strong 
workforce; an output of 250,000 bagels a week and £ 2.5 million annual sales. 
They confidently expect to double sales in the next  two years by building on 
the six retail outlets and exports to over 20 count ries. and a 50-strong 
workforce. 
 
In California, owners Karen and Uri Mizrahi observed the tremendous popularity of 
the ubiquitous bagel and thought: “This could be great in the UK.” Six months later 
Bagel Nash was born with – the ‘Nash’ developing from the American pronunciation 
of the word “nosh.” 
 



The couple launched their first shop in 1987, initially buying in bagels. As Karen gave 
birth to their baby daughter, Uri was working seven days a week to build the 
business, helped by a YTS trainee. He also researched and studied intensively, the 
history of the bagel, bakery technology, ingredients and every conceivable production 
detail from the American industry and trade publications. 
 
The resulting Bagel Nash concept was an authentic Californian-style bagel based on 
the finest yet simple ingredients formula of water, flour (a special Canadian mix), 
sugar, salt, yeast and Malt. Uri also developed unique fermentation and retardation 
processes to produce their gourmet bagels that are sold frozen with a 12-month shelf 
life.  
 
Initial results were encouraging: “The tastiest and most authentic bagel this side of 
the Atlantic,” according to a qualified American visitor and many trade specialists. 
Queues forming outside the little shop were further proof of the popularity of the 
product and concept.  
 
Twenty-six flavours 
 
In expanding, the company initially targeted the frozen food service market, both with 
own and private label bagels, in addition to the retail operations. Different flavours 
were introduced – a continuous process leading to the widest range in Europe, 
currently 26. 
 
As with all classic niche marketing campaigns, timing was important to the Bagel 
Nash success story. “Our launch coincided perfectly with the trend for healthier 
eating,” said Uri. “The bagel is an instant source of energy, yet with only 1% fat and 
preservative free, suitable for vegetarians. There’s no doubt, these attributes have 
helped our sales enormously.” 
 
In addition to UK sales, exports have also rocketed: “We now export more than 35% 
of our output to over 20 countries“, said Karen. “Our bagels are very popular in 
Scandinavia, including Iceland, where the large 150 gram ‘Jumbo’ size is preferred.” 
 
Hungary, Greece, Malta, Cyprus, Abu Dhabi and Dubai are also in the list of recent 
export destinations. “We have avoided America because of the transport costs, but it 
may now be time to take a look at that market, as our increased buying power and 
reduced production costs, combined with a low value US Dollar make our products 
very competitive,” adds Karen. 
 
More franchises are planned towards a target of 30 stores nationally over the next 
five years. 
 
Uri maintains a keen watching brief on the production process, which can only be 
semi-automated: “In addition to the purest ingredients, care and time are essential for 
premium quality. The very strong dough and the temperamental nature of the 
products means they need a specialist hand.  Bigger bakers have tried and failed to 
replicate the process and now we’re happy to supply some of them.” 
 
The enthusiastic couple now have ambitious expansion plans to build a global brand, 
via franchising and web-based marketing campaigns, underpinned by key 
international exhibitions. Countries not currently taking the product better get ready 
for the big Bagel Nash invasion! 
 
Photography: Karen and Uri Mizrahi with another batch of London-bound bagels 



 
Ends 
 
Bagel History 
 
Romantics claim the first bagel rolled into the world in 1683 when a baker paid 
homage to Jan Sobieski, King of Poland, for saving Austria from Turkish invaders. 
The king was a great horseman and the dough was baked in an uneven circle 
representing a stirrup, the Austrian word for which is beugel. More practical fans 
argue that the shape enabled vendors to transport bagels on long poles. 
 
Nineteenth Century Polish immigrants introduced bagels to America and by 1910, the  
Bagel Bakers Union had been formed. The rest, as they say, is history. 
 
UK Bagel Market 
 
The current UK bagel market is valued at £30m and is one of the fastest growing 
bread product categories with an expected 22% annual growth. 
 
 
Food and the Leeds economy 
 
The food industry is of growing importance to the Leeds economy, both in terms of 
employment and output. Around 4,500 people are employed by 87 firms based in 
Leeds and contributing over 12% to the output of the city’s manufacturing sector. 
Major employers include Arla, the UK’s biggest dairy products manufacturer, Ainsleys 
of Leeds and Richmond Foods plc. The city has also attracted a number of significant 
relocations, including Grampian Country Food Group. 
 
 

 
 
 

 
 
 
 
 
 
 
 


