Boodles Beans

Positioning

In my point of view, there is just a single way to challenge Heinz. The two products are somewhat similar in terms of taste and health, so there is not going to be any single, shining USP for us to pounder on. Ours is basically just another me too product. Effectively, the only difference will be the marketing. And the starting point of that is the positioning.

We are clearly the underdog. In the red corner multinational giant Heinz. In the blue corner Dorothy. But this is not too bad. Some people tend to like an underdog, and this is a clearcut case of David vs. Goliath. Only thing is, David is never going to have a total victory. I think a 15 % share of market is a realistic goal. If things go well, we can always adjust the numbers.

Being the underdog, there is one single thing we can do better than Heinz (here it comes): Telling the truth. Big corporations are not into truth. Just have a single glance at a bottle of Heinz Ketchup. They’re boasting of 57 varieties, when they’ve actually got thousands.

Therefore, the solution is total honesty. We’ve got nothing to hide. In other words, it’s time to spill the beans. We tell the sad story of Dorothy Boodles
 broken marriage as a result of her relentless pursuit of the perfect beans. We can bring forth the fact that just 51% preferred our product in a blind test – has it really been worth the effort? We could even go so far as to publish the recipe, so that people can try it out at home. In other words: total transparency
.

Product name

Since our product is totally transparent, the name also has to be. Not funny or funky, just plain BOODLES BEANS. Nice alliteration though, for those who like that.

Pay-off

”We spill the beans” is almost too obvious. And perhaps the whole idea of a pay-off is irrelevant for BOODLES BEANS, since it smells a little too much of advertising. But let’s see if the creatives eventually come up with something good.

Packaging

I guess we are going with the standard tin
. But the design should reveal that there is a woman behind this. It must be nice and homely; perhaps even a little retro-kitschy. There should also be the story of product for you to read. And, most importantly, the list of ingredients must be printed in larger type than usually seen. Because we always tell the truth and are not trying to hide anything.

Pricing

Boodles should cost at least the same as Heinz, and preferably a tad more. Just because we are the underdog, we don’t want to look cheap, you know. This is also a way to signal that this is not just another private label.
First year: Introduction
Now all this has been established, we need to introduce ourselves to the market. We have got 5 million pounds to spend, and have two key goals. 

First of all to spread the word that there is a new brand of beans which you can actually serve without pouring Heinz ketchup over them. The taste is nice, and so are the people behind BOODLES BEANS. It’s an honest product.

This could be carried out in a national tv-campaign
. The spots will feature Dorothy herself, her family, the eccentric millionaire and so on. This must of course have an honest look and feel. Something like the Danish Dogme
-movies with handheld cameras and bad lighting. This will also be reasonably cheap, and hence we can afford to make this into a feuilleton.

The campaign must have a life on the internet too. If you missed one of the tv-spots you can watch them all at the website. There will also be the usual stuff, but the key attraction is that you can chat with Dorothy herself
 every Sunday (unless she is on vacation). This is again in line with our honest and transparent company.

Secondly, we’ve got to make people taste BOODLES BEANS. Since they are almost similar to Heinz, most people are probably going to like them. This could be carried out as traditional samplings, combined with an offer. But the offer is a little different: Buy 1 for 10p, or 3 for 30p. Once again we are honest. We don’t want to cheat you into buying a whole lot, just because it’s cheap.

When BOODLES BEANS has been introduced, we might need a follow-up campaign. This depends on the reactions of our customers and competitors. Maybe we would add some humour to our brand. It could be a competition where the goal is to recover the pair of false teeth that one of our workers unfortunately lost on the BOODLES plant... While this sound gross to some people, it might be the right thing for our target audience. Ooops – did I forget about them?

Target audience

Almost everybody eat beans, but we can’t focus on everybody. People who have eaten Heinz all of their adult lives are not likely to change their preferences now. I guess we are left with the younger people, which luckily also might be the heavy users of beans.

�This is a good paragraph but it feels a lilttle long. Seems like you’re writing yourself into the problem. Maybe if you’d had more time you could have made it shorter.


�I’m glad that you’re getting at the story. There’s obviously a good story here and it’s probably Booble’s greatest strength.


�I like that the strategy emerges from the story.


�Why not transparent packaging?


�Really? Start with TV? Are you sure? That doesn’t seem very honest and under-doggy to me, that seems like a ’big corporation’ thing to do. 


�Talking about Dogme seems to reinforce the big corporation vibe – seems like you’re trying to fake authenticity rather than actually be authentic.


�I guess that’s OK but why would you want to chat with Dorothy – you’ve not given us a reason to want to. Seems like your internet strategy’s a bit of an afterthought. Maybe, if you’re all about transparency you could go on the website and actually watch the beans being made.


�This is fine but i don’t think it’s a great ending. Your piece just kinda ends. I think it needs a more memorable ending.





