
"Baked beans have got absolutely no place in any restaurant with integrity." 

Jamie Oliver 

Jamie Oliver blurted out that zinger directed at Heinz following an embarassing marketing fiasco, in which it was revealed that Heinz had paid 15,000 pounds to have their beans included on the menu in Mr. Oliver's new restaurant.  Jamie Oliver came up with an over-priced, "Baked Bean Bruschetta", that, while trying to bridge tradition with modern culinary sensibility, only ended up insulting people instead with its steep price (7 pounds) and drawing a fair share of ridicule (The Sun reproduced the pricey dish for 32P). 

The somewhat bizarre story of a promotion-gone-bad provides a great context for the place Heinz Beans occupies in English culture, and will offer some clues into the direction that our strategy will go. 



First Order of Business: Is Mrs. Boodles Crazy? 

Since I'm not British, I must say from the outset that I really underestimated just how much of an iconic brand Heinz Baked Beans is in the UK. The famous "Beanz Meanz Heinz" campaign just about says it all: introduced in 1886 (!), Heinz Beans are a staple of English gastronomy.  There are Guiness Book of World Record entries about Heinz Beans. They are part of a time capsule, a food item frozen in time that captures a culture as well as anything else.  Amongst one of the most loved brands in the UK, it transcends age groups, can be part of every meal, and is much a part of youth and university experiences as beer and all-nighters.  Sure, one can argue that other foods are also popular and well-loved, but what other brand has trademarked the colour used for their packaging? Now that's an accomplishment brands can only dream of.

In the case of Jamie Oliver's botched experiment, the student chef that supposedly came up with the glorified baked bean dish cited childhood memories as the inspiration for the recipe. Indeed, Heinz Beans are introduced early in childhood, and for generations have been very strongly associated with homely comfort-food, and it all begins at childhood. 

Given all these deeply held emotions, with so much history against her, so many fondly remembered childhood memories stacking the odds against her, it certainly seems like a fair question to ask: Is Mrs. Boodles nuts? 

Culture Clash 

Forging ahead with trying to find where to begin our strategy for Mrs. Boodles, and being assured that not only is she probably nuts, but she has also found someone equally crazy (eccentric?) to fund her with a great deal of money, and a supermarket willing to give her a shot, it's only fair we earn our fee and come up with some ideas for Dorothy. 

Looking for possible weaknesses to exploit, it would make sense to question just how healthy Heinz Beans really are. But here we find that not only are the beans actually fairly good for you, but Heinz has even more recently introduced beans that are lower in all the bad stuff: sugar, fat and salt. A strategy anchored on one any of these will not stand much of a chance. 
 In fact, with respect to the recipe and taste, perhaps the best we can do is to find creative and effective ways of using the different colour of Mrs. Boodles's beans to tell the story we need to tell (more of that in a minute). 

No, if Mrs. Boodles is going to take the fight to Heinz it can't be on taste/health aspects alone. In taking on a brand with so much cultural capital, so deeply a part of the fabric of British life, it's necessary to fight a cultural battle
. Our main task will to make Mrs. Boodles' beans symbolize, be part of, and contribute something towards a positive cultural shift, replacing heart-warming nostalgia for childhood in a can that Heinz symbolizes with a food that better resonates with contemporary British culture.  We have to identify and speak to the cultural changes that account for new consumer attitudes and behaviours toward food. Since so much of Heinz nostalgia value is grounded in childhood it only makes sense to begin there: in specific, our main focus will be on modern parents, and the choices they make for what their kids will eat. 

As an additional benefit, positioning beans away from the web of meanings tangled up with nostalgia will free the little bean to take it's rightful place in the modern British culinary culture that has come a long way since the heyday of Heinz beans. If British culinary culture is no longer the laughing stock on the global food stage, then surely ubiquitous Heinz Baked Beans can quietly fade away and be part of a past that is warmly remembered, but really does not belong with the new school.  Keep a can in the cupboard for old times sake, but for real food it'll be Mrs. Boodles. 

The goal is to make baked beans=(real) food, not just an article of tradition and nostalgia.  Away from cliched Old English cuisine, toward a more sophisticated culinary culture. 

New Consumer, Modern Parents and Education 

Parenting is much different today than even a decade ago.  People are way more informed about so many aspects of what they consume at the klitchen table.  Today's parent has nearly limitless resources to research and get informed about what they choose to feed their kids, and they are increasingly demanding certified beef, free-range chicken, organic veggies and fruit and everything and anything else that is good for their kids.  Given that baked beans are as popular as they are, and that Heinz has, according to one account, 92% penetration, there is a great opportunity for Mrs. Boodles to be what a huge company like Heinz can never be:  a caring, wholesome Bean manufacturer with a human face and a passion for beans (and kids). 

As such, we would suggest that Mrs. Boodles ambitiously undertakes to change the bean market by providing extensive education and support of her product. The more education and learning there is of beans, courtesy of Mrs. Boodles, the more likely that beans can be seen to be real food, and less of a quaint (orange-tinted) nostalgic novelty.  It's already a part of British life. But rather than continue to show up on plates despite it's attributes (cheap food in a can), it will earn it's place on today's tables because of them. 

Here are some suggestions to get started, touching on various parts of the strategy.  For the most part, Mrs. Boodles' budget would best be spent using platforms best suited for educating and informing consumers. While some money should be sent on traditional advertising in order to generate broad awareness of the product, we believe that the majority of resources should be allocated toward non-traditional media and initiatives that can more thoroughly educate consumers: online, in-store demos, sponsorships, publishing, and co-branding.

· although it's been done elsewhere, it's very important for Mrs. Boodles to include her story in her marketing: why is she so passionate about beans?  what role did the kids play in refining her recipe? why did it take so long?  Mrs. Boodles' story sounds intriguing and offers a face to the product.  it's not coming from a huge corporation
. 

· many parents nowadays are increasingly wary of feeding their kids from a tin can. Mrs. Boodles should invest a good portion of the investment money she has received toward alternative packaging 
for the beans, so that her beans are not in a tin can.  even if the product is a bit more expensive, we believe she should go ahead with it, as people are willing to pay a little extra for good food, especially for their kids, if they can be shown the benefits. taking beans out of (mercury-filled!) tin cans is an immediate benefit parents would appreciate. 

· for the design of the can, Mrs. Boodles should veer away from the cold, clinical look of so much mass produced packaged food, Heinz Baked Beans being a prime example.  as long as it looks like it has been designed by a human it will be an improvement on the competition. 

· Mrs. Boodles, who is obviously very passionate about beans, having spent two decades on a recipe, can, via a website perhaps, educate consumers on beans: where they come from (all baked beans originate from one part of North America), what the farms are like, how they're grown etc.  as much education/information as possible would be great, as it would really emphasize that beans are real food.  at the centre of the story should be the basic elements: the farmer, earth and the bean.  

· one of the great things about baked beans is that they can be 'customized' in so many ways: everyone has their own take of a recipe using baked beans. Mrs. Boodles, via a website perhaps, can encourage people to interact with the brand story by submitting uniqe recipes. 

· sponsorships of school events, kids cooking classes and any good eating/health initiatives would be a positive way for Mrs. Boodles to get her product to tomorrow's bean lovers. 

· many parents share information, ideas, and recipes online through various message boards, forums etc. it would be relatively inexpensive for Mrs. Boodles to sponsor childhood food and nutrition sites, as well as any relevant parent sites. 

· free-range egg companies, organic potatoes and sausage companies would make great co-branding partners for cooking shows, cook books, or products. 

· traditional advertising such as TV ads should seek to demonstrate in a charismatic and intelligent fashion the subtle yet profound changes in British culture we see via the choices people make in what to eat.  a grandmother, for instance, can offer her grandkids Heinz Beanz from her cupboard, while the mother offers Mrs. Boodles.  Also, the difference in colour between the two products can provide an interesting platform to explore. 



Time for a New Bean

Food culture has changed radically in the UK.  While Heinz has attempted to keep up with changing tastes and health concerns (less salt, sugar and lower fat versions), it cannot change the fact that in today's marketplace, mega-brands in the food industry are facing increasing competition from wholesome smaller brands.  Brands like Mrs. Boodle's Beans, by demonstrating the passion at the core of the brands' very reason for existence, are able to connect with consumers that want to know what they are eating, where it is from, how it's made, and that it's good for them. This is especially true for parents choosing food for their kids today.  As such parents are indicative of changes in the wider culture at large: British culture, in the culinary realm as much as elsewhere, has moved on from the days of cliched/stereotyped nostalgic trappings. Baked beans from a brand such as Mrs. Boodles can take their place in a more contemporary context, but done in a way that connects with contemporary consumers.  

If successful, perhaps Mrs. Boodles will prompt a correction from Mr. Oliver : "Heinz Baked Beans have got absolutely no place in any restaurant with any integrity" ;) 



�First thing. Didn’t the brief say 1000 words maximum?  This is almost twice that. Hmmm.





And actually, it doesn’t need to be anywhere need that long. It’s quite discursive and chatty – you could have been more brutal with it.


�Start with a story. Always good.


�Adding some drama. Excellent.


�Good rigour.


�I like this. It’s true and you put it in terms that make me feel like it ight be an intereting problem to engage with. You make it sound almost exciting.


�Good decision to focus somewhere.


�Good juxtaposition of Heinz and Boodles. I like that you’re keeping them focused on beans.


�This seems like a smart thing too. Educating consumers about the category is always a great way of taking the high ground, if they can be persuaded to care. A good way of getting them to re-appraise Heinz.


�Hurrah


�Good on the importance of the story.  How do we tell it though? And what’s the essence of the story?


�Yup


�All good stuff. Are you getting to s sharp point though?


�Smart summary.





There’s some fantastic thinking in here. Hard to argue with any of it. I guess what I’m missing though is a strategic sharp point? A distillation of the key idea or ideas behind the brand. What’s the 30 second version of this strategy? Given you’ve taken 1800 words I’d like to have seen that.





