"Global warming of a different kind”

Mrs Boodles’ Beans Company 

Created by a woman, tested on kids, same taste as Heinz, slightly healthier, same price. How do they compete with Heinz?

The way I want to reveal this opportunity is to have a breakfast meeting in a cafe with the Mrs Boodles’ Beans Company. There we will eat boodles beans and I will talk about everything that I have written below in a conversation. I will tape this entire conversation and then use this video as the brief for the relevant agencies - design, above the line, DM etc. So essentially the brief is my conversation with the Boodles team and their immediate feedback
.

Problem:

It wouldn’t be an exaggeration to say that Heinz Baked Beans is pretty much the nations staple diet. When people think of baked beans they think of Heinz. 

The Heinz target audience is everyone. No one group in particular. Everyone. This has worked for them throughout history. They have a brand heritage and entrenched users. They don’t target kids as a group per se, but kids still eat their beans. Probably because there is little competition.

Heinz has many characteristics on its side. Heritage, price, familiarity and taste. 

A hard obstacle to tackle.

First, I thought of some immediate territories that a challenger brand may occupy: 

· To play at the heritage characteristic – through making Mrs Boodles Beans sound old and authentic.

· Take on Heinz directly by trying to be them, but better. Nearly impossible and wouldn’t have long-term benefits.

· Creating a personality story around Mrs Boodles, telling her story and how the beans came about through experimentation, draw the sympathy card from mum’s who admire people who have gone up against big companies.

· Running a campaign based around the fact Mrs Boodles’ beans are healthier – a fair choice given the nature of the food market (particularly kids).

· There could also be a potential opportunity in the grey market, considering the healthier option. Perhaps too niche and older people are harder to influence.

· The beans for men. Dads meal. 

All of these would be viable approaches to market. However, I believe there is a bigger opportunity to redefine the category and take up a slightly different positioning. 

Opportunity:

There is an opportunity to change the way consumers see and interact with eating baked beans, especially given the fact that Heinz Beans couldn’t be plainer if they tried. Heinz is simple, straightforward and says it like it is. And that works for them because they have never had competition that questioned that. What if we took the opposite approach and made Mrs Boodles’ Beans “unplain” and very colourful? Over the top? Eccentric? Unpredictable? 

Insight:

Boodles is “good mood food”.

People love it because it’s personality is erratic, spontaneous, unpredictable, OTT. 

Children in the UK love baked beans. But it doesn’t mean anything. It’s a one-way relationship.  It’s just food to them. It’s tradition. They love the taste, flavour, texture, smell, everything. But it’s still just food. No story, no personality. And who can argue that kids don’t love a bit of a story.

There are too many brands competing for dinnertime and lunchtime, especially when it comes to kids. 

The breakfast category is also jam -packed and has peaked. But it’s also the category that hasn’t been redefined for children. Cereals dominate because they are the norm. 

Kids spend half their life waiting to leap frog their physical and mental stage. Waiting to turn 14, waiting to turn 16,waiting for puberty. 

What if in some part of their life they could skip a few stages and reach adulthood but still retain the things they love about being a kid?

Lets target kids at breakfast time. Lets give them a two-way interaction with a food that is not a cereal but just as fun, just as involving but a little more adult. 

Solution:

Cereal’s new replacement is the adult food for kids: BOODLES. 

Package the beans in plastic bowls that can be put straight into the microwave by the kid themselves. They control the experience. (It would be good if we could have in-built theatre in the packaging, so when it turns in the microwave, something happens, like the heat reveals an image).



Don’t label the packs in the traditional sense. It would be good if the kids didn’t know what they were getting. Half of the experience is the unknown. 

Mrs Boodles’ Beans should become a RITUAL just like coffee in the morning. 

I want people to have "boodled" at least 3 times a week. 

It is important to note the cereal will always have a place at breakfast and I accept that people won't eat Mrs Boodles’ Beans everyday, I’m aiming to get 3-4 out of the seven breakfast days a week.

RDI - recommended daily intake of essential vitamins and minerals all in one meal. Mums don’t have to worry. 

Create a game that involves the bowls after they have been emptied. (see ‘cup stacking’)

Create characters and stories on the bowls directed at kids.

Brand alignment:

Mrs Boodles’ Beans is perfectly positioned to help reinvigorate the bread market (ailing from a pro-Atkins era). Our communications could be a call to arms to “Bring back bread”. Have a brand alignment with Hovis; so 2 pieces of bread come with the beans.
 Mothers then know that their kids have their RDI of iron, fibre, calcium and Vitamin B with a bowl of Mrs Boodles’ Beans and 2 pieces of Hovis toast.

To make it more interactive we could give them shape cutters so they cut our shapes or characters from the bread. 

£5million campaign

LAUNCH - To launch the brand I would hold big breakfasts across the UK as events in communities. So you have a big breakfast in different suburbs/regional areas as a way of SAMPLING.

On the day of launch build a massive bowl of Boodles and fill Trafalgar Square in London and equivalent in Manchester, Leeds, Birmingham, Bristol, Liverpool etc.
PACKAGING - over the top. fun, inventive, interactive. Should be a visual canvas that changes seasonally. Shaped as a bowl to hold the beans, peel back the plastic cover and eat straight from the packaging.

I will give a packaging brief to different people, Mrs Boodle’ Beans should be LOUD, BIG TYPE, COLOURFUL, POSITIVE - run it as a competition then display the top 5 designs and let the PUBLIC vote on it. 

ATL - Cost effective use of TV. Non-peak strategy. TV ads run during daytime aimed at Mums and kids. 

Radio, morning and evening when mums are dropping/picking kids up from school.

BTL - Promotion – competition on the bowls for mums. Eg. Collect 50 labels and win a cleaner for a day or a babysitter for a night. Making Mums lives easier, just as the bowls do.



2nd year plan:

Aggressive NPD.

New flavours

New fortifications so that different RDI’s are met. Eg. calcium for kids bones. 

New stories - develop and establish brand as essential breakfast ingredient.

�Interesting idea. But remember, all I’m seeing is this document – so this is your chance to make this idea sing.


�A personal thought – way too many brands fail by trying to sound authentic. You’re either a bit authentic or you’re not. Faking it is always a mistake.


�I like this direction. Unconventional is good when you’re confronting a behemoth like Heinz.


�Excellent stuff. I’m not sure if it’s right (what do I know?) but its imaginative, interesting and differentiating.


�That’s actually enormously ambitious. 


�Smart. Better than a load of TV – partner with the bread companies.


�Yup. This all makes sense. I like this a lot. You’re not following the rules of the category but you’re stuff makes sense. 





Thoughts:





I think you need some clear, simple, memorable language that sums up what you’re saying. Something that I can take away and tell other people – so I can sell them the idea.





You’ve exceeded the word count too. And you didn’t need to, this is a big simple idea, you could have done it in four PowerPoint charts.





