Dorothy Boodle and her Beautiful Beans

If there’s one thing Heinz beans are not, it’s Beautiful. 

Dorothy cares about beans. Who else spends 20 years crafting them? These beans are her 4th child and, frankly, what mother doesn’t think her children are Beautiful. 

Marketing budget –

Position the beans similarly to dark roast coffee, back in the day when Starbucks was up against the weak milky coffee of donut chains in the US.
 Good, tangy beans are rich without being expensive, like going shopping at the supermarket with a beautiful significant other. They can make even the canned food aisle fun. Here’s where the color, flavor, 20 years of craft set the beans apart. Beautiful beans wink and sparkle on the plate, but they stay grounded. Beautiful Beans have been living with mom too long to get all high and mighty – she’d never allow that.

The Bean Blog


Simple part of the website where Dorothy writes about bean sightings – photos sent in from users of Beautiful Beans, like the garden gnome in Amelie. This could be a dish the consumer is particularly proud of (a well realized ebcb, for example) or a “Beautiful Bean adventure” far from home (e.g., camping in a scary foreign land like France). The first few entries could be friends, even one of Dorothy’s real kids desperate for mom’s beans since moving away. 

Beautiful Beans by Mail


Setting up a mail order, even when there’s no demand yet, implies there’s already a homegrown demand for Beautiful Beans. It costs very little to keep stock in beans, shipping charges can be kept at cost, and distributors will end up controlling the local markets anyway. 

Beautiful Bean discovery…


Beautiful Beans can’t have a huge national TV campaign – not only does the budget make that difficult, but Dorothy doesn’t want to oversell her kids. Not being British, I don’t necessarily know the proper cast of characters, but I’d have Jamie Oliver (or someone similar) discover the beans on his show when doing something like his classic breakfast in a pan.
 A print campaign introducing Beautiful Beans as the new kid in school would play in women’s magazines. One thing’s for certain, whether success or failure - Dorothy will always be proud of her Beautiful Beans.



�Good, memorable start.


�Excellent – a comparison with another, well-known brand and category instantly short-hands where you’re going.


�Simple, nice, grass-rootsy


�Like that too. A business idea and a powerful brand symbol, a way of getting closer to the consumers and circumventing the supermarkets.


�That’s probably the whole budget right there.


�I really like this. It’s not got a ton of conventional marketing ideas but it’s got a lot of imagination and common sense. It’s not overlong but it’s still written with character and persuasion. As with some of the other pieces I think it could do with a memorable strategic summary. What’s the distillation of everything you’re saying that your client could take away and remember.





