Baked Beans Case

The MARKET and the main competitor
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After 103 years in the market, Heinz Baked Beans is the main player in UK’s Baked Beans market with around 70 % of market share.

Heinz is a “megabrand”, with high awareness among different public audiences. 

It is synonym of tradition and trust for consumers.

It is the “superbean” and an icon.

Heinz is a multinational. They have a large portfolio besides beans. Even Baked Beans has a big line [image: image2.jpg]


extension (several flavors). 
Heins different websites show how big they are and how politically (and nutritionally) correct is theirs speech.
Like most of the big food companies Heinz makes very industrialized foods filled with chemistry and additives at the same time that makes huge efforts to look and sound health-concerned.



A NEW “CENTRAL” TARGET:
The baked beans market is probably concentrated in mothers and house wives. Heinz Baked Beans himself is probably positioned as the perfect meal for the family.

Baked beans are a canned and almost ready- to-eat product. And since convenience in one of it’s benefit, certainly the public audience can be young adults leaving alone, who don’t cook, eat out of home, buy lots of frozen food and misses their mother’s homemade food. ( And beans are a “mother’s food” I believe)

These young adults are active and very well informed. A big part of them is concerned with their health and well being, and search for products made with more natural production processes and out of the “monopolist” giant producers. This new generation created opportunity for the new organic supermarkets and cooking trends like Raw food and Slow Food. They prefer to buy food from small producers that deliver the harvest more naturally with less conservings and cook at home- when possible.

(these people hopefully think Heinz is boring).



The new beans can take advantage of this healthy/ fresh/ natural trend.

Starting from the name that can be the family name, which already shows how “homemade” the beans are.

Of course the image of quality must be strong, and this can be conveyed by communication, packaging and PR.

POSITIONING
Boodles Beans are the most well selected beans cropped and homemade with love for cool people who loves to eat nicely and healthy and always look for the best for themselves, even if they don’t have much time (or knowledge) to cook.

THE COMMUNICATION
The campaign should be in medias that could show Ms. Boodle story and her honesty, charisma, sympathy, love for cooking as well as her image of greeeeeeat cooker. (I don’t mean we must show HER in person. Her qualities are the ones that must be in the communication). 

We are not  doing that in a cliché and antiquated way. Dorothy Boodle  is an energetic and spirituous lady with a great good humor and mainly a huge passion for what she does. After all she cooked Boodles Beans for 20 years until they are perfect to be launched.

And we don’t want to be boring (boring is Heinz). We are arriving, we are bringing something fresh. 


Or communication is light, fun, and personal. We have people cooking Boodle, and not a huge company producing it in a mass line production.

Our role in the 1st month is to make people TRY Boodle Beans for the 1st time. When they try it they will confirm how Boodle Beans look and taste more natural than the other beans.

In our 1st year our should be divided in:

- some research to find out how much these young adults eat baked beans and how they eat it. With these answers we can propose other ways to eat it, new easy recipes and occasions suggestions.

- advertising- media planning must have mainly Medias that dispose images (TV, print, internet) and high coverage, since nobody know Boodles yet.

- strong PR, because we have a exciting true story to tell and to make people curious about Boodle’s taste!

�A very reasonable summary of the situation which is fair to Heinz yet hints at opportunity for Boodles.


�I think you might be optimistic to suggest a whole generation is thinking this way – but I bet enough of them are for Boodles to have a business.


�A smart and coherent positioning  - but maybe a little long, there’s tôo many elements to it – could it say less?


�I like the sense of character this conveys. I know exactly what you mean. But why rule out using Dorothy Boodle in the communications? I’m not saying she hás to be, but after all, isn’t she the story?


�I like that you’ve put a really specific objective in here – it’s really smart to be this clear and specific.


�There’s some great stuff in here – if you could add a memorable summary of all the thinking you’d really have something.





