My recommendation for Dorothy Boodle
A bean by any other name
Dorothy Boodle has a surname that is fun to pronounce, and it starts with B. So let’s call the beans Boodle’s Beans. Not rocket science, but it has a nice ring, is easy to remember, and allows us to create a Boodle’s story around the brand. The name creates a brand where Dorothy can create more bean varieties in the future.

Positioning
Because house-brands don’t advertise, we need to make our ads distinct from Heinz. Heinz has recently become snazzier – modern, wise cracking beans are personified in their advertising. Given they already have a 70% share of the marketplace, giving their bean a personality is a pretty smart move to keep the band fresh and top of mind.

One way Boodle’s Beans can stand out is to focus on the people behind the beans. Whilst much fun could be had to create a Boodle’s ‘challenger bean’ character – a ‘mother of all beans’ to take on the Heinz Mean and Superbeans, at a launch stage this could cause confusion to the consumers. Heinz will have the advantage as they were there first and have more money.

I recommend:

“Perfected by experts”

Dorothy is a cooking teacher and mum, thus an expert in cooking.  This positioning also allows us to leverage the home-grown heritage of Boodle’s beans: the 20 years Dorothy and kids spent perfecting a bean recipe that some prefer to the Nation’s favorite. It is true to the brand as the English consume more baked beans than anyone in the world – so they are experts on the baked bean. 

It is unique, warm and personal: a recipe that has grown up with the various English kids who’ve taste tested the beans as they passed through her classroom and home. It creates an appealing, wholesome vibe which is favorable in light of the current obesity debate; it’s also a story we can use in the advertising and PR.

It is distinct because no one else can claim that. It focuses on the creator rather than the product, to help create a whole set of values behind the can of beans. It’s from the people, and we take on Heinz in the truest way we can – by stressing that we are not a corporation. It’s relevant to the consumer because the experts helped perfect the taste of the bean – an attribute which is relevant to people who like beans.



We will communicate these physical attributes when telling the story – they are the results of this expertise:

· Healthier

· Tangier (tastier)

· Real (not fluro orange) wholesome

· Proudly English

and should be key messages in the advertising.

Who are we speaking to?
Everybody who likes beans (because those who hate baked beans won’t go near them). Baked beans are a mass market product so we’re basically talking to all grocery buyers. 

Key targets are: 

· moms who buy the beans

· people who see baked beans as a convenient easy one pan/bowl food. 

There’s also an opportunity to supply to schools to introduce people to the taste of Boodle’s Beans. We should sample to the key media personalities leading up to the launch to get them talking about the new bean on the block (think food writers and the Richard and Judy type).

£5m Budget Spend
Our objective in the launch is to gain awareness and encourage trial.

A National launch is important to get trade support and show that we are a serious player. We should launch the beans in the winter as consumption will be higher for this comfort food. (This assumes Dorothy briefed us at the end of Summer).

We should launch with sampling activity to create the Boodle’s Beans experience. Assuming Dorothy knows someone who owns a packaging company and gives her a great deal creating single serve trial packs of the beans in little plastic recyclable containers with “eat me by Sunday” stickers and Boodle’s branding on them so they are easy to heat and eat.  Distribute on a Friday at major train & tube stations – food for tired people, snack for those about to hit town. If they like it they can buy it at the shops in the weekend. 

We’ll look into opportunities to sample at major sporting events in the winter (pending health regulations).

We’ll use TV for awareness, to tell the Boodle’s Beans ‘expert’ story. (Assuming Dorothy is a pleasant looking lady) We will feature Dorothy and the kids who’ve taste tested her beans (rather than a celebrity) in the campaign – which will allow us to stretch the budget further. 

We’ll also negotiate sponsorship of a show that has suggests ‘perfected by experts’, ideally to do with food, family or schools and is English. We can’t afford to run the TVC throughout the year and Idents are a cheap way to be on air to remind people of the brand. We’ll shoot the Idents at the same time as the TV.



We’ll support this with National press (colour strips) to continue the story and dial up the product benefits.  We’ll have launch in-store activity with major retailers like Tesco’s to direct people to shelf (and build relationship with the trade). 

We will also look into opportunities to sample at major sporting events in the winter (pending health regulations) to introduce people to the Boodle’s taste.

Throughout the year we will continue to use press ads that continue the story, giving consumers something interesting to read and keep Boodle’s Beans top of mind. We also need a website presence where we can create a dialogue between Dorothy and her consumers, where we can present more details about the story behind Boodle’s Beans, offer a vehicle where people can share and exchange their expertise through recipes and have a section for kids so Boodle’s Beans become a brand they know and like.

Let’s tell the Dorothy Boodle story of a bean perfected by experts – made with lots of love and fun. 

�Smart. Simple. Good.


�There’s no need to go into so much detail about something you’re not going to do.


�Good. Something I can  focus on and remember. Not the most original strategy ever but at least I know where you’re going.


�This is all great. It makes sense and you’ve hit what I think is the true nugget of the problem – the character and invention of Dorothy herself. Only question – does ‘Perfected by experts’ really sum this up? You’re talking about warmth and Britishness and wholesomeness but ‘perfected by experts’ seems quite cold and technical.


�Sampling is smart and I like the idea of feeding people when they really need it.


�Do we really need TV? Why not spend more on the sampling?


�‘made with love and fun’ is much better than ‘perfected by experts’ 





