Mum’s Beans

“The Finest Beans In The United Kingdom”

Background:
The Boodle’s have created a new bean product to be released in the United Kingdom.  Independent taste tests rate these beans the same as Heinz, if not better.  The Boodle’s beans have a slightly tangier taste than Heinz.  They also have less sugar and are healthier.  These beans are a darker, rich brown color as opposed to the vibrant orange, artificial color of Heinz.  They can be manufactured for the same cost.

The following is a suggested strategy, driven by research
, for launching this new product named: Mum’s Beans.

Category Insights:

Analyzing an Internet product review site revealed that 55% of reviewers chose Heinz beans based on flavor and nutrition.  Most reviewers said that they have tried other brands and found Heinz beans far superior.  As many of the “inferior” brands (such as store brands) actually offered similar nutritional benefits to Heinz, the findings suggest that taste was actually the predominant factor influencing consumers’ choice of beans.   

Of this same group, 30% thought that Heinz beans were inexpensive.  While certainly not the cheapest beans (in fact, they may be the most expensive), Heinz is the most popular brand with over 1.2 million tins sold in the UK each year suggesting that the bean market is price inelastic.  

Another critical factor found to influence consumer’s choice was brand loyalty.  Many people chose Heinz beans based on brand alone.  The reviewers wrote stories about their mothers choosing the “green tin” so they buy this same brand for their own children.
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It appears that Heinz has a firm foothold in the bean category based on taste and brand loyalty.  However, none of the reviewers suggested that Heinz was a gourmet product.  
This reveals that there is room for a new luxury brand of beans that taste as good as Heinz.

Consumer Insights:

According to ACORN, a demographic study from CACI, “Wealthy Achievers” comprise 25% of the population in the UK.  Appealing to this demographic would be a significant market.
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ACORN reports that “Wealthy Achievers” are generally healthy, wealthy and savvy consumers.  Based on their purchasing patterns, these consumers prefer gourmet foods.  However, they are still purchase the same tin of beans as less wealthy shoppers.  

Additionally, ACORN states that “Wealthy Achievers” enjoy a “traditional lifestyle”.  “Families only eat out from time to time.  At home there is interest in good food or wines and subscriptions to magazines, such as Good Housekeeping”.  These consumers spend much of their disposable income on lifestyle products.

Since tins are not usually associated with gourmet foods, it is clear that these class-conscious consumers would embrace a finer brand of beans.



Challenges:

Launch a new bean product in the United Kingdom that would appeal to wealthy individuals by:

· Disrupting Heinz brand loyalty

· Establishing a luxury brand
Big Idea:

To fight a giant like Heinz, Mum’s Beans must think outside the tin.

Mum’s Beans are packaged in quality glass jars.                                 
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Similar to the container, the jar’s labels should also convey the feeling of luxury.  They will be embossed with gold-colored writing and reaffirm that consumers are purchasing the “Finest Beans In The United Kingdom.”  This packaging is the central idea behind Mum’s Beans.  The higher-class jar and corresponding label should evoke a sense of prosperity.

Since dark brown signifies a natural and richer quality than artificial orange coloring, the clear jar serves another purpose.  This quality can be seen through the package.  This is another way that quality of Mum’s will be contrasted with Heinz.

However, quality should not come cheap.  These beans will retail at approximately £2.00 for 450 grams.  This higher price serves two purposes: it absorbs the cost of packaging and establishes a premium pricing strategy. 



Supporting Promotions:

Quality packaging will not work alone; families need to try these delicious beans.

Mum’s Beans will not launch with coupons like similar new food brands.  

Instead, they will be launched with a high-class, in-store sampling.  Since Mum’s Beans has the support of national supermarkets, the company will be allowed to construct temporary old-fashioned promotional kitchens inside groceries.  Older, apron-clad women with stereotypical “mother characteristics” will stir pots full of Mum’s Beans and offer samples with toast on real looking dishes to customers.

Mum’s Beans will not appear on the grocery shelf next to tins.

The product will be sold on in-store displays that look like traditional kitchen shelving made of fake wood.  The jars should be accompanied by signage affirming the central theme of luxury.  

Since beans are a staple, the choice to start a new tradition with Mum’s Beans happens in the store.  These displays must make a lasting impression.



�Nice touch. I’m feeling the rigour already.


�I like this relentless logic. There’s a slight risk that it’ll get boring but the graph breaks it up and your argument is telling me a story which I like. 


�This is exciting. You’re showing me opportunity.


�You’re not alone in these two thoughts – but you’ve expressed it most powerfully so far,


�I think the luxury brand idea is great. But I’m not sure it fits with the name ‘Mum’s Beans’ – that seems more down to earth and homey – less luxury.


�This is very good. There’s a lot of good stuff in here. As with many other pieces I feel like I could do with a memorable summary of your strategy. ‘Think outside the tin’ is good but it doesn’t distill your strategy.
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