Boodles Brief

Two things intrigued me about this brief and made me want to enter a response.  

The first was a curiosity to understand the motivations behind spending 20 years of your life developing a better Baked Bean.   There doesn’t appear to be anything inherently wrong with Baked Beans and yet there are many things riper for improvement.  Furthermore, to have spent all that time developing a Baked Bean that is, at best, slightly better than the competition seems at bit pointless.  

Secondly, I was quite taken by the way Mrs Boodle developed her Beans.  She didn’t use children as guinea pigs to just taste recipes she had produced.  Instead she harnessed their enthusiasm and made them part of creation process.  (Quentin Blake would have illustrated this perfectly.)



I was interested to see if by combining these two threads you could create an engaging story that was powerful enough to compete with Heinz: a brand so big it transcends the category and has become part of the British psyche and culture.

A simple taste challenge would not be as effective (it didn’t seem to work for Pepsi). Furthermore an ‘Ambitious Upstart’ strategy telling everybody that the trusted brand they have eaten for years isn’t as good as yours doesn’t seem to be the right way to win people over.

If we are going to create a story let’s look at the central character; the bean
.

Beans have always been a proletarian food: they provided a cheap source of protein to the masses when they couldn’t afford meat.  Still today beans are very much the heart of the greasy spoon breakfast beloved of builders and bus drivers alike.  In essence beans provide the fuel to help them do their job.

But how do Boodle’s beans help them if they’re only slightly better than the competition.  A plateful probably isn’t going to do much for them.  However, over a lifetime they are going to eat more than a million beans… and if each one is slightly better, slightly tastier and slightly healthier this could make a huge difference.  But how can we make this worthy message more relevant?

You may remember a famous ad where an ant’s path was blocked by a Polar Bear. The Polar Bear doesn’t hear its small plea to get past and carries on eating its lunch.  A few friends join the ant but their combined voice still fails to attract the Polar Bear’s attention.  It is only when a whole nest(?) of ants creates a deafening shout of “Get out of the way” that the Polar Bears is startled into clearing off. 
 

The ad is for a trade union and demonstrates the power that can be created by individuals joining together.  There’s a nice parallel with this and the impact of our slightly better beans – how small things can collectively have a big impact. If we could connect the trade union movement to Boodle’s beans we could create a powerful story that was relevant to the origins of beans, relevant to the consumers of beans and was completely different from the competition.  In essence we’d want to position Boodle’s as the beans for the workers.

However, a pure advertising solution isn’t going to do.  We can’t just start writing briefs with the objective to “own the trade union movement”.  The whole product needs to reflect this positioning.  For this we should return to Mrs Boodles and learn from how she has developed her company so far.

In developing her beans Mrs Boodle gained valuable feedback and input from her children.  They in return have gained an education – and had fun doing it.  If Boodle’s beans want to be the beans for the workers then the workers should benefit from something more than just a hot meal.

Workers in retail and catering have a pretty bad deal.  They have low pay, little benefits and few rights.  The central point of Boodle’s strategy should be to help improve the lives of these workers.  Buying Boodle’s beans would therefore become more than a lifestyle statement it would become a political act.



The idea would be that Boodles would contribute 1p from every can sold to initiatives that directly benefited the people who sold that can.  With over 1million cans of beans sold a day this could create a substantial fund and force for change.  

This fund would sponsor initiatives such as;

Creating and running crèches for the children of workers. 

Campaigning for better rights for workers.

Improving the working conditions for retailing and catering staff.

Our launch activity would focus on establishing this mission and would leverage the backing of different partners.  This offering would appeal to different partners for differing reasons; it would appeal to the conscience of Waitrose shoppers; it would reflect the daily lives and issues of Asda and Co-Op shoppers and it would reflect the philosophy of Trade Unions members.  Partners of this nature would bring scale, stature and credibility to a fledgling brand.

Subsequent activity would develop the health benefits of the beans and reinforce the cumulative long-term benefits of making a relatively small change in purchasing behaviour.  In essence making the small change to buying Boodle’s instead of Heinz would not only make a difference to your health but also to the welfare and lives of those around them. 

Mrs Boodle’s 20 year quest to develop a better baked bean would then be seen not just as being about making tastier beans but also about improving the lives of ordinary people.  The people that are involved in the process of selling our beans should benefit from our beans.  Beans have always been the friend of the underprivileged and there is something powerful about reinvigorating this heritage.  

(A yes they should be called Boodle’s Baked Beans.  Boodle’s is a fine name for a Socialist baked bean.)



�Yes. I think this is most interesting part of this brand story. And why not go with the most remarkable and interesting thing? Excellent.


�Oops. You seem to have side-stepped here – away from the central drama. Still, it’s potentially interesting, let’s see where you’re going…


�I remember this. Great ad. Good way od explaining what you mean.


�I like the fact that you’re making lateral leaps but I think you’re making too many. You’ve created an interesting idea for a brand – but is it right for this brand? Aren’t you throwing away a better, more suitable opportunity?


�Tricky this. I think this is a really interesting, timely idea. It’s a good idea. I just wonder if it’s right for Dorothy Boodle. Maybe I need to be more open minded. I just think that if you were going to do this you’d start somewhere else. You’d make them Fair Trade beans, or manufactured by an owners co-operative. You wouldn’t have the involvement of an eccentric millionaire. (Remember him/her?)





