B Pasta in Tomato
| and Meat Sauce




BRAND BACKGROUND

e Ettore "Hector" Boiardi

e Began his first restaurant in Cleveland, OH, known as
"Il Giardino d'ltalia”

e Known mostly for his spaghetti sauce, Boiardi began
packaging and selling it for customers who wanted to
enjoy it at home.

e Rebranded name to "Chef Boy-Ar-Dee" to simplity
pronunciation

e Expanded his offerings beyond sauce, introducing a
variety of canned pasta dishes with Beefaroni as a
standout seller



SITUATIONAL ANALYSIS

Prepared Meal Competitors
include...
e Campbells
e Kraft (Macaroni & cheese)
e Macintosh (Mac&Cheese)
e Nestle (Stouffer’s, lean cuisine)
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XECUTIVE
_ SUMMARY

1 problem
The general problem that
Chef Boyardee is
experiencing is they need an
effective message strategy
to convey to their new target

audience of 18-24 year olds.
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critical
factors

« Competitors
+« Brand Awareness
» Dependable and Consistent

* Ego-satisfying emotional need
* Sensary
+ Acute need

0

strategies

The method that we used to
test our message strategies
was an online survey. The
survey consisted of 10
questions and was sent to

7 | our target age range,
= f : cA'}-

summary
Based on the survey responses,
our target audience of 18-24
year olds see an appeal in the
nostalgic aspect of Beefaroni
and other Chef Boyardee
products, according to 61.16%
_of participants.

recommendation

Beefaroni should heavily focus
on the nostalgia factor of
their brand along with
appealing to the convenience
of their product for people
ages 18-24 years old.




PRODBLIM
SIATEMENT

Chef Boyardee intends to develop a message
strategy that will provide the foundation for
marketing communication plans for their Beefaroni
product over the next year. The company wants to
know what appealing factors of the product should
be used to develop that strategy to its new target
audience of U.S. adults, 18-24 years old.
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MI-SSAGI-  Ego
STRATEGIES  ° 3ensory

e Routine




CONCEPT TESTING METHOD

e Online survey

e 10 questions
e 35 participants

e Mix of college and non-college students

e Asked questions to see what consumers
liked about the product and what could be
done to make the product more appealing



SURVLEY RESULTS

Its gross
: 2 :
Ql: what age range are you Q2:what comes to mind when you 10.2%
Ages: 17-19 . :
96787% think of beefaroni?

Never tried it.

Doesn't sound appetizing.

: : 24.5%
Q3: If you could pick quick meals on a 46.9%
regular basis, which of the following
would you choose?
_ | like/love it.
Ages: 19-24 60 o

Q4: Do you perfer to quick microwave foods/
stovetop/ fast food, as a college student?

40

20

Stovetop Microwave Neither



SURVLEY RESULTS

Q5: when you think of Beefaroni, it
reminds you of your nostalgic childhood.

False.
36.8%

Q7: Would a can of Beefaroni come in handy
to you as a busy college student who
doesn‘t have much time to cook?

Sometimes.
Yes, it would be handy. 33.3%

38.5%

No, | like to cook.
28.2%

Q6: How much do you like Chef Boyardee
on scale of 1-10

Minimum: _
0.00
‘ Std Deviation:
2.67
True_ Mean2 289 -
63.2%
Variance: 7.15 -
Maximum:
9.00

Q9: | am a Chef Boyardee fan, but | do not
prefer their Beefaroni

True.
48.7%

False
51.3%




SURVLEY RESULTS

Enjoyed

Commercials

“The commercials with the can
rolling down the street comes to

mind.”
“| loved the commercials”

“The commercial where the ravioli
follows the kid home.”

Childhood

“Enjoyed spaghettios as a child.”

“I| remember eating this in
elementary shcool for lunch.”

“I| remember eating it as a child."

MMY momn

“When my mom would make the
beef ravioli from chef boyarde”

“My mom used to make us chef
bogardee pizzas all the time as well
as the ravioli and beefaroni”

“| loved it. Spaghetti o were my
favorite because it was quick
and easy.”

“My mom made me a chef
boyardee casserole.”

Commercials pt.2

“Watching the commercials
between cartoons and really

wanting ravioli"
“We never had boyardee as a

kid, but | remember seeing the
commercial with the rolling can”

Never tried

“Never had it"
uMmmn

“Mmm Beefaroni”

Sibling ties

“Eating ravioli with my
brother.”
“| liked eating ravioli with my
brother.”

Personal

“Being ready to kill a man
trying to get the last noodle
out of the can smh”




SURVLEY RESULTS

Do like

“Because it is homey and

cheap. | also like it because |

ate it a lot as a kid."”

Do like

“I have not tried Beefaroni. |
would be wiling to try it

though.”
“Because it redinds me of my

childhood. It is salty and
everyone loves carbs”

Do like

“| like it because it's cheap
and easy meal for me to
make in between school and

work.”
| have never had it, but I'm

willing to try/"

a“n

Do like

“| 'like it because its quick,
easy, and reminds me of
when | was younger.”

“I'like it”

Do Not like

“I do not like it.”

ul Cannot"
“It's slimy and gross and

sometimes cold"”
ul Cky"

Do Not like

“I don't eat meat and it's

gross”
“Never tasted it but the
name does not sound
appealing”

Do Not like

“| haven't tried it yet but I'm
opoen to trying it!"”

“I've never had it”

“I' don't know what it is.

Does not sound good”

Do Not like

“I've never tried it"
“Because Im vegetarian. |
prefer no canned meals.”
“Beefaroni is not
appetizing”




REECOMMENDA TION

Ego- Beefaroni should heavily focus on the
nostalgia factor of their brand along with
appealing to the convenience of their product

for people ages 18-24.

e Focus on health facts of their product such as no
preservatives, no artificial coloring, etc.
- » More concentrated focus towards online presence
/ to appeal to the younger side of this audience.
e Stay consistent with branding because it appeals
to the nostalgia of the older side of our audience.




e Childhood memories were found to be a crucial factor in
purchasing decisions

e Preferences ranging from health-conscious choices to
convenient quick and easy meals

e Found the name "Beefaroni" to be unappetizing

Beefaroni should consider...
Offering product samples and/or promos
Engaging with social media platforms and influencers
Capitalizing on nostalgia (revamp the rolling can)
Highlighting positive health factors




LinkedIn

Blog Post

Gale Insights

Chef Boyaredee

Campbell’s



https://go-gale-com.utk.idm.oclc.org/ps/retrieve.do?tabID=MarketResearch&resultListType=RESULT_LIST&searchResultsType=MultiTab&retrievalId=4192083a-67be-4586-8ca1-0caf28d2117e&hitCount=65&searchType=BasicSearchForm%C2%A4tPosition=1&docId=GALE%7CA759270700&docType=Industry+overview&sort=Pub+Date+Reverse+Chron&contentSegment=GBIB&prodId=GBIB&pageNum=1&contentSet=GALE%7CA759270700&searchId=R1&userGroupName=knox61277&inPS=true
https://www.proquest.com/docview/2384775666?accountid=14766&parentSessionId=8Wv%2BZytXZsaPhQwUXlXmuXnw7lO6K93u09LbDUhKS0o%3D&pq-origsite=primo
https://link-gale-com.utk.idm.oclc.org/apps/doc/A759270700/GBIB?u=knox61277&sid=bookmark-GBIB&xid=32eca11c
https://www.chefboyardee.com/
https://www.campbells.com/




