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AbOUt Recipes by Radio! |

[ “BeHy Crocker” was created ]oy the Washburn
Cros]oy Company to personqlize responses to

consumers for the Gold Medal flour promotion WINTER PROGRAM
By Qexry Coochan
they ran in 1921 and for questions pertaining to gy
b k_ Washburn Crosby Company
aking.

o 1994 - “BeHy Crocker Cooking School of the Air’

O dqy’rime radio’s first cooking show




About Continued

® 1946 - Creation of the Home Service

Depqrtmen’[ and the Be’[’ry Crocker
Kitchens

® 1950 - Betty Crocker's Picture Cook Book

® 1954 - Red Spoon

o Heqdquqrters are in Minneapolis

Minnesota, USA




Betty Crocker’s Mission

"From cooking
fundamentals to clever

Dependable
shortcuts made possi]ole

thanks to her dependqble
products, BeHy continues
to inspire home cooks

across the world.”



https://www.bettycrocker.com/products

Brand Voice & Values

Brand Archetype: Caregiver
® Wishes to help others

® Traits: helpful, generous, & compassionate

Brand Voice: Authentic and Passionate
e We want to give you the tools and insigh’[ to
make your job easier. We love cooking/baking

and want to influence its trends.

Brand Values:
e Reliable
® Creative

[ Quali’ry

Betty Crocker Cake Mixes bring you
MSpodulIlomonndoGoodnm

Betty Crocker
CAKE MIXE

Ty AR Thine Waedertful Bty Oocher MMoS  WHITE « ¥ILOW « BIVES 1600 - S0e0iT TmAS




Historical Perception: The First Lady of Food

Reliable Honest Traditional

® 'Expertise from our kitchen and yours’

® Widely popular in America &uring
the 1900s

° Sym]ool for homemakers/women e
O target audience: women 45 &

older

1955 Portrait



Current Perception: Icon of Food Expertise & Reliable Products

Relatable Working Mom Dependable

o 'Allof you who like to minister to your dear ones by
serving them good food”

e Reliable products
o Fosy & accessible recipes

® Dependen’f & O.dViCQfU.l source fOl’ home ]OO.kQI’S O.Ild

COOkS

® Goal is to be a part of families” food traditions

1996 Portrait



Hero Product & &

Baking Mixes

Betty Crocker products include a variety of
cake, brownie/bar and cookie mixes in
multiple flavors. Other main produc’fs
include dessert decoraﬁng materials like
frosfings and sprinkles that help you

customize your BeHy Crocker creations.




Current Advertising

Currenﬂy, BeHy Crocker does very little qdvertising‘ In their most recent
ad, they said families are chqnging and they still want to be apart of

everyone's family.



http://www.youtube.com/watch?v=STuR40eiss4

Partnerships

e 2015 partnered with Nifty Home Products niffy-
e 92013 par’mered with Hershey's HERSHEY'S

e 2009 par’mered with Make A Wish Foundation  Make &Wish.



Conventions of the Categories

® Recipes on social
o  Share their own recipes as well as
recipes submitted by customers,
resul’ring in user generq’ted content
® Youtube tutorials
0  Youtube videos that walk the user
Jrhrough a recipe step by step so
Jrhey can
follow along
e Blogs

o  Similar to sociql, blogs are popular

for shqring recipes and answering

questions



All Social Media’s are alike

©_  pillsburybaking © « Follow

®_ pillsburybaking @ Something extra

' “fun(fetti)" is coming t0 a store near
you soondis” #pillsburybaking
#funfetti #comingsoon

1like Reply

mo.sprinkles ©0

@ sugarsequinvintage &

1like Reply

@ pixie_sandra Get in my cart! 0

1like Reply

£} nana_diana 1001 I'm perfectly

oQv W

Liked by bestfriendsforfrosting and others
FEBRUARY 28

Add a com

@

simplemills @ « Follow

plemills @ Salty and sweet come
together to create this drool-worthy
Salted Caramel Brownie. % O Recipe
linked in bio.

@

hannahharvestinghealth
drooling over here &

8w Reply

x3melissaa_ @imnotintoit_

8w Reply

xoxopaleodiva Just brought

oQv W
Liked by paosfitworld and others
JANUARY 20

Add a comment

A

O realduncanhines @ « Follow ~ +-r

realduncanhines @ You know
#spring is around the corner when
#inspo from nature finds its way into
your cupcakes & & # Check out
@seelindsayblog 's profile for the
recipe-- they're almost too cute to
eat!

#duncanhines #dessert #cupcakes
#cupcakesofinstagram #spring
#sweets #easter #ladybug

6d

lovliecakes Cuuuuute! &

oQv N

Liked by themomatlaw and others
6 DAYS A

Add a comment.



Brand Behavior

The BeHy Crocker brand has nothing that sticks out in Jton}f's

market except for their his’fory. There social media does not set

them apart and is very much a cookie cutter.

™
‘, kayaulmer 949 %9
4w Reply

oQv
Liked by angelase:

ustomcakes and others



What we found

Through a survey we conducted we found..

Which boxed cake mixes have you heard of? Which boxed cake mixes have you used?

Answered: 17 Skipped: O Answered: 17 Skipped: 0

Duncan Hines Duncan Hines

Other (please

Other (please specify)

specify)

]
Hershey's Simple Mills -
Simple Mills Hershey's _
Krusteaz Krusteaz -
Stopewall Sti?tiﬁ:lr: .
Kitchen
]

% 100 o o ’ o o o o % 1009
0% 10% 20% 30% 40% 50% 60% 70%  80%  90% 100% 0% 0 HR0%: - H80% 1 A0n 805 B0k 06 1 B0 1 D0%: 100%

68% of people wanted to change one Jrhing... They

wanted more options.



What is Missing?

e Social: People!

° Experience: gourmet, personcdiza’rion




1.

Interest

Although most
people are aware of
the brand, there is
little interest in the
brand. It is generqﬂy

perceived as

outdated.

Brand Voice
Betty Crocker is
lacking a compeﬂing
brand voice.
Currenﬂy, the brand
1s simply

informative.



SWOT Analysis

S’creng’chs
History and Legacy
Baking for all ages
Connection with the
consumer (nos’roﬂgiq)

Reliable & affordable
products

Opportunities
Brand grow’fh
Product expansion
Effective brqnding
Expanding to new areas
that competitors haven't

Expand target market

Weaknesses
Outdated
Generic products
Brand elements that are
not eye—coﬁfching

Threats

Direct Competifion: Duncan Hines,
Piﬂsbury, etc.

Indirect Competition: Homemade bqking
and grocery bakeries

DIY community

Other cooking brands bandwqgoning
Constant equnding cooking/bqking

culture



Competition

T

Cheap UIFFYImix
KRUSTEAZ

White Space

Gourmet - Generic

{SIMPLE’

72
STONEWALL
KITCHEN

Expensive



Positioning Idea: Product Extension

o Goal

0 Reach a younger target market
O Chqnge BeHy Crocker's generic and outdated

perception
o Differentiate ourselves from our direct
competition
e How:

o0 Position ourselves in the "white space’ and
create a produc’[ line that offers unique flavors
and a ‘gourmet” look that is cheaper and more
accessible.

® Product Line:
O Betty Crocker's "Gourmet Made Easy”




“(ourmet Made Easy” Mixes

The Neecl

o Create a baking mix that results in proo.[ucfs
resem]oling a speciqlity bakery product that is both
affordable and includes easy baking instructions

Features
o A variety of gourmet flavors
The Experience

o Look like a Master Baker” without all the hassle and

money
Differentiation

0  "Gourmet Made Easy” is a reasonably priced and

accessible baking mix that would be available in

l’lO.'tiOl’lWiCle grocery stores



Positioning Statement:

For the bakers who want the artisanal look and
taste but don't have the time, Betty Crocker
provides affordqble, qccessi]ole, and eqsy—fo—use
]oqking mixes that yield a gourmet experience.
Betty Crocker is a tool that home bakers can
benefit from to stand out in the kitchen. Unlike
other boxed dessert mixes, BeHy Crocker wants to
help people discover their inner artisan.



Target Personas

Amy

Patterson
‘ Age 35
4 Job Part-time Web Developer

Status Married with 3 kids <8
Income $80-100k
Location Portland, Maine

“When I showed up with
dark chocolate and sea salt
cookies to Emﬂy‘s bake sale,
[ had earned my title as the

‘cool mom.” Thanks BeHy
Crocker!”

Danielle

Eberts

Age 25

]ob Social Media manager
Status single

Income $45k

Location Seattle, WA

"My friends were impressed
by the pink champqgne
velvet cake [ baked for our
Bachelor Watch party last
night, but I reqﬂy just used
BeHy Crocker! Shhhh, Don't
telll’



Advertising

e We are going to utilize point of sale marke’fing tactics
to get our new procﬂucts in front of po’ren’tial customers
while ’rhey are shopping.

e Our target consumers heavﬂy use social media. With
43% of internet users using social media when
researching Jrhings to buy.

o With 85% of consumers want to see more video content
from brands, we plom on running ads on Youtube and

Hulu



Possible Partnerships

e Harry and David Tea W&@M

® The Bachelor (champagne cake) %BACHELQR

. . : % SUSTAINABLE
® Donate to sustainable farmmg nonproflts S UARVEST

° INTERNATIONAL
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Cordially yours,
[5 U_.L]rokb\

DOQS anyole hO_VQ any

queshons?



