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Goals:

— Celebrate the 150th anniversary of Heinz, 
and spark the next 150 years of brand love.

— facilitate a conversation between the 
past and the future.



Research:

— What’s currently working for Heinz? 

— What would fit in with their current brand? 

				    Humour ... Pushing the limits ... Being relatable 

— What’s currently working for other companies?

				    Nostalgia ... Retro is “in” 

				    Throwbacks are still cool

				  



My plan:
	 1. Blend some Humour with Nostalgia (more focus on nostalgia)

	 2. Utilize Iconic imagery within the past 150 years

	 3. Utilize “old School” design to symbolyize the past 

    but also because it is #Trendy (connecting the past/future)



Big Idea:
no matter Who, what, when, 
where, why, or how... 
every situation can benefit 
from Heinz, because 
it has to be heinz.
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Social Media: Instagram



Magazine



Bus Stop

Like two more that show how 
the iconic imager can be used 

as well



Grocery Store



Bus Advertising



BillBoard


