Hellmann's Campaign

ADVERTISING BIG IDEA

Kullan Le Blanc and Marissa Edwards



Agenda

KULLAN AND MARISSA

i
Big Idea

6

Website Banner

9
Billboard

4

Target Audience

7/

Social Media

10
TV Storyboard

5

Touchpoint
Overview

8

Magazine

1

Grocery Store
Poster

12
Why It Works

11
Wrap Up



Big Idea: There is only one blue ribbon.
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Hellmann’s is so good, you don’t need the full
logo to know what brand it is

Recognizable without key logo aspects

Addition of other brands who are attempting to
be the blue ribbon, but of course there is only
one



Target Audience

Minor Audience:
Millennials and Gen Z

Baby Boomers Gen X
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Target Audience
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Baby Boomers
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e Wants brands to be authentic and
traditional

e Has money to spend

e More tech savy than people think
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Target Audience
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Gen X
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e High brand loyalty

e Health conscious

e Motivated by value and product
quality
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Target Audience
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Minor Audience:
Millennials and Gen Z

\ S

e Millennials
o Health conscious
o Nostalgic
o All about good food

e Gen ”Z
o Interested in nutrition

KULLAN AND MARISSA o Social media for connection

o Sustainability focused
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Website

e Placed on sites food related
o food.com
o food network
o Allrecipes.com
e Ads will be seen while people are
searching for recipes kitchen | B

brand
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Website

C 23 foodnetwork.com

& MyBradley Home @ Canvas

wuciieint There’s only ONE blue ribbon
. o - Hellmann’s mayo is all you need to

JREAL - TSR '\ elevate your snack or meal from good
A ol P .. togreat

| Learn More |

Sheet Pan Chicken Fajitas Rosemary-Garlic Pork Crispy Sheet Pan Gnocchi All-Crust Sheet-Pan
Chops With Chickpeas With Sausage and Peppers Lasagna
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(9) Events | Involve '@ Hellmann's Campai... . Hellmann's
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Website
ON AND OFF THE FIELD.
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Social Media

e Facebook and Instagram
o Target audience hangs out there
o large platforms
o able to draw in new and current
customers
e Good and cheap way to reach
target audience
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Social Media
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Hellmann's
~ 10 hrs

HELLMANN'S

There's only ONE blue ribbon. Purchase Hellmann's mayonnaise today at any
local grocery store.
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Social Media
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Magazine

e [ncludes
o Bon Appetit
o Food Network
o Taste of Home
e Recipe focused
e Readers are searching for quality
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Can Be
80 Much
More Fun
See page 110

L OWHY IS
| EVERYONE
| MAKING
SHRIMP
SCAMPI?

Have Some
Cherry Pie!

, lfalmtlm s Treats
’ EwE er Dinner
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3- iGR EDIENT
WEEKNIGHT
FAVORITES
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EAT LIGHT, EAT RIGHT
CONTEST WINNERS



Magazine
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Magazine

JOHNSON &
JOHNSON
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Highway/Interstate
Billboards

e Located on interstates near exits
that lead to grocery stores oy | e | _ |

e Reminds the consumer that the blue [ T ,_ S = W LO:E?,L%, R:,‘?E
ribbon is superior _' S | r — 4 'W -

e Will be seen by many sinceitison ! B = U e G
interstates
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Highway/Interstate
Billboards
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ONLY FIRST PLACE IS '

WORTHY OF THE BLUE RIBBON.
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Highway/Interstate
Billboards &=

FIRST PLACE
e ) .

ONLY FIRST PLACE IS WORTHY OF THE BLUE RIBBON.

REAL
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MAYONNAISE
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TV Storyboard

e Channels include
o Food Network
e ESPN
o Fox
e Food network is for cooks and
people who like food
e ESPN and Fox will help us reach a
wider audience
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TV Storyboard _
SIORYBOARD

Opening shot is during a state fair. One of the The other contestants look confused. The announcer and judges The person who brought the fake is visibly nervous
events is for the best condiment. A Hellmann's jar is at the center ~ act like nothing is wrong. They go through the contestents for best but trving to act confident,
' condiment before arriving at the final contestant, the fake Hellmanns.

Anyone recognizes the
true blue ribbon

contestant’s entry
udges award it with the 1st prize blue riboon
KULLAN AND MARISSA Customize this free storyboard template from EDIT.org

www.tuproyectoweb.com - 1111 C St, San Diego, CA 92103 - (610) 888-1T




TV Storyboard
STORYBOARD

Football fans are watching a game on screen. The team they The fans watching the game are getting more and more One of the fans is making a lunch in the kitchen.
are cheering for is not doing well. upset with each failed play and opposing touchdown They pull out Hellmann's mayo to use on the sandwhich.

The fans watching the game are getting more and more The sandwhiches are brought over and when the fans start eating The commercial ends with a blue screen, a jar of Hellmann’s,

upset with each failed play and opposing touchdown the team they are cheering for instantly starts doing better as the ine"
Hellmann’s blue ribbon weaves across the screen

Customize this free storyboard template from EDIT.org
www.tuproyectoweb.com - 1111 C St, San Diego, CA 92103 - (610) 888-1T

L/ A D Ty A\ /Nl O A
]I&\. [\_J !_. 1._ a:l_'\l‘\ I\l\| H I A L) i\f IJ_\ \ 1 S:‘ :_‘-) .‘L:\




Grocery Store Poster “ ll vo 0

e Located inside of well known EMPLOYEE OWNED
grocery stores
o Schnucks, Walmart, Kroger,

Hy-Vee, Sam’s Club, Costco Jchnuck/;

SINCE 1939

e Planting seeds in the very place
the product can be purchased

COSTCO

———WHOLESALE
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Grocery Store Poster

INTHE MAYOSPHERE. IS e |

MAYONNAISE
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THERE IS ONLY
ONE BLUE RIBBON.
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Why It Works

Using the iconic blue ribbon as a marketing strategy

People recognize Hellmann’s
jars
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A simple logo can be used in
creative ways

Ties back to original, physical
blue ribbon on original jars
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The End

THANK YOU FOR LISTENING

Kullan L.e Blanc and Marissa Edwards
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