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Today’s presentation 

• What are we trying to achieve with our 

consumer marketing programme?  

• Understanding our different audiences 

• Influencing consumer behaviour changes 

through advertising and PR 

 



• Aim is to increase frequency of use  

– Convert more chicken meals into beef & 

lamb  

– Overcome the price barrier for beef & lamb 

– Educate and inspire people to cook every 

day meals with beef and lamb   

Strategic objective 



What drives meal 

choices? 

• Confidence  81% 

• Favourite  76% 

• Quick and easy 70% 

• Balanced diet 67% 

• Food budget  64% 

• Habit   54% 
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Why target chicken 

meal occasions? 

Beef

Lamb

Pork

Chicken

Source: Kantar Beef and Lamb review May  2012 

• 88% consumers eat chicken at 
least once a week  
(beef 50%, lamb 15%) 

• Seen as versatile and easy to 
cook 
– 61% believe it is good any day of 

the week  

– “Its alright with chicken, its either 
done or its not.”  

– Yet only 33% say it’s full of flavour 
(beef 51%, lamb 44%) 



Why aren’t people eating 

red meat more often? 

 

• Price 

• Don’t know how to cook it 

• Perceived as unhealthy 

 

• Price 

• Don’t know how to cook it 

• Fatty 

• Inconsistent product 

Beef Lamb 



Overcoming the price 

barrier for beef & lamb 

• Show consumers there are value 

solutions for midweek meals  

• Focus on mince and alternative cuts 

• Recipe development, cut promotion, 

web, advertising and PR 

 



How to educate and inspire 

people in our busy media 

landscape 

Source: Microsoft 



60% of audience on line 

for at least 2 hours a day 61% watch TV 
online  

23% using phone apps 
more than 2hrs/week 

58% using 
phone apps in a 
typical week 

79% use social 

networking sites 

40% spend more than 3 hours 

a week on these sites 

Talking to consumers 

in the digital age 



Growing online usage 

for cooking 

• 48% now go online for 

cooking recipes 

• 27% learn to cook via 

internet 

• 26% follow recipes on a 

digital device 
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Understanding our different 

audiences 



Keen Cooks 

 
Typically women aged 40–65 yrs  

Regularly purchase & cook red 

meat 

Regard quality standard marks 

highly 

Comfortable & competent in their 

cooking repertoire  

Cook with a variety of different cuts 

Look for new recipes & ideas 

Three distinct 

audiences  

Mass Cooks  

 
25 – 40 yrs old 

 Mums that cook for necessity 

 Enjoy cooking to a certain 

extent but are not particularly 

adventurous  

Stick to a trusted repertoire  

Understand that cooking from 

scratch is better for you but don’t 

always feel they have the time 

 

Inexperienced Cooks 

 
18-25’s  

 Leaving home or fending for 

themselves for the first time 

Not actively engaged in cooking 

Rely on easy options, snacks & 

ready meals 

 Lack experience & knowledge 

about cooking nutritious meals from 

scratch  
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Tailored communications 

strategy 

Will seek out food content 

in easily accessible  and 

entertainment led formats 

– largely  TV 

Active recipe seekers 

buying cook books, food 

magazines, watch food 

TV, try out recipes in 

newspapers, searching 

the web and recipe sites 

Do not actively seek out 

recipe content except for 

special occasions. We 

need to find high 

impactful smart ways to 

impart our message. 

Pull Media Push Media 



Influencing consumer behaviour 

changes through advertising 

and PR 



The ‘Simple Pleasures’ 

of cooking with beef and 

lamb 
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2013-14 Media plan 

Target ‘recipe inspiration’ media by target group 

TV 

All digital activity 

Expert Websites   Mass Websites   Social/Mobile    

 SEO      SEO     Content 

                 

Food magazines 



C4 partnership : TV 



Online with C4 

VOD Good Food takeover Scrapbook 



Integrated press plan 

Recipe 
cards 

Print 

Tablet  Digital 

eNewsletter 

SOURCE: Media Owner Response 
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3 part digital plan :  

1. Sponsorship  



2. Expandable ad units 

 

http://creative.fireflyvideo.com/creative/BPEX/fev/index.html


3. Display advertising 

 



….and that’s just the 

media plan... 



PR campaigns 

S t i r -f r y  c r a z y !



Media influence & 

seasonal booklets 



Health & nutrition 





Social media 
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Summary 

Increase frequency of cooking with beef and lamb by; 

• Understanding our different audiences and their 

behaviours 

• Recognising the barriers to increased frequency 

• Develop a marketing plan that provides education and 

inspiration to consumers to cook with beef and lamb 

more regularly 



Thank You 


