LET’S COOK ACTIVITY

OBJECTIVE

Storm was appointed by RHM Culinary Brands to launch the new
McDougalls baking kits for kids, Let’s Cook, which aimed to inspire
children aged 8 — 11 years old to get into the kitchen and teach them
how to cook as well as educate them about real food. The campaign was
to talk to both trade and consumer audiences and tap into the wider
healthy eating debate rather than just focus on the product launch itself.

SOLUTION

The Let’s Cook range was created to provide parents and children with
a fun, educational activity to share and teach kids about real food. To
really bring these messages home, Storm invited ten key journalists
and their kids to attend an informal and entertaining baking workshop
in central London, which was attended by the likes of Daily Mail, Good
Housekeeping and Easy Living.

For added impact during February half term, Storm commissioned

a survey looking at how important it is for kids to learn about real,
wholesome food at an early age. To champion this message, TV chef and
mum, Lesley Waters, was brought on board to comment on the research
and represent McDougalls in the media adding credibility to the launch
and endorsing the benefits of the product.
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A robust media relations programme underpinned the campaign, and
was supported by a raft of media promotional activities ranging from
advertorials in key titles to low cost competitions giving away cooking
parties and kids’ baking kits.

RESULTS

The campaign successfully introduced McDougalls Let’s Cook to both
consumer and trade media audiences, and helped establish a new
market for baking kits, which have traditionally targeted younger pre-
school children.

The survey gave McDougalls a national voice in the debate about getting
children back into the kitchen and real food, achieving coverage in
papers such as the Daily Mail. Lesley Walters added value and credibility
and was used extensively on national and regional radio during the
February half term period to encourage parents to spend time and bond
with their kids in the kitchen, as well as being quoted in the editorial
launch coverage.

In total 97 pieces of coverage were achieved in titles range from Daily
Mail to Ideal Home and Bella. The campaign achieved an advertising
equivalent value of £132,870 and delivered over 24 million OTS.
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LET’S COOK ACTIVITY

¥ Food & entertaining news

hiake i, bake it

McDougalls Let's Cook Golden
Chewy Flapjacks
by McDougalis

Cook up a storm with the kiddies in the
kitichen thiz weekend. Let's Cock, whe
also made the fantastic mini-pizza and
garfic dough ball kits, have introduced
two more sweet - but still healthy’ -
cptions for your litfuns to enjoy: Golden
Chewy Flapjacke and Easy Peasy Mini

Muffine. £1 98 Both baking and
devouring thess itle treats ars sure to
be a hit. With the storm in the kichen

Meet the fast-food children who can’t even

BRITAIN'S youngsters are clueless in the
kitchen - with more than half admitting
they can’t even boil an egg.

A survey found the average parent spends
two hours a day with their children, usually
watching TV, while failing to pass an vital life
skills such as basic cooking.

A whopping 66 per cent of respondents

By Henry Fogarty

bakers, found 55 per cent said their children
knew how to heat a ready meal.

The survey also found a quarter of parents
in Edinburgh only spend an average 30-50
minutes a day with their kids, compared
‘with a national average of three hours.

admitted their offspring could not boil an
egg and 87 per cent couldn’t bake a biscuit.
But the survey, carried out by McDougall's

McDOUGALLS
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| launching an innavative new concept that will get the nation's families back in the
kitchan making real food. Launched this manth. the range will reinvigorate the
£327m home bakino sector by taroetng a oreviously untanned market. aiming to

Checkout -

The findings were revealed a day after a
UNICEF report branded the UK the worst
developed natlon for kids to grow up in. The

McDougalls launch gets kids in the kitchen

& recent
Govemment repart
quating cooking as an
« essantial life-skill
- McDougalls - the
@ nation’s lavourite home
% baking brand - is
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survey found watching TV is the main
ingredient for families seeking ‘quality
time’, while outdoor activitles, reading
or playing games have become a rare
pleasure.

McDougall's has launched a campaign to
help parents spend time with their children
and get them interested In healthy cooking.

Celebrity chef and mum Lesley Waters,
who is backing the campaign, sald: ‘I am
sure one of the reasons I'm so passionate

napehne Hill, marketing
mianager, sl that children
were the main driver of the
home baling market but
that eight to vr-year-okds
tended to drop out because
of adearth of products to
engage them, as well as
mereased demands on their
lemsure time.

“Uosoking needs (o recap-
ture the imagination of this
e groaap e, “hy
empewering therm in the
latchen making real food
with just a litthe help from
v e dlaed ”

e alses claamied that the
savoury oqtions werne the
Forst s thie arket to targel
children specifically

Kids in

to kitchens

McDougalls is to launch a range of home

baking kits intended to get kids into the kitchen,

Targeted at the 8-11 age group, McDougall's |
Let's Cook is a range of four kits — pizza swirls,

dough balls, chewy flapjacks and mini-mutfins

- which come with easy-to-follow instructions

and a disposable baking tray.
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boil an egg
about good food and cooking today s
because, from a very early age, my mum
encourage me into the kitchen.”

Experts fear raising children in a TV-dinner
environment could jeopardise their health
and affect how they live as adults,

A spokesman for the Food Standards
Agency Scotland said; *Children need a
healthy, balanced diet. Learning about
hasic cooking skills enables young peaple
to make ilnio;med decisions about food.”

Tesco and Waitrose.

e
5‘3’5&'
—

Swirls o

. @
: ?ﬁ’éﬁwmall

The test that could reveal your |
chances of developing diabetes
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Make some dough

Great to make with kids, these Let's Cook
Tear ‘n' Share Garlic Dough Balls from
McDougalls have that delicious flavour you
from home baking. They cost just

d Tear

'n’ Share
Garlic Dough
Balls and five




