RHM g

Frozen Foods

REGIONAL ACTIVITIES

OBJECTIVE

Storm was appointed by RHM Frozen to implement a communications
programme to introduce key new ranges for the McDougalls, Bisto and
Sharwood’s brands, to the trade media. Additionally, Storm was tasked
with relaunching the reformulated McDougalls Upper Crust pies to
consumer media, focussing on the food and cookery pages.

SOLUTION

A robust trade press office introduced all new and reformulated
products to key media and secured several news pieces for each of the
ranges. Copy contributions and client interviews with the media also
secured a strong presence for RHM Frozen in all relevant trade features
and in ad hoc columns.

McDougalls Upper Crust pies were reformulated to make them look
and taste more home-made and premium. To really bring the “as if you
made it yourself” message home to consumer media audiences, Storm
invited journalists to the GHI for a pie-making demonstration and
competitor taste testing.

A solid media relations programme underpinned the consumer
campaign, and was supported by a raft of media promotional activities
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ranging from advertorials in Delicious and Sainsbury’s magazines,
to low cost competitions giving away cosy cottage weekends in the
English countryside.

RESULTS

The campaign successfully introduced RHM Frozen’s new products
to the trade media, resulting in 29 pieces of coverage with an EAV of
over £22,000.

The consumer campaign was highly successful in changing media
perceptions about frozen food and many consumer journalists who
would never have considered writing about frozen food, used the pies
in taste tests and ‘kitchen helper’ tips. 31 pieces of consumer coverage
was achieved with an EAV of nearly £60,000 and over seven million
opportunities to see.

In total 60 pieces of coverage were achieved in titles range from Celebs
on Sunday to Prima and Bella. The campaign achieved an advertising
equivalent value of £80,500 (three times return on investment) and
delivered nearly 9 million opportunities to see.
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‘ McDougalls Upper
Crust Aberdeen Angus
Steak & Kentish Ale Pie
(£2.79 for 550g, from
leading supermarkets)
Tender chunky steak in
a dark, rich, traditional
gravy. Great value, too!

Eentish Ale Pie, £2.75 for 550g
Fer 12 pie: 604 cals, 37.bg fat
Reasonable quality steak Lots of
Jravy oo, 8o it's ideal to use the
pastry to mop it
up. It's good value
as you'll get two
servings from it,
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greedy, of course.

fof M Do gals Lipges Crust
Vs I sdipenmarkees. § 2 o

An Easy Meal For Two

eDougall s new Upper Crust Indulgent range of dees-filled o o perfect for e
peaple o share as o mid-wesk meat Chaose from Ao Chachm with Chabilin, Aberdeen
Anqun Steck wib Kontish Ale o Pappereet Aborchenn Argus Sieok, oll ety mode on [
frozen. not pre-baked.

Firek tham m mojor supesmarkss. price £2.79
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McDougalls Upper Crust Pies,
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GOOD COOKS ARE A TURN ON

Show us your hob

McDougalls: pie relounch

Pies have the

Bisto expands
family meals

sy | | UPPETIGNG thelondonpape.lr
Bisto frozen ready meals to
inchude family size portions o me:;.ll:::kml.:;i:; ;
The ry pies, with the
¥fits McDougalls i
st brand.
r c formulated reci- s :
PU—— - 1ped packaging for ".-’ Alain Chua. marketing manager al
berland pie topped with hemamare image and add- RHM Frozen (part of Pramier
mashed potato & Cheddar g‘m‘s Itmes “de on :.l::l.r-‘r" Foods), which manufactums the

Cadbury cakes and MeDougall's
Upper Crust brands, savs: “Thore is

crumb. They are available in
1kg trays, containing up to
four servings, priced at £2.99.

nutntlon claims bandwagon

a general trond towards

“We are encouraging fami- promivumisation. Il consumers l
" . want @ dessart, they want o be
tlesluenﬁ’yiﬂl‘ﬂalt??cﬂl%'“ Ireated. Premium desserts
onaweekday night, . acoount for 15% of the frozen
brand manager Alain Chua. dessert category and this

figur A
"here are more than 12
brands fighting for 33% of the
markel,” he adds. “At the moment
wet are looking @l how consumers
shop the frozen desserts fixture, The
soctor is gquite fragmentod and we
have to understand why consumers
are buying different products. The

Bisto launches into

category is currently broken down
into theee sectors — family,
romn rTBa S&tor individual, and ot desserts — but

wat don't think that's quite right,”

Frozen desserts haven't escapd
the healthy sating drive and, as
such, many brands v roformul
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Tavoursor preservataves

Rl Curvy {F1L8 for 230g). Creamy

Crigken Tarmgon [£1.99 for 330g) and [

rocipes. RHM Froze

I con Caeme (£168 for T0g). A
unier the Aunt Bessias barmer s
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