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Overview3URMHFW�2YHUYLHZ
7KH�SXUSRVH�RI�WKLV�SURMHFW�LV�WR�DQDO\]H�'DLV\�%UDQG�&RWWDJH�&KHHVH·V�FXUUHQW�DQG�
past mass media advertising campaigns. We will outline the consumer journey and 
DQDO\]H�WKH�DSSURSULDWH�WRXFK�SRLQWV�E\�QDUUDWLQJ�D�GD\�LQ�WKH�OLIH�RI�RXU�UHGHÀQHG�
target audience. Based on our increased understanding of our new target, we 
will make recommendations to properly promote the product through traditional 
advertising mediums. 

%UDQG�2YHUYLHZ
Daisy began in 1917, and is currently a privately-owned company that has just 
over 300 people employed. The headquarters are located in Dallas, TX, with 
PDQXIDFWXULQJ�IDFLOLWLHV�LQ�*DUODQG��7;��DQG�&DVD�*UDQGH��$UL]��$V�WKHLU�ÁDJVKLS�
product, Daisy Brand Sour Cream now holds more than a quarter of the nationwide 
market share and is sold in every U.S. state.

After nearly 30 years of product development and research, Daisy released its 
formula for cottage cheese in 2006, staying true to its mission for high satisfaction 
and quality. Daisy introduced two different cottage cheese products: Daisy Brand 
Cottage Cheese (4%) and Daisy Brand Low-Fat Cottage Cheese (2%). Unlike any 
cottage cheese before, Daisy Brand Cottage Cheese was made with 100% all-
natural ingredients.

Within its mission statement, Daisy emphasizes that its products are “Pure & 
Natural.” It upholds this standard with both its sour cream and cottage cheese. 
3XUH�DQG�QDWXUDO�PHDQV�QR�SUHVHUYDWLYHV��QR�DGGLWLYHV�DQG�QR�DUWLÀFLDO� JURZWK�
hormones. Unlike other cottage cheese brands, Daisy only uses four ingredients 
in their recipe: Cultured Skim Milk, Cream, salt and Vitamin A Palmitate. 

'DLV\·V� GHGLFDWLRQ� WR� LQWHJULW\� DQG� KXPLOLW\� VWHPV� IURP� LWV� ORQJ� IDPLO\� KLVWRU\��
Because of this long tradition, Daisy is not interested in bragging or attempting to 
put down the competition. Daisy will strive to continue to uphold the core values that 
have been with the company since the beginning. This is evident in its dedication 
to high quality and customer satisfaction. 
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&RPSHWLWRU���ż
�
Although Daisy competes with the entire dairy industry, it has a set of direct 
FRPSHWLWRUV� WKDW� IDOO�XQGHU� WKH�FKHHVH�VHJPHQW��EXW�PRUH�VSHFLÀFDOO\�ZLWKLQ� WKH�
FRWWDJH� FKHHVH� FDWHJRU\�� 7KHVH� FRPSHWLWRUV� LQFOXGH�� %UHDNVWRQH·V�� .HPSV��
.QXGVHQ�DQG�)ULHQGVKLS�� ,W� LV� DOVR� LPSRUWDQW� WR�QRWH� WKH� LQGLUHFW� FRPSHWLWRUV� WR�
Daisy Brand Cottage Cheese including Greek Yogurt, Organic Cottage Cheese 
and Ricotta Cheese. However, we believe that both Organic Cottage Cheese and 
Ricotta Cheese do not have a substantial impact within the media touch points that 

we have analyzed. 

'LUHFW�&RPSHWLWRUV

Founded: over 95 years ago
Price: $2.50
Sizes: Single serving 5 oz; 16 oz
Protein: 15 g
Distribution: Regional 
Unique Selling Point: Highly targeted 
advertising, all-natural product
Tagline: Friendship All Natural
Number of Ingredients: 6

Founded: 1882
Price: $2.78
Sizes: 16 oz; 24 oz; 32 oz
Protein: 12 g 
Distribution: Nationwide 
Unique Selling Point: On-the-go packaging, 
fruity mix-ins
Tagline: “Breakstone’s Cottage Cheese, Since 
1882”
Number of Ingredients: 13 

Founded: 1914
Price: $2.99
Sizes: 16 oz; 22 oz
Protein: 12 g
Distribution: Regional
Unique Selling Point: Innovative cottage 
cheese and Greek yogurt products
Tagline: “Quality Since 1914”
Number of Ingredients: 16

Founded: 1919
Price: $2.49
Sizes: 16 oz
Protein: 14 g
Distribution: Regional
Unique Selling Point: On-the-go packaging
Tagline: “Purely California”
Number of Ingredients: 12
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7KH�|*ROGHQ�&KLOG}���&KREDQL

Although we chose not to analyze the 
FDPSDLJQV� RI� WZR� RI� 'DLV\·V� LQGLUHFW�
FRPSHWLWRUV�� 2UJDQLF� &RWWDJH� &KHHVH�
DQG� 5LFRWWD� &KHHVH�� ZH� KDYH� WDNHQ�
*UHHN�<RJXUW�LQWR�DFFRXQW��*UHHN�<RJXUW�
KDV�DQ�DSSHDO�WR�<(00LHV�DV�LW�LV�DQ�XS�
DQG�FRPLQJ�SURGXFW�ZLWK�JUHDW�QXWULWLRQDO�
YDOXH��$V�D�PHGLD�SRZHUKRXVH��&KREDQL�
VWDQGV� DV� WKH� VWURQJHVW� *UHHN� <RJXUW�
EUDQG�ZLWK�RYHU�����PDUNHW�VKDUH��7KLV�
LV�ZK\�ZH� FKRVH� WR� DQDO\]H�&KREDQL·V�
FXUUHQW� FDPSDLJQ� DV� D� FROOHFWLYH�
UHSUHVHQWDWLRQ� RI� WKH� *UHHN� <RJXUW�
PDUNHW��:H�EHOLHYH�WKDW�'DLV\�FDQ�OHDUQ�
D� ORW� IURP� &KREDQL·V� WUDGLWLRQDO� PHGLD�
HIIRUWV� DQG� XVH� VLPLODU� WHFKQLTXHV� WR�

VXFFHVVIXOO\�WDUJHW�<(00LHV��

Indirect Competitor 7RXFK�3RLQW�'LUHFWRU\

f

NEWS

SAVE 10%

@

&RORU�*XLGH

7KURXJKRXW�WKLV�ERRN�\RX�ZLOO�QRWLFH�WKHVH�V\PEROV�
XVHG�WR�UHSUHVHQW�WKH�WRXFK�SRLQWV�XWLOL]HG�E\�D�EUDQG�WR�
LQWHUDFW�ZLWK�FRQVXPHUV��%HORZ�LV�D�OLVW�RI�DOO�WKH�WRXFK�
SRLQWV�WKDW�ZLOO�EH�FRYHUHG�WKURXJKRXW�WKH�FRQVXPHU�

HQJDJHPHQW�DQG�MRXUQH\�DQDO\VLV�

 �3DUW�7ZR

 �3DUW�2QH

7HOHYLVLRQ

5DGLR

1HZVSDSHU

2XW�RI�+RPH

3XEOLF�5HODWLRQV

0DJD]LQH

&RXSRQV

)DFHERRN

%ORJV�:HEVLWHV

0RELOH�$GV

6(2

2QOLQH�$GV

3LQWHUHVW

7ZLWWHU

(PDLO

3RLQW�RI�3XUFKDVH
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3UHYLRXV�&DPSDLJQV
|+DYH�D�*RRG�'DLV\}�
“Have a Good Daisy” was launched in 2008 
with a $1.2 Million budget and was placed 
in various mediums including print and TV. 
This campaign featured a commercial with a 
middle-aged mom getting cottage cheese out 
the fridge and sharing it with friends and family 
while at home and at work. The commercial 
appealed to a wide target audience of females. 
A jingle plays throughout the commercial, 
giving it a light-hearted tonality. The ending 
copy says “Work out. Get strong. When you 
need a lift, just sing a song and have a good 
Daisy.” This jingle was strategic in an attempt 
to mimic the “Dollop of Daisy” campaign that 
was used for Daisy Brand Sour Cream. The 
commercial positions Daisy Brand Cottage 
Cheese as a healthy snack that will bring 
family and friends together while ultimately 
creating a more pleasant day. The print ads 
were similarly executed by showing a woman 
dipping fruit into cottage cheese.

This campaign was launched only two years 
after Daisy Brand released their cottage 
cheese product to the market, so the 
FDPSDLJQ�KDG�WR�KHOS�LQWURGXFH�WKH�SURGXFW·V�
existence to consumers. The strategy was 
more broad and lacked much insight or 
personality, mainly because its main goal 
was to create awareness. Since the product 
was only at its beginning stages, there was 
plenty of room for improvement. Daisy then 
continued their advertising efforts after this 
campaign by taking advantage of several 
more media touch points with more tonality.

Print Ad

TV Spot

7RXFK�3RLQWV

Magazine Television
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3UHYLRXV�&DPSDLJQV
|)UHVK�7DNH}�

“Fresh Take” campaign was launched in 2009 
with a slightly less budget of $1 Million. After 
recently winning the American Business Ethics 
Award for their high quality standards, Daisy 
decided to change their strategy and focus on 
the all natural quality of their product. This was 
a smart move for Daisy to focus on health at a 
time when consumers were beginning to care 
more about their diets. Unlike “Have a Good 
Daisy,” this campaign created an identity and 
selling point. Daisy took advantage of several 
more mediums, especially earned media and 
digital touch points.

The “Fresh Take” commercial ended with a 
new slogan - “The Daisy Way.” This branding 
was consistent throughout all of their ads. 
The commercial used a similar target, but 
used copy that explained their natural, fresh 
ingredients. The print ads also explained 
their freshness with the copy “A fresh take 
on cottage cheese.” As an extension of this 
campaign, Daisy launched a “Freshen Up 
Your Fridge” digital contest to get consumers 
to live more healthy lifestyles. Daisy also 
began handing out recipe guides at trade 
shows. This campaign was a step in the right 
direction for Daisy and strategically positioned 
their product as an all-natural ingredient.

7RXFK�3RLQWV
SAVE 10%

Magazine
Coupons/Direct Mail PR/Events

TV Internet

Print Ad

TV Spot

Digital Contests

Recipe Cards and
 Coupons
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3UHYLRXV�&DPSDLJQV
In 2011, Daisy hired Barkley to take over 
for their ad campaigns. Similar to previous 
campaigns, the ads focused on the all-
QDWXUDO� EHQHÀWV� RI� 'DLV\� %UDQG� &RWWDJH�
&KHHVH��+RZHYHU��WKLV�FDPSDLJQ�SXW�PRUH�
of an emphasis on the ingredients. Each 
creative execution highlighted the four 
ingredients on the packaging and included 
VLPSOH�� VWUDLJKW�IRUZDUG� FRS\�� VXFK� DV�
“Of all the reasons to eat our cottage 
cheese, these are the best.” This campaign 
had much more of a modern look to it in 
comparison to previous campaigns.

The strategy of this campaign included print 
and digital components, including coupons 
and online banner ads. At this point, Daisy 
stopped running TV ads and focused more 
on digital media. 

The simplicity of this campaign ironically 
made the executions look eye-catching, 
but the campaigns still lacked much insight 
RU� FOHDU� WDUJHW�� +RZHYHU�� WKLV� FDPSDLJQ�
VKRZHG�WKDW�'DLV\�ZDV�PRYLQJ�IRUZDUG�DQG�
beginning to take on different approaches 
to their advertising strategies.

|$OO�1DWXUDO��$OO�3URQRXQFHDEOH�}

Print Ad

&RXSRQV�'LUHFW�0DLO

7RXFK�3RLQWV
SAVE 10%

0DJD]LQH
&RXSRQV�'LUHFW�0DLO

Internet
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&XUUHQW�&DPSDLJQ

'DLV\�%UDQG�&RWWDJH�&KHHVH�ODXQFKHG�LWV�FXUUHQW�FDPSDLJQ�¶$GG�'DLV\·�LQ�������
The media placement for this campaign puts more of an emphasis on print, 

LQ�VWRUH��GLJLWDO��DQG�HYHQW�PDUNHWLQJ�VXFK�DV�WUDGH�VKRZV��

¶$GG�'DLV\·�ZDV�FUHDWHG�ZLWK�D�YHU\�SUDFWLFDO�SXUSRVH��7KH�FDPSDLJQ�LV�PHDQW�WR�
show how easy it is to make cottage cheese a healthy addition to any recipe or 
ZKLOH�DOVR�SXWWLQJ�HPSKDVLV�RQ�WKH�QDWXUDO�LQJUHGLHQWV�RI�WKH�SURGXFW��,W�IRFXVHV�
VROHO\�RQ�WKH�FOHDU�KHDOWK�EHQHÀWV�DQG�XVHV�HIÀFLHQF\�DV�DQ�DGGHG�YDOXH��(DFK�

FUHDWLYH�H[HFXWLRQ�VKRZFDVHV�KRZ�WKH�SURGXFW�LV������
QDWXUDO�DQG�LV�DQ�H[FHOOHQW�VRXUFH�RI�SURWHLQ�DQG�FDOFLXP��7KH�FDPSDLJQ�DOVR�

features recipe ideas with the intent of demonstrating the multiple uses of cottage 
FKHHVH�DV�DQ�LQJUHGLHQW�DQG�RU�KHDOWK\�DOWHUQDWLYH�

7KLV�FDPSDLJQ�DWWHPSWV�WR�EULGJH�WKH�JDS�RI�'DLV\·V�ODUJH�WDUJHW�DXGLHQFH�RI����
���\HDU�ROG�ZRPHQ��7KH�EURDG�WDUJHW�DXGLHQFH�LV�UHÁHFWHG�LQ�WKH�FUHDWLYH�

executions of the campaign because the visuals are general and not insight-driv-
HQ��2YHUDOO��WKH�FDPSDLJQ·V�JRDO�LV�WR�HQFRXUDJH�������\HDU�ROG�ZRPHQ�WR�

´$GG�'DLV\µ�WR�WKH�IRRGV�WKH\�DOUHDG\�HQMR\�E\�XVLQJ�'DLV\�%UDQG�&RWWDJH�&KHHVH�
DV�DQ�DOO�QDWXUDO�LQJUHGLHQW�

“Add Daisy”
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&DPSDLJQStrategies 
&RPPXQLFDWLRQ�6WUDWHJ\
To utilize print and in-store marketing as a platform to 
promote Daisy Brand Cottage Cheese as a healthy meal 
addition.
'DLV\� %UDQG� &RWWDJH� &KHHVH·V� FXUUHQW� PHGLD� VWUDWHJ\� GRHV� QRW�
DFFXUDWHO\�UHÁHFW�WKHLU�FXUUHQW�WDUJHW�DXGLHQFH�RI�ZRPHQ�DJHV����
���� 7KHLU� FKRLFH� WR� H[HFXWH� WKH� FDPSDLJQ� LQ� VROHO\� SULQW� DQG� LQ�
VWRUH�GLVSOD\V�LV�WRR�QDUURZ�WR�UHDFK�WKH�WDUJHW�DXGLHQFH��,Q�RUGHU�
WR�HIIHFWLYHO\�UHDFK�WKH�FXUUHQW�WDUJHW�DXGLHQFH��WKH\�ZRXOG�KDYH�WR�
OHYHUDJH�PRUH�PHGLXPV�

$GYHUWLVLQJ�2EMHFWLYH
To get consumers to purchase Daisy Brand Cottage 
&KHHVH�E\�FUHDWLQJ�DZDUHQHVV�RI�LWV�KHDOWK�EHQHÀWV�DV�D�
complement to their favorite foods.
7KH�H[HFXWLRQ�RI�'DLV\�%UDQG�&RWWDJH�&KHHVH·V�FXUUHQW�DGYHUWLVLQJ�
VWUDWHJ\�LV�D�UHÁHFWLRQ�RI�WKHLU�EURDG�WDUJHW��7KHLU�FXUUHQW�DGYHUWLVHPHQWV�
DUH� YDJXH� DQG� FDQ� HDVLO\� DSSHDO� WR� PXOWLSOH� GHPRJUDSKLFV�� 7KH�
FXUUHQW�FDPSDLJQ·V�FUHDWLYH�H[HFXWLRQ� LV�SXUHO\�EHQHÀW�EDVHG�DQG�
GRHV� QRW� FRQWDLQ� D� FRQVXPHU� LQVLJKW�� 7KH� WDJOLQH�� ´$GG� 'DLV\�µ�
VXSSRUWV� 'DLV\� %UDQG·V� DGYHUWLVLQJ� REMHFWLYH� RI� SRVLWLRQLQJ� WKH�
SURGXFW�DV�D�KHDOWK\�FRPSOHPHQW�
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7DUJHW�$XGLHQFH
Out with the old...

Daisy Brand Cottage Cheese currently targets women aged 35-64. 
%HFDXVH�JHQGHU�DQG�DJH�DUH�WKH�RQO\�FRPSRQHQWV�WKDW�DUH�GHÀQHG�E\�WKH�WDUJHW��

ZH�VHH�WKLV�DV�DQ�LOO�GHÀQHG�DXGLHQFH�WR�UHDFK�RXW�WR��

A variety of personalities can exist within these ranges without knowing the 
OLIHVW\OHV��LQFRPH�OHYHOV��SHUVRQDOLWLHV��RU�VKRSSLQJ�KDELWV�RI�WKH�ZRPHQ���7KHVH�
ZRPHQ�FRXOG�EH�DW�FRPSOHWHO\�GLIIHUHQW�OLIH�SKDVHV�:KLOH�RQH�FRXOG�EH�H[SHFWLQJ�
D�FKLOG��DQRWKHU�FRXOG�EH�H[SHFWLQJ�D�JUDQGFKLOG��%HFDXVH�RI�WKHVH�GUDVWLF�DJH�
GLIIHUHQFHV��ZKLFK�XOWLPDWHO\�OHDG�WR�GLIIHUHQW�SHUFHSWLRQV�DQG�EHKDYLRUV��LW�LV�
GLIÀFXOW�WR�JDWKHU�DQ�LQVLJKW�WKDW�FRXOG�HTXDOO\�DSSHDO�WR�WKH�HQWLUH�WDUJHW��

?
? ?
?

?

?
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7DUJHW�$XGLHQFH
...In with the new!

For Daisy we recommend targeting YEMMies or Young Educated Millenial 
0RWKHUV��7KHVH�PRWKHUV�DUH�������\HDUV�ROG��KROG�DW�OHDVW�D�EDFKHORU·V�GHJUHH��
and have at least one child under the age of 6. They are of higher income levels 

as they more than likely living in a dual-income household. 

7KH�<(00LH�GRHVQ·W�KDYH�WLPH�IRU�QRQVHQVH��%HVLGHV�ZRUNLQJ�IXOO�WLPH��VKH�KDV�
one young child (or more!) to feed, bathe, clothe, and nurture. Free time is only 

when the kids are asleep and she knows that time is little and valuable to her. She 
relies on cooking magazines for new recipes to excite her kids on eating healthy 
DQG�GHSHQGV�RQ�KHU�'95�WR�UHFRUG�KHU�IDYRULWH�VKRZV�EHFDXVH�VKH�FDQ·W�ZDWFK�

them when they are live.

:LWKLQ�WKLV�<(00LH�WDUJHW��D�FRQVXPHU�SURÀOH�HPHUJHV�²�WKH�Mindful Nurturer. 
The Mindful Nurturer is a new mom quickly adapting to a new lifestyle. While only 
recently living a life centered around her own personal needs and wants, she now 
focuses all of her priorities on her children. Her biggest challenge is maintaining 

balance in her life and overcoming the unexpected hardships that come with 
motherhood. The Mindful Nurturer is a woman, professional, and friend, but most 

importantly, she is a mom. 
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7KH�&RQVXPHU�-RXUQH\

In order to better understand the purchasing habits of our Mindful Nurturer, Daisy 
Brand needs to understand her consumer journey. This journey can be easily 
explained through six simple steps. The consumer journey follows the entire 
cottage cheese purchasing process, from need recognition to repeated purchase. 
It is important to understand that the instances that each of these steps occur in 

D�0LQGIXO�1XUWXUHU·V�OLIH�YDULHV�IURP�VXEMHFW�WR�VXEMHFW��

For instance, a Mindful Nurturer could experience step one, “Empty Fridge,” 
either when she notices she is out of cottage cheese in the morning before work, 
or when she is at work and realizes she needs a new, healthy snack to break up 
her day. By looking at the consumer journey, we can better understand where 
DQG�ZKHQ�RXU�0LQGIXO�1XUWXUHU�ZLOO�EH�PRVW�UHFHSWLYH�WR�ERWK�WUDGLWLRQDO�DQG�GLJLWDO�

mediums throughout her Daisy Brand experience. 
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Sunday Monday Tuesday� Wedn esday

Life as 
Usual

Empty 
Fridge

Consumer  Journey

Start 
Here
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Wedn esday Thursday Ƃ
	�� Saturday�

“Whey-ing” 
the Options

Daisy 
Devotion Say 

Cheese

ConsuConsumer  Journey

= Pre-Commitment

= Loyalty Loop
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7KH�ÀUVW�VWHS�LQ�WKH�FRQVXPHU�MRXUQH\�LV�ZKHQ�WKH�0LQGIXO�1XUWXUHU�UHDOL]HV�VKH�KDV�
D�QHHG�IRU�FRWWDJH�FKHHVH��:KHQ�VKH�RSHQV�KHU�IULGJH�DQG�ÀQGV�VKH�LV�RXW�RI�FRWWDJH�
FKHHVH�RU�VWXPEOHV�DFURVV�DQ�H[FLWLQJ�UHFLSH�WKDW�VSHFLÀFDOO\�FDOOV�IRU�LW��VKH�ZLOO�DGG�LW�
WR�KHU�ZHHNO\�JURFHU\�OLVW��6KH�GRHV�QRW�\HW�NQRZ�ZKLFK�EUDQG�VKH�ZLOO�SXUFKDVH��

7KH�0LQGIXO�1XUWXUHU�LV�FRQVLGHUHG�D�OLJKW�WR�PHGLXP�XVHU��6KH�LV�QRW�EUDQG�OR\DO�DQG�
QHHGV�KHOS�GHFLGLQJ�ZKLFK�RQH�LV�EHVW�IRU�KHU�DQG�KHU�IDPLO\��6KH�ZLOO�EH�HVSHFLDOO\�
VHQVLWLYH� WR� HYHU\� NLQG� RI�PHVVDJH� VWUDWHJ\� WKDW� FRPHV� KHU�ZD\� XQWLO� VKH� GHFLGHV�

ZKLFK�EUDQG�WR�EX\�

7KH�&RQVXPHU�-RXUQH\�6WHS���

w"�����Ƃ
	��v
Empty
 Fridge
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At this crucial step in the consumer journey, the Mindful Nurturer is standing in 
the dairy aisle of her favorite grocery store and deciding which brand of cottage 
FKHHVH�WR�EX\��,I�'DLV\·V�PHVVDJLQJ�VWUDWHJLHV�KDYH�EHHQ�SURSHUO\�H[HFXWHG��WKH�
Mindful Nurturer will know that Daisy Brand Cottage Cheese can be both a smart 

snack and healthy component for a variety of recipes.

7KH�&RQVXPHU�-RXUQH\�6WHS���

“Wheying” the Options

15
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Say Cheese!
7KH�&RQVXPHU�-RXUQH\�6WHS���

Say 
Cheese!

“Say Cheese!” is the consumption phase. Daisy Brand Cottage Cheese is now a part 
RI�WKH�0LQGIXO�1XUWXUHU·V�LQFUHGLEO\�EXV\�GD\��6RPHWLPHV��VKH�RQO\�KDV�D�PRPHQW�WR�
JUDE�D�IHZ�ELWHV�EHIRUH�PRYLQJ�RQ�WR�KHU�QH[W�WDVN��RU��VKH·V�XVLQJ�LW�WR�HQKDQFH�KHU�
FRRNLQJ��1R�PDWWHU�KRZ�VKH�FRQVXPHV�LW�� WKH�0LQGIXO�1XUWXUHU� LV� ORRNLQJ�IRU�WDVWH�

and quality.
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7KH�&RQVXPHU�-RXUQH\�6WHS���

Life as Usual

Life as 
Usual

As the Mindful Nurturer continues about her daily life, Daisy Brand Cottage Cheese 
LV�QRW� WRS�RI�PLQG��6KH�ZLOO�� KRZHYHU��GHFLGH�ZKHWKHU�RU�QRW� LW� ÀWV�KHU� OLIHVW\OH��
Depending upon her experience when she originally consumed it, she could either 

use the rest of the tub she bought or let it get lost in the fridge.

During this stage, the Mindful Nurturer talks about cottage cheese with her friends, 
reads about it on blogs, and introduces it to her family. Even if the Mindful Nurturer 
GRHVQ·W�HQMR\�'DLV\�%UDQG�&RWWDJH�&KHHVH�KHUVHOI��VKH�ZLOO�FRQWLQXH�SURYLGLQJ�LW�

IRU�KHU�IDPLO\�LI�WKH\�HQMR\�LW��

17



“Daisy Devotion,” otherwise known as the loyalty loop, is entered when the Mindful 
Nurturer has decided that Daisy is her brand. She no longer goes through the 
“Which Whey” stage of the consumer journey, but skips straight to “Say Cheese.” 
Like any good Millennial, she begins recommending the brand to her friends both 
LQ�SHUVRQ�DQG�RQ�VRFLDO�PHGLD��(YHQ�LI�VKH·V�QRW�OLNLQJ�WKH�EUDQG�RQ�)DFHERRN��VKH�
JRHV�WR�WKDW�SDJH�WR�ÀQG�UHFLSHV�RU�JHW�WLSV��$IWHU�JRLQJ�WKURXJK�WKH�OR\DOW\�ORRS��LW�
is evident that the Mindful Nurturer has become brand loyal to Daisy Brand Cottage 

Cheese.

The last step of the consumer journey occurs when the Mindful Nurturer returns 
to the store and decides whether or not she will purchase Daisy Brand Cottage 
Cheese again. She has already decided that she will keep buying cottage cheese 
IRU�KHUVHOI�DQG�KHU�IDPLO\��6KH�ZLOO�VSHFLÀFDOO\�VWLFN�ZLWK�'DLV\�%UDQG�EHFDXVH�RI�LWV�

higher quality, greater nutritional value and better taste..

7KH�&RQVXPHU�-RXUQH\�6WHS���

Daisy Devotion

Daisy 
Devotion
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$�'D\�LQ�WKH�/LIH���ż
�

To better depict the consumer journey, we have created an hour-by-hour 
GHVFULSWLRQ�RI�D�W\SLFDO�GD\�LQ�D�0LQGIXO�1XUWXUHU·V�OLIH��7KLV�´'D\�LQ�WKH�/LIHµ�

snapshot will give us a better idea of when our target is coming into contact with 
ERWK�WUDGLWLRQDO�DQG�GLJLWDO�WRXFK�SRLQWV�WKURXJKRXW�KHU�GD\��,W�ZLOO�DOVR�WHOO�XV�DW�

ZKLFK�SRLQW�LQ�WKH�MRXUQH\�HDFK�WRXFK�SRLQW�HQJDJHPHQW�RFFXUV�
 

The narrative we have developed is only one example of what a Mindful Nurturer 
H[SHULHQFHV��,W�LV�LPSRUWDQW�WR�NHHS�LQ�PLQG�WKDW�WKHUH�DUH�PDQ\�GLIIHUHQW�YDULHWLHV�
RI�WKH�WDUJHW��LQFOXGLQJ�WKH�FRPELQDWLRQV�RI�WRXFKSRLQW�LQWHUDFWLRQV��+RZHYHU��WKH�

JHQHUDO�LGHD�EHKLQG�KHU�FRQVXPSWLRQ�DQG�SXUFKDVLQJ�PRWLYHV�LV�NH\�
 

1RZ�ZH�ZDQW�WR�LQWURGXFH�\RX�WR�.HOOL��6KH�LV�D�\RXQJ��ZRUNLQJ�PRWKHU�ZKR�YDOXHV�
WKH�KHDOWK�DQG�ZHOOQHVV�RI�KHU�WZR�\RXQJ�NLGV��$OWKRXJK�VKH�LV�FRQVWDQWO\�EXV\��
she maintains a balanced lifestyle that includes her duties as an employee, a 

PRP�DQG�D�ZLIH�
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�����D�P��

The Story
Kelli has to wake up early to get her day going. Before even 
getting out from under the covers, she skims through her emails 
on her phone and checks her Facebook QRWLÀFDWLRQV��6KH�KRSV�
out of bed and puts on her running shoes for her morning jog, 
not forgetting her iPhone and headphones as she walks out 
the door. Her three mile run goes a lot quicker with her favorite 
pump-up Pandora station—The Black Eyed Peas Greatest 
+LWV�� 6KH·V� KRPH� E\� �� D�P�� WR� MXPS� LQ� WKH� VKRZHU� DQG� WKHQ�
heads downstairs for a quick breakfast while Jeff is waking up 
the kids. The local news is on TV in the background as she eats 
KHU�EUHDNIDVW�DQG�VWDUWV�WR�DVVHPEOH�WKH�NLGV·�OXQFKHV��

As Kelli is going through the fridge, she takes mental note of 
ZKDW�VKH�QHHGV�VR�VKH�FDQ�DGG�LW�WR�WKH�OLVW�RI�LWHPV�VKH·OO�EX\�
ODWHU�WRGD\��7KHUH·V�QR�PRUH�\RJXUW�RU�MXLFH��DQG�DOO�WKH�IUXLW�KDV�
been picked over. Incidentally, she realizes that the only thing 
she has for a pre-lunch snack are the last few scoops of cottage 
FKHHVH�IURP�ODVW�ZHHN·V�3LQWHUHVW�LQVSLUHG�ODVDJQD��,W�LVQ·W�KHU�
usual snack, but it will have to do for today.
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Touch Points

Kelli hears her oldest running down the stairs to catch a few 
minutes of Dora the Explorer. She quickly scoops her up 
and carries her back upstairs to get ready for another day of 
Kindergarten. Kelli then quickly gets herself ready for work, 
blowing her hair out and throwing on her favorite brightly colored 
blazer. After swiping on some mascara and making sure Jeff 
has the kids ready for the day, she kisses him goodbye and 
they head their separate ways.

f
EMAIL FACEBOOK RADIO TELEVISION 
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�����D�P��

The Story
Determined to beat the crowd at Starbucks, Kelli quickly hits 
the road.  She turns to her favorite adult contemporary radio 
station on her way to the Starbucks drive-thru.  After picking 
XS�KHU� VNLQQ\�YDQLOOD� ODWWH�� VKH�KLWV�PLOG� WUDIÀF�DQG�JODQFHV�
at billboards RQ� WKH�VLGH�RI� WKH� URDG�ZKLOH�VKH·V�ZDLWLQJ�DW�
stoplights. 

'HVSLWH�WKH�VOLJKW�WUDIÀF�GHOD\��.HOOL�PDNHV�LW�WR�WKH�RIÀFH�ULJKW�
RQ�WLPH���6KH�EULHÁ\�FDWFKHV�XS�ZLWK�FR�ZRUNHUV�EHIRUH�VHWWOLQJ�
into her cubicle to get work started.  She checks both her 
personal and work email DQG�VFKHGXOH�WR�PDNH�VXUH�VKH·V�RQ�
track for the day.  After replying to emails, she gets her news 
À[� IURP NYTimes.com and CNN.com before her morning 
meeting.

Touch Points

RADIO OUT OF HOME EMAIL NEWSPAPER

NEWS

ONLINE ADS
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������D�P��

The Story
Kelli gets out of her meeting, which was longer than she 
thought, and is a little stressed about the new project she was 
given. She heads to the break room to relieve some stress; 
she can think about the project while enjoying the cottage 
cheese snack she packed that morning. The TV is on in the 
break room, but Kelli is too preoccupied with her thoughts 
and cottage cheese to pay attention.
 
+XQJHU� WHPSRUDULO\� VDWLVÀHG�� .HOOL� KHDGV� EDFN� WR� KHU� GHVN�
and throws on her favorite Pandora station, KT Tunstall, for 
some quality background music. She checks reports, sends 
out some important emails, and dials into a conference call.  
%\�WKH�HQG�RI�WKH�FDOO��LW·V�OXQFK�WLPH��.HOOL�LV�UHOLHYHG�

Touch Points

EMAIL RADIO TELEVISION 
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�����S�P��

The Story
Kelli heads to the break room again to grab her lunch, a Lean 
Cuisine Salad Additions and spring mix lettuce. She chooses 
to eat at a table outside so she can enjoy some fresh air and 
D�EUHDN�IURP�WKH�RIÀFH�HQYLURQPHQW��,W�LV�D�UHOD[LQJ�WLPH�IRU�
.HOOL� DQG�KHU� IULHQGV� WR� FKDW�DERXW� WKHLU� OLYHV�� FKLOGUHQ�DQG�
hobbies, which often includes recipe ideas. Kelli and her co-
workers notice a food truck across the street handing out 
IUHH�VDPSOHV��$�\RXQJ�ZRPDQ�FRPHV�RYHU�DQG�KDQGV�.HOOL�
and her co-workers a� Á\HU promoting the new restaurant 
down the street.  They politely accept it and put it under their 
lunches but plan to throw it away once they go inside. 
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Touch Points

Kelli heads back to her desk to enjoy the rest of her lunch 
break by checking her favorite blogs and her Pinterest. She 
repins a dress she likes, some health tips, and a few recipes 
that she would like to try. One of them is for some heart-healthy 
loaded baked potatoes, which seems simple, so she decides 
to make it that night. Some of the ingredients are in her fridge, 
but she adds the ones that are not to her growing grocery 
list.  Kelli checks her personal email again, perusing the retail 
subscriptions and newsletters that catch her interest. Then 
she gets back to those progress reports that her boss keeps 
asking for. The rest of the day is occupied by various tasks, 
and thankfully it all goes by fast. Before she knows it, her work 
day is done and she prepares to head to the grocery store.

EMAIL PINTERESTBLOGSPUBLIC RELATIONS
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�����S�P��

The Story
Kelli gets into her car and makes the 15-minute drive to the 
grocery store. She passes a Walmart that is closer to home, but 
VKH�GRHVQ·W�OLNH�WR�EX\�IUHVK�IRRG�WKHUH��,W·V�JHWWLQJ�FORVH�WR�UXVK�
KRXU�DQG�VKH�GRHVQ·W�ZDQW� WR�JHW�FDXJKW�XS� LQ� WUDIÀF��VR�VKH�
makes sure to stick to her usual route through the store.

$V�VKH�UROOV�WKURXJK�WKH�DLVOHV��.HOOL�ORRNV�IRU�WKH�SURGXFWV�WKDW�
ZLOO�JHW�KHU�WKH�EHVW�GHDO��6KH�VWRSV�LQ�WKH�IUR]HQ�IRRG�VHFWLRQ�
because she gets an email IURP� KHU� ERVV�� 6KH·V� RQ� D� WLPH�
FUXQFK��EXW�VKH�WDNHV�WKH�WLPH�WR�DQVZHU�LW�RQ�KHU�phone. As 
Kelli scrolls through her email she remembers that she has a 
coupon IRU�DQ�RII�EUDQG�FHUHDO� WKDW�VKH�EX\V�RIWHQ��DQG�VKH�
GHFLGHV�WR�XVH�LW�ZKHQ�VKH�FKHFNV�RXW��.HOOL�UROOV�E\�D�sampling 
station IRU�VRPH�QHZ�&U\VWDO�/LJKW�ÁDYRUV��,W�FRXOG�EH�D�KHDOWK\�
DOWHUQDWLYH�WR�KHU�IDYRULWH�YLFH��9DQLOOD�&RNH��VR�VKH�VWRSV�WR�WU\�
some. 
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Touch Points

Her last stop is the dairy aisle. After grabbing milk and eggs, 
she walks past the cottage cheese and takes a second glance 
at the shelf. She grabs a tub of cottage cheese since it was 
a part of the recipe for heart-healthy loaded baked potatoes. 
Since it turned out to be a good snack today, she gets the large 
tub so she can save some for possible future snacks.

Kelli checks out of the grocery store and loads the groceries 
into her car by 4:50 p.m. She drives the 10 minutes to her 
FKLOGUHQ·V�GD\FDUH��SXOOV�LQ�D�IURQW�URZ�SDUNLQJ�VSRW��DQG�ZDYHV�
at the other friendly moms picking up their kids as she strolls 
through the front doors. After retrieving her kids, Kelli buckles 
them into the car seats and is home by 5:20 p.m. to unload the 
groceries and start dinner. Before she pulls into the garage, 
she stops at her mailbox and grabs her mail. 

SAVE 10%

COUPON POINT OF PURCHASE EMAIL MOBILE
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�����S�P��

The Story
.HOOL� ULÁHV� WKURXJK�KHU�ELOOV�DQG� MXQN�PDLO�� ÀQGLQJ� WKH� ODWHVW�
LVVXH�RI�Cooking Light DQG�VRPH coupons��+RSHIXOO\�VKH·OO�
UHPHPEHU� WR� XVH� WKHP� QH[W� WLPH�� $IWHU� WKH� JURFHULHV� DUH�
XQORDGHG�DQG�WKH�NLGV�DUH�SUHRFFXSLHG��.HOOL�VWDUWV�WR�SUHSDUH�
GLQQHU��6KH·V�JRLQJ�WR�DWWHPSW�WKH�EDNHG�SRWDWRHV�EXW�SOD\�LW�
VDIH�ZLWK�D�FRPSOLPHQWDU\�FDHVDU�VDODG�DQG�EUHDG�UROOV��+HU�
FKLOGUHQ� DUH� VDIH� LQ� WKH� OLYLQJ� URRP�ZDWFKLQJ�$UWKXU�� ZKLFK�
VKRXOG�NHHS�WKHP�IRFXVHG�IRU�DW�OHDVW�WKH�QH[W����PLQXWHV��

%\������S�P���.HOOL�LV�VWDUYLQJ��6KH�ORRNV�DW�WKH�FORFN�DQG�VHHV�
WKDW�WKH�SRWDWRHV�QHHG�WR�FRRN�IRU�DW�OHDVW����PRUH�PLQXWHV�
DQG�KHU�KXVEDQG�ZRQ·W�EH�KRPH�IRU�DQRWKHU�KRXU��.HOOL�QHHGV�
IRRG�QRZ��6KH�ORRNV�LQ�WKH�IULGJH�WR�ÀQG�VRPHWKLQJ�WKDW�ZRQ·W�
VSRLO� KHU� GLQQHU�� 1RWLFLQJ� WKH� FRWWDJH� FKHHVH� VKH� ERXJKW�
HDUOLHU�WKDW�GD\��VKH�VSRRQV�WKUHH�ELWHV�VWUDLJKW�IURP�WKH�WXE�
LQWR�KHU�PRXWK�DQG�GHFLGHV�LW�LV�HQRXJK�WR�KROG�KHU�RYHU�XQWLO�
GLQQHU�LV�UHDG\��%\�QRZ�WKH�NLGV�FRPH�LQWR�WKH�NLWFKHQ�WR�VHH�
LI�LW·V�WLPH�WR�HDW��DQG�.HOOL�KDV�WR�VKRR�WKHP�DZD\�ZKLOH�VKH�
ÀQLVKHV�PDNLQJ�WKH�VDODG�
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Touch Points

:KHQ�KHU�KXVEDQG�ÀQDOO\�ZDONV�LQ�WKH�GRRU�DW������S�P���WKH�
NLGV�ERXQFH�RYHU�WR�KLP��,W·V�D�ZHOFRPHG�GLVWUDFWLRQ�VR�.HOOL�
FDQ�ÀQLVK�JHWWLQJ�GLQQHU�RQ�WKH�WDEOH��'XULQJ�WKH�PHDO��.HOOL�
DQG�-HII�GLVFXVV�WKHLU�GD\�DQG�KDYH�WKH�NLGV�WDON�DERXW�ZKDW�
WKH\�OHDUQHG��:LWK�WKH�79�RII�DQG�KHU�ZKROH�IDPLO\�VXUURXQGLQJ�
KHU��WKLV�LV�WKH�KLJKOLJKW�RI�.HOOL·V�GD\�

$IWHU�GLQQHU��-HII�WDNHV�KLV�WXUQ�UHOD[LQJ�LQ�IURQW�RI�WKH TV ZLWK�
WKH�NLGV�ZKLOH�.HOOL�FOHDQV�XS��7KH\·OO� WUDGH�WRPRUURZ��6KH·V�
GRQH�FOHDQLQJ�E\���S�P���VR�VKH�MRLQV�-HII�DQG�WKH�NLGV�LQ�WKH�
OLYLQJ�URRP��7KH�NLGV�VKRZ�KHU�WKHLU�ODWHVW�GUDZLQJV��DQG�VKH�
VPLOHV�SURXGO\�DV�VKH�JRHV�WR�WKH�NLWFKHQ�WR�SXW�WKHP�RQ�WKH�
IULGJH� 

TV

SAVE 10%

COUPONSMAGAZINE

29



�����S�P��

The Story
,W·V�EHGWLPH��VR�.HOOL�DQG� WKH�NLGV�KHDG�XSVWDLUV�VR� WKDW�VKH�
FDQ�JHW�WKHP�UHDG\�IRU�EHG��6KH�VHQGV�WKHP�RII�WR�WDNH�WKHLU�
EDWKV�DQG�ZKHQ�WKH\�DUH�ÀQLVKHG��VKH�PDNHV�VXUH�WKH\�EUXVK�
WKHLU�WHHWK��)LQDOO\��LW·V�WLPH�IRU�EHG��.HOOL�UHDGV�´3HWH�WKH�&DW��
,�/RYH�P\�:KLWH�6KRHV�µ�7KH�FKLOGUHQ�VLQJ�DORQJ�DQG�PDNH�
KHU�XVH�D�IXQQ\�YRLFH��7KH\�KDYH�KHU�UHDG�LW�WZLFH��.HOOL�KDV�
UHDG�WKLV�ERRN�WZLFH�HYHU\�QLJKW�IRU�WKH�ODVW�WKUHH�PRQWKV��%\�
�����S�P���WKH�NLGV�DUH�GRZQ�IRU�WKH�QLJKW��VDYH�IURP�DQ\�PDMRU�
QLJKWPDUHV�

.HOOL�ZRXOG�OLNH�WR�UHOD[��EXW�VKH�GHFLGHV�WR�EH�SURGXFWLYH�IRU�
DQ�KRXU�RU�VR�DQG�PDNH�VXUH�WKDW�HYHU\WKLQJ�LV�GRQH�RQ�WKH�
GD\·V�WR�GR�OLVW��6KH�VLWV�DW�KHU�GHVN�DQG�VLIWV�WKURXJK�WKH�PDLO��
VHSDUDWLQJ�ELOOV� IURP�SHUVRQDO��6KH�ÀQDOO\� KDV� WLPH� WR� FUDFN�
RSHQ�WKH�ODWHVW�LVVXH�RI�KHU�IDYRULWH magazine��Cooking Light���
LQ�KRSHV�RI�ÀQGLQJ�QHZ�KHDOWK\�UHFLSHV��
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Touch Points

She checks her emails one more time so there are no 
surprises in the morning. With KT Tunstall Pandora on, she 
goes through her work emails and decides to respond to one 
that seems particularly urgent. She then checks her personal 
account and responds to a few from family and friends. When 
VKH·V�GRQH��VKH�FORVHV�KHU�ODSWRS�EXW�GHFLGHV�WR�ÁLS�WKURXJK�
SHAPE magazine for some workout tips. When she sees that 
LW·V���S�P���VKH�GHFLGHV�WR�KHDG�GRZQVWDLUV�DQG�XQZLQG�ZLWK�
Jeff.

EMAIL RADIO MAGAZINE 
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The Story
1RZ� WKDW� WKH� NLGV� DUH� LQ� EHG��.HOOL� LV� ÀQDOO\� IHHOLQJ� FDXJKW�
XS�HQRXJK�WR�UHOD[�DQG�LV�LQ�WKH�PRRG�IRU�VRPH�WUDVK\�TV. 
:KLOH�-HII�UHDGV�D�VSRUWV�ELRJUDSK\�RQ�KLV�L3DG��VKH�JRHV�LQWR�
WKH�NLWFKHQ�DQG�SRXUV�KHUVHOI�D�YHU\�IXOO�JODVV�RI�KHU�IDYRULWH�
3LQRW�1RLU��6KH�SORSV�KHUVHOI�RQWR�KHU�FRXFK�QH[W�WR�-HII�DQG�
SXOOV� XS TiVo WR� VHH� ZKDW� VKH·V� PLVVHG� LQ� KHU� VFKHGXOHG�
UHFRUGLQJV��6KH·V�H[FLWHG�EHFDXVH�WKH�ODWHVW�HSLVRGH�RI�´7KH�
9DPSLUH�'LDULHVµ�LV�WKHUH��UHDG\�IRU�KHU�WR�ZDWFK�FRPPHUFLDO�
IUHH��:KLOH�WKH�HSLVRGH�SOD\V��.HOOL�LV�XVLQJ�KHU�RZQ�L3DG�WR�
FKHFN�XS�RQ�KHU�VLVWHU·V�NLGV�RQ Facebook��:KHQ�VKH·V�GRQH�
ZLWK�WKDW��VKH�VHDUFKHV�IRU�VRPH�IXQ�DFWLYLWLHV�WKH�IDPLO\�FDQ�
do this weekend on Pinterest. 
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Touch Points

By 10 p.m., Kelli and Jeff are more than ready for bed. Kelli 
changes, brushes her teeth and removes her makeup. Words 
FDQ·W� GHVFULEH� KRZ� JRRG� LW� IHHOV� WR� FROODSVH� RQWR� KHU� NLQJ�
sized bed. She sets her alarm for 6 a.m. instead of 5:30 a.m., 
DOORZLQJ�KHUVHOI�WR�VNLS�D�GD\�RI�H[HUFLVH��6KH·V�MXVW�DERXW�WR�
GULIW�RII� WR�VOHHS�ZKHQ�RQH�RI�WKH�NLGV�FRPHV�LQWR�WKH�URRP��
She had a nightmare. Kelli nudges Jeff, reminding him that 
LW·V�´KLV�WXUQ�µ�DQG�VKH�IDOOV�DVOHHS�DV�KH�FDUULHV�WKHLU�GDXJKWHU�
back to her room.

f
PINTEREST FACEBOOKTV
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7RXFK�3RLQW���ż
�

After understanding the consumer journey and mapping out a typical day in 
the life of our Mindful Nurturer, Kelli, we need to analyze the traditional mass 
PHGLD�WRXFK�SRLQWV�WKDW�VKH�FRPHV�LQWR�FRQWDFW�ZLWK�GDLO\��:H�ZLOO�ÀUVW�H[SORUH�
the mediums that Daisy is currently leveraging in their “Add Daisy” campaign. 

Through primary and secondary research of our target we can understand 
ZKHWKHU�RU�QRW�WKHVH�PHGLXPV�DQG�FXUUHQW�FUHDWLYH�H[HFXWLRQV�DUH�HIIHFWLYH��
$IWHUZDUGV��EDVHG�RQ�SULPDU\�UHVHDUFK�DQG�FRPSHWLWRU·V�FRWWDJH�FKHHVH�

FDPSDLJQV��ZH�ZLOO�PDNH�UHFRPPHQGDWLRQV�IRU�'DLV\�%UDQG�&RWWDJH�&KHHVH·V�
PHGLD�VWUDWHJ\�PRYLQJ�IRUZDUG�LQ�UHODWLRQ�WR�RXU�QHZO\�GHÀQHG�<(00LH�WDUJHW�
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1HZVSDSHU���ż
�
Currently neither Daisy  nor their competitors are utilizing the newspaper medium 
to advertise their cottage cheese products. After thorough secondary and primary 
research, we have determined that newspapers would not be a viable touch point 
for Daisy to use for its marketing efforts because of decreasing readership rates. 
This decision is also validated by the following statistics: 

X From 2011 to 2012, print newspaper readership 
dipped 2%

X Only 49% of adults surveyed said that they read print 
newspaper regularly in 2012. 

X From 2008 to 2012, the number of adult readers 
GHFUHDVHG�ÀYH�SHUFHQWDJH�SRLQWV��

X 33% of adults under the age of 30 receive their news 
IURP�VRFLDO�PHGLD������RI�DGXOW·V�VXUYH\HG�ZDWFK�WKH�
news, and only 13% read any kind of newspaper 
content for the news.

2SSRUWXQLWLHV
Readership of newspapers within the 25-
34 age demographic has continuously 
decreased over the past 13 years 
and is predicted to continue declining. 
Newspaper would not be effective as an 
advertising touch point for Daisy Brand 
Cottage Cheese. The only opportunity that 
we see for this medium is in the placement 
of coupon inserts in the Sunday edition of 
newspapers. Adults age 18-34 and women as a demographic are more likely to 
read the Sunday edition than the daily editions. Although an option to consider, 
we learned through primary research that the YEMMie target does not have 
time to clip coupons from newspapers and if they do they more often than not 
forget to redeem them when they go grocery shopping.

NEWS
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&RXSRQV�	�'LUHFW�0DLO���ż
�
'DLV\� %UDQG� LV� FXUUHQWO\� XWLOL]LQJ� FRXSRQV� DQG� GLUHFW� PDLO�� DQG� VR� DUH� LWV�
FRPSHWLWRUV��7KLV�PDUNHWLQJ�FKRLFH�LV�OLNHO\�YDOLGDWHG�E\�WKH�IROORZLQJ�VWDWLVWLFV�

'DLV\·V� FKRLFH� LQ� XWLOL]LQJ� SULQW�
FRXSRQV� FHUWDLQO\� DSSHDOV� WR� WKHLU�
FXUUHQW� WDUJHW�� 'DLV\� DOVR� WDNHV�
DGYDQWDJH�RI�GLJLWDO�FRXSRQV�WKURXJK�
PRELOH� DSSV� DQG� ZHEVLWHV�� ZKLFK�
WKH\�VKRXOG�FRQWLQXH�WR�XVH�DV�ZHOO��
$OWKRXJK�WKHUH�LV�DQ�LQFUHDVLQJ�WUHQG�
LQ�<(00LHV�XVDJH�RI�GLJLWDO�PRELOH�
FRXSRQV�DQG�GHDOV��GLUHFW�PDLO�LV�VWLOO�

WKH�OHDGLQJ�FRXSRQ�VRXUFH��

79%�FRXSRQ�XVHUV�UHFHLYH�
FRXSRQV�WKURXJK�GLUHFW�PDLO

������\HDU�ROGV�SUHIHU�PDUNHWLQJ�
RIIHUV�WKURXJK�SRVWDO�PDLO�UDWKHU�
WKDQ�RQOLQH

����RI�PRPV�XVH�FRXSRQV�
WR�KHOS�ZLWK�WKH�IDPLO\�EXGJHW

96%�RI�PRPV�VD\�WKH\·YH�XVHG�
D�FRXSRQ�WR�SXUFKDVH�D�EUDQG�
WKH\�ZRXOGQ·W�QRUPDOO\�ÀQG�LQ�WKHLU�
VKRSSLQJ�FDUW

'DLV\�&RXSRQV�'LUHFW�0DLO

SAVE 10%
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&RXSRQV�	�'LUHFW�0DLO���ż
�
SAVE 10%

3DVW�6XFFHVV
*RLQJ� DORQJ� ZLWK� 'DLV\·V� SUHYLRXV� 35�
FDPSDLJQ�́ )UHVKHQ�8S�<RXU�)ULGJH�µ�'DLV\�
LQFRUSRUDWHG�RQOLQH�FRXSRQV�WKDW�FRXOG�EH�
UHGHHPHG�ZKHQ�XVHUV�HQWHUHG�LWV�FRQWHVW��
7KLV� ZDV� DQ� HIIHFWLYH� DQG� HDV\� ZD\� RI�
HQJDJLQJ� ZLWK� LWVFRQVXPHUV� ZKLOH� DOVR�
WDNLQJ�DGYDQWDJH�RI�WZR�PHGLXPV�DW�RQFH��
'DLV\� DOVR� XVHG� 9,3� FRXSRQV� IRU� IUHH�
FRWWDJH�FKHHVH��7KLV�LV�DQ�H[FHOOHQW�ZD\�WR�
LQFUHDVH�EUDQG�OR\DOW\�ZKLOH�DOVR�HQJDJLQJ�
ZLWK�FRVXPHUV�

&RPSHWLWRU�&RXSRQV
'DLV\·V�FRPSHWLWRUV�DOO�HQJDJH�LQ�FRXSRQV��ERWK�
SULQW�DQG�GLJLWDO��%UHDNVWRQH�KHOG�DQ�RIIHU�FDOOHG�
´6DYH����*LYH���0HDOVµ�WKDW�DOORZHG�FXVWRPHUV�WR�
EX\���NUDIW�FKHHVH�SURGXFWV�IRU�����1RW�RQO\�ZDV�
WKLV�D�JUHDW�GHDO��EXW�LW�DOVR�LQWURGXFHG�%UHDNVWRQH�
DV�D�SURGXFW� WR�WKRVH�ZKR�PLJKW�QRW�KDYH�EHHQ�
IDPLOLDU��$OWKRXJK�'DLV\�GRHV�QRW�KDYH�DV�PDQ\�
SURGXFWV�� LW�ZRXOG�EH�ZLVH� IRU�'DLV\� WR�SURPRWH�
PRUH� GHDOV� WKDW� LQFRUSRUDWH� ERWK� VRXU� FUHDP�
DQG� FRWWDJH� FKHHVH� LQ� RUGHU� IRU� FRQVXPHUV� WR�
VDYH�PRQH\�DQG�EHFRPH�PRUH�IDPLOLDU�ZLWK� WKH�
SURGXFW��

)ULHQGVKLS�LV�WKH�RQO\�FRWWDJH�FKHHVH�
FRPSHWLWRU� WKDW� RIIHUV� FRXSRQV� RQ�
WKHLU�ZHEVLWH��7KLV�JLYHV�FRQVXPHUV�
PRUH�RI�D�FKDQFH�WR�LQWHUDFW�ZLWK�WKH�
EUDQG� DQG� FDQ� DGGLWLRQDOO\� FUHDWH�
EX]]�IRU�RXU�<(00,(�WDUJHW�WR�HQJDJH�
LQ�� 'DLV\� VKRXOG� FRQVLGHU� DGGLQJ�
FRXSRQV� WR� WKHLU�ZHEVLWH� LQ�RUGHU� WR�
GLUHFW� PRUH� WUDIÀF� DQG� HQFRXUDJH�
<(00,(V� WR� WDNH� DGYDQWDJH� RI� WKH�
UHFLSHV�DQG�LGHDV�WKDW�WKHLU�VLWH�DOVR�
RIIHUV�
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&RXSRQV�	�'LUHFW�0DLO���ż
�
SAVE 10%

2SSRUWXQLWLHV�
We believe that Daisy should continue to use direct mail coupons. Although primary 
research showed us that most moms within the YEMMie target are not frequently 
using coupons, we learned that the target felt guilty about this. By sending coupons 
to YEMMies in the form of direct mail, we can make it easier for them to remember 
to use coupons and help them to avoid the time consuming task of clipping coupons 
from a magazine or newspaper insert.  A concern with the YEMMie target also 
exists in their lack of awareness of Daisy Brand Cottage Cheese as a product 
in general. Direct mail and coupons are an effective platform to help increase 
awareness, encourage switching brands, and ultmately drive sales of their product 

among YEMMies.

Daisy should also consider putting coupons on its own website in order to help 
generate more digital and social media attention to the brand. In addition, similar to 
%UHDNVWRQH·V��'DLV\�VKRXOG�FRQVLGHU�FUHDWLQJ�PRUH�GHDOV�WKDW�LQYROYH�SXUFKDVLQJ�
sour cream and cottage cheese, since most of their coupons involve saving in 
VSHFLÀF�GROODU� DPRXQWV��7KHVH�GHDOV� FRXOG� LQFUHDVH�DZDUHQHVV�DQG�HQFRXUDJH�

consumers to switch brands.

/HVVRQV�/HDUQHG
Direct mail is still the most redeemable form of coupons
YEMMies engage in both digital and print coupons
Coupons create awareness of different brands 
Coupons on company websites generate buzz and more consumer interaction

:KR�WR�/HDUQ�)URP
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3RLQW�RI�3XUFKDVH���ż
�
Currently Daisy uses a shelf banner 
to attract consumers in store.  The 
shelf banners are similar to the 
“Add Daisy” print campaign. Most 
RI�'DLV\·V�FRPSHWLWRUV�DUH�QRW�XVLQJ�
in store promotion to advertise 
their brands. We belive that Daisy 
should continue to leverage point 
of purchase in targeting YEMMies 
while they grocery shop. This 
decision is also validated by the 
following statistics:

76% of buying decisions are made in the store.

Nearly 1 in 6 brand purchases are made when a display with 
the brand is present in the store.

Of the 9 in 10 shoppers who admit making off-list purchases, 
66% cited the presence of in-store messaging drawing 
attention to a sale or promotion as the reason.

When asked if they recalled seeing any in-store displays, 56% 
of shoppers indicated that they had.

39



,Q�6WRUH�9LVLWV
Before we could better understand the opportunities that Daisy has within the 
point-of-purchase medium we visited multiple grocery stores in Columbia, Mo. 
Daisy Brand Cottage Cheese is sold at Walmart, Walgreens and two regional 
grocery stores. Although our research showed us that Daisy has executed point-
RI�SXUFKDVH�EDQQHU�GLVSOD\V�QDWLRQZLGH��ZH�FRXOG�QRW�ÀQG�HYLGHQFH�LQ�RXU�WULSV�
to these stores. After analyzing the placement of Daisy Brand Cottage Cheese 
in relation to their competitors, we believe point of purchase needs to be made 
a larger priority to set the product apart from other brands. This will attract the 
attention of the YEMMie target and make Daisy Brand top-of-mind when making 

purchasing decisions. 

Schnucks

Walmart

4�Ų����

$�����

3RLQW�RI�3XUFKDVH���ż
�
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2SSRUWXQLWLHV

3RLQW�RI�3XUFKDVH
���ż
�

:KR�WR�OHDUQ�IURP
.HPSV� LV� 'DLV\·V� RQO\� FRPSHWLWRU�
WKDW� KDV� VXFFHVVIXOO\� XWLOL]HG� WKLV�
WRXFK�SRLQW��.HPSV�SXWV�WKH�¶.HPSV�
&RZV·� EUDQG� LPDJH� ULJKW� LQ� WKH�
IRUHIURQW� RI� WKH� FRQVXPHU·V� PLQG��
$OWKRXJK� WKLV� ZDV� H[HFXWHG� IRU�
.HPSV·�PLON�SURGXFWV�� LW� LV�D�JRRG�
H[DPSOH� RI� KRZ� WR� GUDZ� DWWHQWLRQ�
WR� D� EUDQG�� 7KLV� KHOSV� JURFHU\�
VKRSSHUV�GHFLGH�DQG�SD\�DWWHQWLRQ�
WR� WKH� EUDQG� DQG� PDNH� D� YHU\�
LQYROYHG�GHFLVLRQ�DV�WR�SXUFKDVH�LW�
RU�QRW�

'DLV\·V�FXUUHQW�LQ�VWRUH�FDPSDLJQ�LV�HIIHFWLYH�LQ�WKH�FUHDWLYH�EHFDXVH�LW�FRLQFLGHV�
ZLWK� WKHLU� ODUJHU� DGYHUWLVLQJ� FDPSDLJQ�� EXW� LW� QHHGV� WR� EH�PRUH� HIIHFWLYH� LQ� LWV�
UHDFK��:H� ZHUH� XQDEOH� WR� ÀQG� HYLGHQFH� RI� 'DLV\·V� XVH� RI� WKLV� WRXFK� SRLQW� LQ�
&ROXPELD��0R���ZKLFK�FRXOG�PHDQ�WKDW�WKH�EUDQG�LV�PLVVLQJ�RXW�RQ�WDUJHWLQJ�WKLV�
HQWLUH� UHJLRQ��RU�RWKHU� UHJLRQV�DOLNH�� ,Q�VWRUH�SURPRWLRQ� LV�YLWDO� WR�DWWUDFWLQJ� WKH�
DWWHQWLRQ�RI�<(00LHV�DQG�FUHDWLQJ�D�QHHG�IRU�RQH�SURGXFW�RYHU�DQRWKHU��8VLQJ�
H\H�FDWFKLQJ� SURPRWLRQDO� LWHPV� WR� DWWUDFW� FRQVXPHUV� WR� \RXU� EUDQG�� VLPLODU� WR�
.HPSV��ZRXOG�PDNH�'DLV\�%UDQG�&RWWDJH�&KHHVH�WRS�RI�PLQG�DQG�HQFRXUDJH�D�
<(00LH�WR�FKRRVH�'DLV\�RYHU�LWV�FRPSHWLWRUV�

'DLV\� VKRXOG� DOVR� FRQVLGHULQJ� VDPSOLQJ� VWDWLRQV� DW� JURFHU\� VWRUHV��$�<(00LH�
LV�PRUH�OLNHO\�WR�UHPHPEHU�D�EUDQG�DQG�PDNH�D�SXUFKDVLQJ�GHFLVLRQ�LI�VKH�KDV�
DOUHDG\�WULHG�LW��$IWHU�UHFLHYLQJ�D�VDPSOH�����SHUFHQW�RI�FRQVXPHUV�VDLG�WKH\�ZRXOG�
WU\�D�SURGXFW��$GLWLRQDOO\�����SHUFHQW�RI�WKRVH�SROOHG�VDLG�WKDW�VDPSOLQJ�D�SURGXFW�LV�
WKH�EHVW�ZD\�WR�JHW�WKHP�WR�WU\�D�QHZ�EUDQG��%HFDXVH�WKH�<(00LH�LV�PDNLQJ�KHU�
FRWWDJH�FKHHVH�SXUFKDVLQJ�GHFLVLRQ�LQ�WKH�JURFHU\�VWRUH��'DLV\�QHHGV�WR�OHYHUDJH�
WKLV�PHGLXP�VXFFHVVIXOO\��
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7HOHYLVLRQ���ż
�

'DLV\�LV�QRW�FXUUHQWO\�UXQQLQJ�DQ\�OLYH�79�FRPPHUFLDOV�DQG�QHLWKHU�DUH�LWV�GLUHFW�
FRPSHWLWRUV��$V�DQ�LQGLUHFW�FRPSHWLWRU�KRZHYHU��&KREDQL�UXQV�FRPPHUFLDOV�IRU�WKHLU�|*R�

5HDO}�FDPSDLJQ��'DLV\�V�ODFN�RI�79�XVH�LV�MXVWLILHG�E\�WKH�IROORZLQJ�LQGXVWU\�WUHQGV�

0XOWL�7DVNLQJ

'956WUHDPLQJ

5LVLQJ�&RVWV
Ad recall levels are 8% lower in moms 25-
54 than non-moms of the same age.88% 
of mobile and tablet users use their 
devices while watching TV, making them 
even harder to reach.

Live TV viewing has decreased 4% in the 
past year, and DVR usage has increased 
7%. TV viewership is on the rise, but 
YEMMIEs are more likely to watch TV on 
their own schedules.

23% of moms streamed TV in 2012, 
with Hulu as the most popular streaming 
service.  Women between the age of 
25-34 typically spend 8 hours per week 
streaming TV.

While primetime TV used to be the most 
effective form of advertising, the increasing 
costs of commercials are not resulting in as 
many impressions as they used to. 54% of 
all ad dollars are spent on TV commercials 
with less than 34% impressions.

X X

X X
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7HOHYLVLRQ���ż
�

Although the effectiveness of live TV commercials is declining, there are 
several other ways for Daisy to be involved with TV.  We recommend for Daisy to 
air commercials through Hulu Plus, 
which is the most popular streaming 
service.  Hulu plus has a much lower 
cost to run ads than conventional 
television, and also offers precise 
targeting. The largest demographic 
using Hulu is 25-34 year olds, which 
ÀWV�SHUIHFWO\�ZLWK�RXU�WDUJHW��

We also recommend integrating 
'DLV\·V� FXUUHQW� 35� HIIRUWV� LQWR�
television in the form of product 
placement.  Friendship cottage cheese was featured on “The Martha Stewart 
Show” as an ingredient in a pancake recipe. The effects of this “paid-earned” 
PHGLD�FDQ�SRWHQWLDOO\�UHDFK�WKH�WDUJHW�LQ�VHYHUDO�GLUHFW�ZD\V��5HFLSHV�VXFK�DV�
WKHVH�WKDW�IHDWXUH�VSHFLÀF�SURGXFWV�DUH�SRVWHG�RQ�EORJV�DQG�VRFLDO�VLWHV�VXFK�DV�
3LQWHUHVW��ZKLFK�D�<(00LH�ZRXOG�QRWLFH�ZKHQ�ORRNLQJ�IRU�FRRNLQJ�LQVSLUDWLRQ�

2SSRUWXQLWLHV

/HVVRQV�/HDUQHG

:KR�WR�OHDUQ�IURP�

Daisy does not run live TV commercials and should stick with this 
decision.

Due to the rise of TV streaming, Daisy should consider running 
FRPPHUFLDOV�RQ�+XOX�3OXV�

3URGXFW�SODFHPHQW�FRXOG�FUHDWH�EX]]�DQG�DZDUHQHVV�IRU�WKH�EUDQG�
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2XW�RI�+RPH���ż
�
Daisy and its direct competitors are not currently using the out of home 
touch point. We believe that this medium should be utilized because of 
the receptiveness and brand recall that out of home mediums, such as 
billboards, present.

7UDYHOHUV� DJHV� ������ QRWLFH� ELOOERDUG� DGYHUWLVHPHQWV� ¶HDFK�
WLPH·�WKH\�VHH�LW��¶PRVW�RI�WKH�WLPH·�RU�¶VRPHWLPHV· 75% of the 
times they pass that certain billboard. 

More than 2/3 of billboard viewers frequently or sometimes 
make their shopping decisions while in the car. 

52% of adults over 18 who notice advertisements on roadside 
billboards are women.

:KR�7R�/HDUQ�)URP
Nordica is the only cottage cheese brand currently using out of home to 
advertise their product. Although not one of our direct competitors, we 
EHOLHYH� WKDW� WKLV� LV�D�XVHIXO�H[DPSOH�RI� WKH�PHGLXP�DQG� WKDW�1RUGLFD·V�
creative application using a spinning wheel to create cottage cheese 
combinations should be noted.

Kemps uses billboards, but only for their milk and ice cream products. 
The success in Kemps use of this medium is how the brand utilizes 
WKH� ¶.HPSV� &RZV·� WR� GUDZ� DWWHQWLRQ� WR� WKH� ELOOERDUGV� DQG� DOVR� FUHDWH�
immediate recognition of which brand it is advertising. Because out of 
home, especially billboards, are usually seen by the consumer in passing, 
these ads draw their attention quickly and leave a lasting impression. 
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In addition, Chobani is successful in their billboard creative executions 
LQ�WKHLU�́ 1RWKLQJ�%XW�*RRGµ�FDPSDLJQ��%\�XVLQJ�FRQVXPHU·V�¶WZHHWV·�DQG�
social media comments about their brand as creative for the billboards, 
they are engaging their target audience and providing a call to action to 
SDUWLFLSDWH�LQ�WKH�DGV��7KLV�OHDGV�WKH�FRQVXPHU�WR�WKH�EUDQGV�ZHEVLWH�
DQG�DOVR�JHQHUDWHV�HDUQHG�PHGLD�RQ�7ZLWWHU�DQG�RWKHU�VRFLDO�PHGLD�
sites. They have applicable content that Daisy should mirror an out of 
home campaign after. 

/HVVRQV�/HDUQHG
Out of home advertisements need to make the brand easily 
recognizable. 

&RQVXPHUV�PDNH�D�ORW�RI�WKHLU�VKRSSLQJ�GHFLVLRQV�ZKLOH�LQ�WKH�
car.

Important to engage the consumer and provide the means for  
a next step in the brand-consumer relationship. 
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3XEOLF�5HODWLRQV���ż
�
Currently Daisy and a number of their competitors are using PR efforts to promote 
their individual brands of cottage cheese. Beginning in May 2013, Daisy Brand 
Cottage Cheese chose Ketchum to do its public relations work. Since then, Daisy 
launched the website DaisyBrandHealth.com as a health recipe and lifestyle 
resource for consumers. Through Daisy Brand Health, Daisy has participated in 
events and taken advantage of digital PR strategies. 

(YHQWV
'DLV\·V�FXUUHQW�XVH�RI�HYHQW�PDUNHWLQJ�LV�H[HFXWHG�
through trade shows held by dietitian professionals 
around the country. Although Daisy does not sponsor 
the events, Daisy holds informational booths. At the 
booths, Daisy representatives promote the brand 
with cottage cheese samples while also informing 
SDUWLFLSDQWV� RI� WKH� KHDOWK� EHQHÀWV� RI�'DLV\�%UDQG�
Cottage Cheese. Representatives also hand out 
recipe cards to give participants healthy cooking 
ideas. 

In 2009, Daisy Brand Cottage Cheese created a 
“Freshen Up Your Fridge” contest to encourage 
Americans to replace unhealthy food items in their 
fridge with healthy alternatives. The grand prize 
winner received a year supply of Daisy Brand Cottage 
Cheese, a new Whirlpool Latitude refrigerator and 
DQ�H[FOXVLYH�LQ�KRPH�YLVLW�E\�D�UHJLVWHUHG�GLHWLWLDQ�
to help teach them about healthier foods for their 
refrigerators. To enter the contest, contestants had 
to post on the forum on Freshenupyourfridge.com 
ZLWK����ZRUGV�RU�OHVV�H[SODLQLQJ�KRZ�D�QHZ�IULGJH�
would improve their eating habits.  
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3XEOLF�5HODWLRQV���ż
�
3UHVV�5HOHDVHV

Contest promotes steps to a healthier lifestyle, offers chance 
to win a Whirlpool(R) LATITUDE(TM) refrigerator

'$//$6��-XQH�����351HZVZLUH�����7KH�ÀUVW�VWHS�LQ�PDLQWDLQLQJ�
a healthy lifestyle starts in the refrigerator, but it can be 
GLIÀFXOW� ZKHQ� WKH� UHIULJHUDWRU� LV� ÀOOHG�ZLWK� WHPSWLQJ�� HPSW\�
calorie foods. The Freshen Up Your Fridge contest sponsored 
by Daisy Brand Cottage Cheese encourages Americans to 
freshen up their refrigerators by removing unhealthy items 
and adding more fresh, all-natural foods. One grand prize 
winner of the Freshen Up Your Fridge contest will receive a 
\HDU·V� VXSSO\� RI� 'DLV\� %UDQG� &RWWDJH� &KHHVH�� D� VSDFLRXV�
new Whirlpool LATITUDE refrigerator and an in-home visit by 
a registered dietitian to help them learn how to select healthier 
foods for their refrigerators.

´6R�PDQ\�$PHULFDQV�WU\�WR�HDW�KHDOWK\��EXW�GRQ·W�UHDOL]H�WKDW�
many foods contain unnecessary additives and preservatives,” 
said Kim Galeaz, registered
GLHWLWLDQ�� ´,·P� SDUWQHULQJ� ZLWK� 'DLV\� %UDQG� &RWWDJH� &KHHVH�
to show how simple it is to freshen up your refrigerator and 
choose more great-tasting, nutrient-rich foods, like Daisy 
Brand Cottage Cheese.”

.LP·V�7RS�)LYH�)UHVK�5HIULJHUDWRU�7LSV�,QFOXGH�
   1. Fill your refrigerator with fresh fruits and vegetables. Fruits 
DQG�YHJHWDEOHV�DUH�SDFNHG�ZLWK�GLVHDVH�ÀJKWLQJ�DQWLR[LGDQWV��
vitamins and minerals. I recommend you load up on fresh, 
in-season Summer-time fruits and veggies, like apricots, 
blueberries, strawberries, broccoli, green beans, snow peas, 
spinach, and spring baby greens.
    2. Stock more nutrient-rich foods. Naturally nutrient-rich 
foods provide valuable vitamins and minerals, and have fewer 
preservatives and additives than most other foods. Fruits, 
vegetables and cottage cheese are three convenient and 
nutrient-rich snacks to keep on hand in your refrigerator for 
growing kids, teens and active adults.
    3. Focus on high-quality protein. High quality protein 
VRXUFHV� VXFK� DV� VNLQOHVV� ÀVK�� SRXOWU\�� OHDQ� EHHI� DQG� SRUN��
cottage cheese and eggs, provide all the essential amino 
DFLGV� QHFHVVDU\� IRU� EXLOGLQJ� DQG� UHSDLULQJ� WKH� ERG\·V� FHOOV�
and boosting immunity. One half-cup serving of Low Fat 
Daisy Brand Cottage Cheese is packed with 14 grams of high 
quality protein, yet contains only 90 calories. And compared 
to other high quality proteins, Daisy Brand Cottage Cheese is 

very budget friendly.
    4. Avoid the danger zone. If you want your foods to stay 
fresh and be safe to eat, keep your refrigerator at the proper 
temperature of 40 degrees Fahrenheit or below. To do this, 
you can invest in a refrigerator thermometer, keep it on one 
of the refrigerator shelves and check it regularly. Be sure to 
avoid the “danger zone” (40 to 140 degrees F), which can 
result in food spoilage, bacterial growth and family members 
getting sick.
� � � � ��� )LUVW� LQ�� ÀUVW� RXW��.HHS� IUHVK� IRRGV� VDIH� DQG�DW� SHDN�
TXDOLW\�WDVWH�E\�XVLQJ�WKH�´),)2µ�UXOH��)LUVW�,Q��)LUVW�2XW��8VH�
ZKDWHYHU� LWHPV� DUH� WKH� ROGHVW� ÀUVW�� DQG� FRQWLQXDOO\� URWDWH�
foods to ensure freshness and reduce waste.

Beginning now through Aug. 31, 2009, consumers can log 
on to www.FreshenUpYourFridge.com to enter and share 
why and how their eating habits could be improved through 
a fresh refrigerator makeover. One lucky winner receive the 
spacious new Whirlpool LATITUDE refrigerator, which offers 
WKH�LQGXVWU\·V�PRVW�XVDEOH�VSDFH�IRU�IUHVK�IRRGV��DPRQJ�RWKHU�
H[FLWLQJ�JUDQG�SUL]HV�

Daisy Brand Cottage Cheese is available in low fat (2 
percent) and regular (4 percent) and is made with only all-
natural ingredients - no preservatives, and without added 
hormones(1). For more information and recipe ideas, visit 
www.FreshenUpYourFridge.com.

About Daisy Brand Cottage Cheese
Daisy Brand Cottage Cheese is a distinctively special cottage 
FKHHVH��)URP�KRZ�LW·V�PDGH��WR�WKH�ÀUVW�IUHVK�WDVWH��LW·V�XQOLNH�
any other. Daisy Brand Cottage Cheese is available in both 
low fat (2 percent) and regular (4 percent) and is made with 
only natural ingredients - no additives or preservatives. 
9LVLW� ZZZ�)UHVKHQ8S<RXU)ULGJH�FRP� WR� ÀQG� D� ORFDWLRQ� IRU�
purchase in your area.

About Daisy Brand
Daisy Brand is a leading provider of cultured dairy products and 
a fourth-generation, family-owned business headquartered in 
'DOODV��7H[DV��7KH�FRPSDQ\�SURYLGHV�VRXU�FUHDP�DQG�FRWWDJH�
cheese for select grocery stores, health food stores, club 
stores, super centers, the food service industries and military 
sectors. To see where the Daisy Brand is sold near you, visit 
KWWS���GDLV\EUDQG�FRP�SURGXFWV�GLVWULEXWLRQ�DVS[�

Daisy does not currently have press releases on its website, but provides a “news” 
VHFWLRQ�ZLWK�PHQWLRQV�LQ�WKH�PHGLD��7KLV�SUHVV�UHOHDVH�DQQRXQFHG�'DLV\·V�́ )UHVKHQ�
Up Your Fridge” contest in 2009 and was found on a separate PR website. Although 
it is not the most recent release for Daisy, it is the only one that provides information 
DERXW�'DLV\·V�PDUNHWLQJ�HIIRUWV��:H�IHHO�WKDW�WKLV�ZDV�DQ�LPSRUWDQW�SUHVV�UHOHDVH�IRU�
the brand because of its timing during the “Fresh Take” campaign, which was when 
'DLV\�VWDUWHG�WR�HPSKDVL]H�WKH�LPSRUWDQW�KHDOWK�EHQHÀWV�RI�WKHLU�FRWWDJH�FKHHVH��
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Friendship started the Fit-To-Go Mobile 
Mixer Tour. With this, a Friendship truck with 
the iconic dove hands out free samples to let 
consumers try their Fit-To-Go snack-sized 
cottage cheese. Friendship also provides 
original and concise media and press updates 
of the of the brand on its website. It provides 
links to the real media and provides nut 
grafs that explain the event to the audience 
simplistically, all on their own website. They 
have also leveraged sponsorships with the 
Professional Golf Association (PGA) Tour 
and Susan G. Komen Race for the Cure. 

(��	���
Knudsen has partnered with California State Parks 
to support the system by donating up to $100,000 
in net proceeds to help sustain the parks and keep 
them beautiful and pure. This sponsorship helps 
further promote its tagline, “Purely California.”

Kemps does not conduct any PR Efforts for 
its cottage cheese line. It does however use a 
partnership with Minnesota Twins player Joe 
Mauer to promote its other dairy products. 
Although they do not directly  promote their 
cottage cheese, they have a strong brand image 
because of its “Kemps Cows.” This allows the 
consumer to recall the Kemps brand quickly 
when the product is advertised or mentioned.

(��Ź

3XEOLF�5HODWLRQV���ż
�
&RPSHWLWRU�35�(IIRUWV
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Chobani
Chobani, like Friendship, uses audience interaction to connect with its target. Mobile 
trucks, aptly named, “CHO-mobiles,” pass out free samples of Chobani on street 
corners and in public areas and especially make their way to concerts, festivals, and 

state and county fairs. 

Out of every competitor, Chobani produces the best press releases to inform the 
media of its events and news. The press release page on the website is organized 
in a way that separates press releases authored by Chobani and news media that 

recognizes the brand.
Chobani also plays an active role with different charities, which is shown on its 
website. The tab on their website is titled “Hometown Happenings” and shows that 
they have recently sent people to Utica, NY to work on Habitat for Humanity as well 
DV�UHFHQWO\�YROXQWHHULQJ�DW� WKH�0RXQWDLQ�+RPH�$LU�)RUFH�%DVH�DW� WKH�+RRS·V� IRU�
7URRS·V�.LGV�EDVNHWEDOO� FOLQLF��$OVR��&KREDQL�KDV� WKH�6KHSDUG·V�*LIW�)RXQGDWLRQ��
ZKLFK�JLYHV�����RI�WKHLU�WRWDO�SURÀWV�WR�D�YDULHW\�RI�GLIIHUHQW�FKDULWLHV��7KH\�KDYH�
IXQGHG�HYHU\WKLQJ�IURP�D�OLWWOH�OHDJXH�ÀHOG�WR�VHYHUDO�FRPPXQLW\�FHQWHUV��&KREDQL�
is currently promoting their all-natural products by sponsoring six athletes on their 
ZD\�WR�WKH������2O\PSLFV�XQGHU�WKH�VORJDQ�´&KREDQL·V�3OHGJH�WR�1DWXUDOO\�3RZHU�
7HDP�86$�µ�7KHVH�SDUWQHUVKLSV�DQG�VSRQVRUVKLSV�QRW�RQO\�KHOS�EXLOG�DZDUHQHVV�
of the Chobani brand across the nation, but also tout their credibility as a socially 

responsible company.

3XEOLF�5HODWLRQV���ż
�
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2SSRUWXQLWLHV
Some of the most successful PR and word of mouth efforts have come from Chobani 
and Friendship with their mobile units that let the brands interact with their target. Free 
samples attract customers to try the product, making easy impressions and customer 
HYDOXDWLRQV��7KLV�KHOSV�WKHP�WR�JDLQ�PRUH�ÀUVW� WLPH�VKRSSHUV�DQG�FRQVHTXHQWO\�EUDQG�
loyal audiences.  Although Daisy already participates in events, their audience is limited 
E\�RQO\�DSSHDOLQJ� WR�GLHWLWLDQ�SURIHVVLRQDOV�� ,W�ZRXOG�EH�EHQHÀFLDO� WR�XVH� WKHLU� FXUUHQW�
event marketing strategies in a different public setting that could attract more customers.

Partnerships provide another avenue for brands to demonstrate their values and also 
showcase corporate social responsibility. Daisy Brand Cottage Cheese is missing out 
RQ�WKLV�E\�QRW�FRQQHFWLQJ�ZLWK�QRQSURÀWV�RU�VXSSRUWLQJ�FDXVHV�WKDW�FDQ�JUHDWHU�EHQHÀW�
various communities. To appeal to YEMMies, we recommend a similar partnership to that 
of Friendship, with Susan G. Komen Race for the Cure. Since Daisy is a family-oriented 
FRPSDQ\��LW�FRXOG�EH�EHQHÀFLDO�WR�HQJDJH�LQ�D�VSRQVRUVKLS�RU�SDUWQHUVKLS�ZLWK�DQRWKHU�
organization that shares the same core values.

Mobile marketing tours are an effective way to promote a 
packaged good through mass sampling efforts.

Leveraging sponsorships can create credibility for your brand 
among the YEMMie target.

Creating a brand image through character representation can 
aid brand recall for the YEMMie during the consumer journey. 

3XEOLF�5HODWLRQV���ż
�

/HVVRQV�/HDUQHG

:KR�WR�/HDUQ�)URP
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Currently, Daisy does not utilize radio as a mass media touch point to target its 
audience. In addition, it has not been a factor in previous campaigns. Although 
none of their competitors are using this medium either, we think that radio would 
be a useful touch point for Daisy because of the reach it has with the YEMMie 
target.

94% of adults age 18-34 listen to the radio.

84% of Americans listen to AM/FM radio in their cars, 
six times more than satellite radio and seven times more 
than streaming.

2SSRUWXQLWLHV�
We have found through secondary research that radio can be successfully 
targeted towards the YEMMie demographic. One out of two Americans listen 
to AM/FM radio before they shop, therefore it is effective to advertise through 
this medium while the target is on their way to the grocery store. As a result, 
Daisy Brand Cottage Cheese has the opportunity to be top of mind while they 
shop. During their drive from work to the store, YEMMies listen to either adult 
FRQWHPSRUDU\�RU�+LWV�RI� WKH� ¶��V��ZKLFK�JLYHV�'DLV\� WKH�FKDQFH� WR� UHDFK�RXW�
to the exclusive audience consuming this touch point. It is also helpful to think 
about the use that radio has for advertising with a jingle. Because Daisy Brand 
Sour Cream was so successful in creating top of mind brand awareness among 
FRQVXPHUV�ZLWK�WKHLU�´'ROORS�RI�'DLV\µ�MLQJOH��'DLV\�FRXOG�EHQHÀW�IURP�FUHDWLQJ�
a separate jingle for their cottage cheese. 

The amount of time Americans spend a week listening to 
online radio grew from 6 hours to over 9 hours in three 
years.  
Online radio is expected to see the largest increase in 
UHYHQXH�JDLQV�LQ������DQG������RYHU�VDWHOOLWH�DQG�EURDG-
cast. 
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Another key opportunity that should be considered is streaming audio, such as 
Pandora and Spotify. The number of subscribers has grown exponentially in the 
past few years. Nearly half of all Americans have heard of Pandora radio and as 
of July 2011, Pandora had over 100 million registered users. With almost half of 
working mothers listening to the radio to get through their day, a total of 43% of them 
DUH�VWUHDPLQJ�DXGLR�IURP�D�:LÀ�QHWZRUN�RU�GDWD�QHWZRUN�WKURXJK�WKHLU�FRPSXWHU�RU�
smartphone. Pandora is a good option for Daisy Brand cottage cheese because 
WKH�PHGLXP�LV�KLJKO\�WDUJHWHG�DQG�FDQ�EH�XWLOL]HG�WR�VSHFLÀFDOO\�UHDFK�<(00LHV��

$0�)0Recommendations

*HQUH

Adult Contemporary

¶��V�+LWV

Top 40

Talk Radio

Classic Rock

The highest genre type that connects with females within 
high-income levels and high education levels, living in 
dual income households. This music is hip, but is also 
the most appropriate for at work listening. 

+DV�D�����LQGH[�RI�JRRG�DW�ZRUN�OLVWHQLQJ�SHUIRUPDQFH��
delivering well across all genders, information and 
income levels. 

While it receives the most gains of listeners, these 
OLVWHQHUV�DUH�LQ�WKH�DJH�UDQJH�RI�WHHQV��DQG�DGXOWV�������
DQG������7KLV�GLUHFWO\�H[FOXGHV�RXU�WDUJHW�GHPRJUDSKLF�
DJH�RI�������\HDU�ROGV�

2QO\� ���RI� OLVWHQHUV� DUH� EHWZHHQ� WKH� DJHV� RI� ��� DQG�
34. Although highly educated and high-income listeners, 
����RI�OLVWHQHUV�DUH�DERYH�WKH�DJH�RI���� 

&RUH� GHPRJUDSKLF� LV� ������ \HDU� ROG�PHQ�� 7KH\� KDYH�
QR�GHVLUH�WR�WDUJHW�D�GHPRJUDSKLF�FORVH�WR�WKH�<(00LH�
SURÀOH�

:K\"

X
X

X

5DGLR���ż
�

After researching the most popular genres on broadcast radio currently, we have made 
UHFRPPHQGDWLRQV�IRU�WKH�VWDWLRQV�WKDW�ZRXOG�DOORZ�'DLV\�WR�EHVW�UHDFK�WKH�<(00LH�WDUJHW��
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Daisy is currently running print ads in numerous magazines including Cooking 

Light, Good Housekeeping, SHAPE, Natural Health, Diabetic Cooking, 
7RGD\·V�'LHWLWLDQ��and Weight Watchers. 

To appeal to YEMMies, Daisy should continue to place their advertisements in 
magazines. The following statistics demonstrate that magazine ad placement 

continues to be effective:

$GXOWV�XQGHU����UHDG�PRUH�
PDJD]LQHV�SHU�PRQWK�WKDQ�DGXOWV�
RYHU���

*53V�IRU�WKH�WRS����UHDG�PDJD]LQHV�
LV�RYHU�WZR�WLPHV�WKRVH�RI�WKH�WRS����
79�VKRZV��LQ�DGXOWV�������

3ULQW�PDJD]LQH�DG�UHYHQXH�
LQFUHDVHG����LQ�WKH�WKLUG�TXDUWHU�RI�
����

0DJD]LQHV�DUH�DW�D�KLJKHU�LQGH[�RI�
DGYHUWLVLQJ�UHFHSWLYHQHVV�WKDQ�79�
DQG�LQWHUQHW�DGV
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3XEOLFDWLRQ�$QDO\VLV
&RRNLQJ�/LJKW

'HPRJUDSKLF�,QIRUPDWLRQ
Median Age: 51 X
Women: 86% 
Married: 62% 
Moms: 40% 
Attended college: 70% 

&RQWHQW�$QDO\VLV
“With Cooking Light��JRRG�IRRG�GRHV�PXFK�PRUH�WKDQ�ÀOO�WKH�SODWH��LW�ÀOOV�D�JRRG�
OLIH�ZLWK�OLPLWOHVV�SRVVLELOLWLHV���:H�JLYH�\RX�WKH�NQRZ�KRZ�WR�SUHSDUH�DQG�VKDUH�
ZKDW�\RX�ORYH�ZLWK�ZKR�\RX�ORYH��VR�\RX�FDQ�QRXULVK�HYHU\RQH��LQVLGH�DQG�RXW���
:LWK�IUHVK�LGHDV�DQG�D�ÁDYRU�DOO�RXU�RZQ��&RRNLQJ�/LJKW�PDNHV�OLIH�KHDOWK\��MR\IXO��
DQG�GHOLFLRXV�µ�

'LDEHWLF�&RRNLQJ�

'HPRJUDSKLF�,QIRUPDWLRQ
Women: 75% 
&LUFXODWLRQ����������X
$YHUDJH�$JH���� X

&RQWHQW�$QDO\VLV
“Diabetic Cooking LV�WKH�RQO\�PDJD]LQH�WKDW�H[FOXVLYHO\�DGGUHVVHV�WKH�IRRG�
PDQDJHPHQW�DQG�GLHWDU\�QHHGV�IRU�GLDEHWHV�FRQWURO��2XU�UHFLSHV�DUH�FDUHIXOO\�
VHOHFWHG�WR�RIIHU�D�YDULHW\�RI�VLPSOH��KHDOWKIXO��DQG�JUHDW�WDVWLQJ�PHDO�FKRLFHV�WKDW�
ZLOO�DSSHDO�WR�SHRSOH�RI�DQ\�DJH�µ�X

Effective Publication

2YHUDOO�$QDO\VLV

X  Ineffective Creative 

3XEOLFDWLRQ�DSSHDOV�WR�
YEMMie target

&UHDWLYH�GRHV�QRW�UHVRQDWH�
ZLWK�<(00LHV��VHH�SDJH�
���IRU�FUHDWLYH�

2YHUDOO�$QDO\VLV

X Ineffective Publication

X  Ineffective Creative 

3XEOLFDWLRQ�GRHV�QRW�DSSHDO�
to YEMMIE target

&UHDWLYH�GRHV�QRW�UHVRQDWH�
ZLWK�<(00,(V��VHH�SDJH�
���IRU�FUHDWLYH�

  X � �,QHIIHFWLYH
 � �(IIHFWLYH

54



0DJD]LQH���ż
�

3XEOLFDWLRQ�$QDO\VLV
1DWXUDO�+HDOWK 

'HPRJUDSKLF�$QDO\VLV

'HPRJUDSKLF�$QDO\VLV

&RQWHQW�$QDO\VLV

&RQWHQW�$QDO\VLV

:HLJKW�:DWFKHUV

Median Age: 49 X

“Natural Health is uniquely 
rooted in health. We empower women by providing a 
broader understanding of everything that impacts their 
wellbeing—from the foods they eat, to the treatments 
they seek, to the way they live.” X

Women: 80% 
Median Age: 48 X
Kids in HH under 18: 47% X
Employed Women: 48% X

“Weight Watchers is a lifestyle magazine devoted to 
providing readers with the tools they need to achieve 
total health. Our editorial encourages readers to feel 
good about who they are through nutrition, exercise, 
fashion/beauty tips and much more.” X 

X Ineffective Publication

X  Ineffective Creative 

Publication does not appeal 
to YEMMIE target

Creative does not resonate 
with YEMMIEs (see page 
57 for creative)

2YHUDOO�$QDO\VLV

X Ineffective Publication

X  Ineffective Creative 

Publication does not appeal 
to YEMMIE target

Creative does not resonate 
with YEMMIEs (see page 
57 for creative)

2YHUDOO�$QDO\VLV
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3XEOLFDWLRQ�$QDO\VLV
6+$3(

'HPRJUDSKLF�$QDO\VLV

&RQWHQW�$QDO\VLV
“SHAPE is the “how to look and 
feel amazing” resource of active, 
FRQÀGHQW�ZRPHQ�HYHU\ZKHUH��:H�KHOS�RXU�UHDGHUV�
DFKLHYH�EDODQFH�LQ�DOO�DUHDV�RI�WKHLU�OLIH�E\�SURYLGLQJ�
WUXVWHG�ZHOOQHVV�LQIRUPDWLRQ��VRSKLVWLFDWHG�VW\OH�HGLWRULDO�
DQG�VWHSV�IRU�SRVLWLYH�FKDQJH�LQ�HYHU\�LVVXH�E\�SURYLGLQJ�
WKH�WRROV�QHFHVVDU\�WR�UHDFK�WKHP�µ

&UHDWLYH�$QDO\VLV
7KH�IXOO�SDJH�SULQW�DG�WKDW�UXQV�LQ�Cooking Light, Natural Health, SHAPE, Weight 
Watchers, and Diabetic Cooking and centers around the idea that cottage cheese is 
D�KHDOWK\�GDLU\�SURGXFW�WKDW�FDQ�EH�DGGHG�WR�\RXU�IDYRULWH�KHDOWK\�VQDFNV��7KH�FRS\�
UHDGV��´$GG�'DLV\�WR�WKH�KHDOWK\�IRRGV�\RX�DOUHDG\�HQMR\�µ�$OWKRXJK�LW�KLJKOLJKWV�WKH�
KHDOWK�DQG�SURWHLQ�EHQHÀWV�RI�'DLV\�&RWWDJH�&KHHVH��LW�GRHVQ·W�KDYH�D�FOHDU�WDUJHW��
7KH�DUW� LV�YHU\�SODLQ�DQG�QRW�DWWHQWLRQ�JHWWLQJ��%HVLGHV� WKH�KHDOWK�EHQHÀWV� WKDW� LW�
OLVWV��WKHUH�LV�QRWKLQJ�WKDW�HQWLFHV�WKH�FRQVXPHU�WR�WU\�'DLV\�&RWWDJH�&KHHVH�RYHU�
DQRWKHU�EUDQG�RI�WKH�SURGXFW��

Median Age: 39
Median HHI: $84,336
&ROOHJH�(GXFDWHG�����
(PSOR\HG�����
$Q\�&KLOGUHQ�����

Effective Publication

X  Ineffective Creative 

3XEOLFDWLRQ�DSSHDOV�WR�
YEMMie target

&UHDWLYH�GRHV�QRW�UHVRQDWH�
ZLWK�<(00LHV��VHH�SDJH�
���IRU�FUHDWLYH�

2YHUDOO�$QDO\VLV
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This creative execution can be found in Cooking Light, Diabetic Cooking, Natural Health, 
Weight Watchers, and SHAPE.

0DJD]LQH���ż
�
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3XEOLFDWLRQ�$QDO\VLV

*RRG�+RXVHNHHSLQJ
'HPRJUDSKLF�,QIRUPDWLRQ
Women: 88% 
Moms: 29% X
Kids under 6 in HH: 13% X
Age 18-34: 15% X
Working Moms: 20% X

“For 125 years, Good Housekeeping has been 
a unique advocate for the American woman and her 
IDPLO\��:H�KHOS�KHU�ÀQG�TXDOLW\�DQG�YDOXH�LQ�HYHU\�
aspect of her life: from health and wellness to food 
DQG�ÀWQHVV��IURP�EHDXW\�DQG�KRPH�WR�SHUVRQDO�VW\OH�
and parenting. 

&RQWHQW�$QDO\VLV

The print advertisement in Good Housekeeping was a part of a sponsored page. 
,W� LV�WKH�ÀUVW�IHDWXUHG�SURGXFW�OLVWHG�XQGHU�WKH�SDJH·V�KHDGOLQH��´*22'�72�*2�µ�
7KHUH�LV�D�OLWWOH�ELW�RI�FRS\�DGGUHVVLQJ�WKH�KHDOWK�EHQHÀWV�RI�WKH�SURGXFW�DORQJ�ZLWK�
DQ� LPDJH�RI� WKH�'DLV\�%UDQG�FRQWDLQHU��7KH�DGYHUWLVHPHQW�FRXOG�EH�YHU\�HDVLO\�
missed, because it is located on a copy-heavy page and is opposite a product 
VXPPDU\�IRU�D�PHGLFLQDO�SURGXFW��+DYLQJ�D�FUHGLEOH�PDJD]LQH·V�VXSSRUW�LV�HIIHFWLYH��
EXW� WKH�SODFHPHQW�DQG�FRQWHQW�RI� WKH�VXSSRUWHG�DG� LV�QRW�EHQHÀFLDO� WR� UHDFKLQJ�
readers. X

&UHDWLYH�$QDO\VLV

2YHUDOO�$QDO\VLV

X Ineffective Publication

X  Ineffective Creative 

Publication does not appeal 
to YEMMie target

Creative does not resonate 
with YEMMies (see page 
59 for creative)
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This creative execution was placed in Good Housekeeping.
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3XEOLFDWLRQ�$QDO\VLV
5HDO�6LPSOH

'HPRJUDSKLF�,QIRUPDWLRQ
Women: 90% 
Median Age: 46.3 X
College Educated: 82% 
Married: 67% 
Any Kids: 37% X

“Real Simple exists to do the thinking for modern 
women. She turns to us for the quick and effective 
À[HV�IRU�KRPH��PHDOV��FHOHEUDWLRQV��DQG�PHVVHV��:H�
KHOS�KHU�QDYLJDWH�PRQH\��IULHQGVKLSV��IDPLO\��ODXJKWHU��
DQG�ORYH��6KH�WXUQV�WR�XV�IRU�DQVZHUV�EHFDXVH�VKH�
NQRZV�5HDO�6LPSOH�ZLOO�EULQJ�FDOP��FRQWURO��DQG�EHDXW\�
to help make her life easier.” 

The copy on the print ad reads: “Add Daisy to the healthy foods you already enjoy.” 
7KH�EDFNJURXQG�RI� WKH�DG� LV�D� IXOO�EOHHG�SKRWRJUDSK�RI�EOXHEHUULHV�ZLWK� WKH�FRS\�
FHQWHUHG�WRZDUGV�WKH�ERWWRP�RI�WKH�SDJH��6LPLODU�WR�RWKHU�DGV�LQ�WKLV�FDPSDLJQ��LW�
LV�IRFXVHG�RQ�WKH�KHDOWK�EHQHÀWV�RI�'DLV\�&RWWDJH�&KHHVH�DV�D�FRPSOLPHQW�WR�\RXU�
IDYRULWH�KHDOWK\�VQDFN��7KLV�FUHDWLYH�LV�PRUH�H\H�FDWFKLQJ�WKDQ�WKH�RWKHUV�ZLWKLQ�WKH�
FDPSDLJQ��EXW�VWLOO�GRHV�QRW�KDYH�D�FOHDU�WDUJHW�DQG�LQVLJKW�WR�JUDE�WKH�FRQVXPHU·V�
attention. X

&RQWHQW�$QDO\VLV

&UHDWLYH�$QDO\VLV

Effective Publication

X  Ineffective Creative 

3XEOLFDWLRQ�DSSHDOV�WR�
YEMMie target

Creative does not resonate 
with YEMMies (see page 
61 for creative)

2YHUDOO�$QDO\VLV
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This creative execution was found in Real Simple.
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3XEOLFDWLRQ�$QDO\VLV
7RGD\�V�'LHWLWLDQ

'HPRJUDSKLF�,QIRUPDWLRQ

This creative execution is more of a product placement than ad. It does an excellent 
MRE� RI� VKRZLQJ� QRW� RQO\� WKH� EHQHÀWV� RI� 'DLV\� %UDQG�&RWWDJH�&KHHVH�� EXW� DOVR�
the versatility of the product. Executions similar to this should be used in more 
PDJD]LQHV�WKDW�KDYH�D�VWURQJHU�UHDGHUVKLS�DQG�RXWUHDFK��EHFDXVH�<(00,(V�DUH�
likely to search for cooking ideas in both print and online mediums.  An ad that 
features a recipe is extremely attention getting - not to mention the layout creates 
PRUH�RI�DQ�DSSHDUDQFH�DV�DQ�DUWLFOH�UDWKHU�WKDQ�DQ�DGYHUWLVHPHQW��7KLV�VSHFLÀF�DG�
FUHDWHG�EX]]�RQOLQH�WKURXJK�EORJ�SRVWV�DIWHU�LW�ZDV�SXEOLVKHG��ZKLFK�GHPRQVWUDWHV�
the effectiveness of incorporating recipes and ideas into ads.

&RQWHQW�$QDO\VLV

&UHDWLYH�$QDO\VLV

´7RGD\·V�'LHWLWLDQ�IHDWXUHV�WLPHO\�
articles on a wide range of nutrition topics - including 
FXOLQDU\�WUHQGV��ORQJ�WHUP�FDUH�LVVXHV��QHZ�SURGXFWV�DQG�
WHFKQRORJLHV��FOLQLFDO�FRQFHUQV��FDUHHU�VWUDWHJLHV��DQG�
research updates. This makes the magazine an essential 
career development resource for nutrition professionals.” X

Publication Type: Trade X
$XGLHQFH��'LHW�3URIHVVLRQDOV�X
5HDGHUVKLS���������X

2YHUDOO�$QDO\VLV

X Ineffective Publication 

&UHDWLYH�UHVRQDWHV�ZLWK�
<(00LHV��VHH�SDJH����IRU�
creative)

Effective Creative

Publication does not appeal 
WR�<(00LH�WDUJHW
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This creative execution was placed in�7RGD\·V�'LHWLWLDQ.

63



2YHUDOO�&DPSDLJQ�(IIHFWLYHQHVV
The most effective magazines for the YEMMie target include SHAPE, Cooking Light, 
and Real Simple. Cooking Light has a large readership of woman and promotes an 
all-around healthy lifestyle for women in multiple aspects of their life. SHAPE has a 
younger readership more closely related to the YEMMie target and they promote a 
EDODQFHG�KHDOWK��ZKLFK�RXU�WDUJHW�VWURQJO\�YDOXHV��5HDO�6LPSOH·V�UHDGHUV�DUH�����
ZRPHQ�ZKR�DUH�HGXFDWHG�DQG�PDUULHG��DQG�WKHLU�FRQWHQW�JLYHV�WKH�¶PRGHUQ�ZRPDQ·�
tips to help make her busy lifestyle easier. We recommend for Daisy to continue 

placing ads in magazines similar to these. 

'DLV\·V� SODFHPHQW� LQ� RWKHU� SXEOLFDWLRQV� LV� VWUDWHJLF� LQ� DSSHDOLQJ� WR� WKHLU� FXUUHQW�
target.  However, in order to appeal to YEMMies, some publications might not 
resonate as well. Natural Health�KDV�D�PHGLDQ�DJH�RI����DQG�WKHLU�UHDFK�LV�TXLWH�ORZ��
Diabetic Cooking is narrowly targeted towards people living under the restrictions 
RI�D�GLDEHWLF�GLHW��2I�*RRG�+RXVHNHHSLQJ·V������������ZRPHQ�UHDGHUV��RQO\�����
DUH�PRPV�DQG�RQO\�����KDYH�FKLOGUHQ�XQGHU�WKH�DJH�RI����7RGD\·V�'LHWLWLDQ�RQO\�

appeals to diet professionals and has a low readership.

0DJD]LQH���ż
�

X X X X X
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&RPSHWLWRU�$QDO\VLV
Chobani

The Chobani “Nothing but Good” campaign 
concentrates on the brand using natural 

ingredients. The series features a print ad 
explaining that the coloring of the blueberry 

ÁDYRU�DFWXDOO\�LV�IURP�EOXHEHUULHV�UDWKHU�WKDQ�
ground beetles, which other brands use. This 

is meant to make customers feel disgusted 
with other brands and offer Chobani as the 
VDYLQJ�JUDFH��7KH�WDJOLQH�RI�´1RWKLQJ�EXW�

*RRGµ�ÀWV�SHUIHFWO\�ZLWK�WKH�QDWXUDO�LQJUHGLHQWV�
feature. 

7KLV�FDPSDLJQ�HIIHFWLYHO\�DGGUHVVHV�LWV�QDWXUDO�
ingredients and is consistent with its brand 

PHVVDJH��$OWKRXJK�LW�LV�VRPHZKDW�WH[W�KHDY\��
it has a modern appeal that could resonate 

with YEMMies.

Breakstone’s 
7KH�FXUUHQW�%UHDNVWRQH·V�FDPSDLJQ�
positions itself against the yogurt category. It 
highlights the fact that yogurt adds sugar to 
WKH�SURGXFW�DQG�WKDW�%UHDNVWRQH·V�GRHVQ·W��,W�
VWDWHV�WKDW�%UHDNVWRQH·V�VWLOO�SURYLGHV�SURWHLQ�
without the added sugar. 

This campaign is more insightful than 
&KREDQL·V���+RZHYHU��'DLV\·V�YDOXHV�ZRXOG�
DOLJQ�PRUH�ZLWK�&KREDQL·V�DGYHUWLVHPHQWV��
%UHDNVWRQH·V�ZRXOG�EH�WRR�FRPSHWLWLYH�DQG�
QRW�PHVK�ZHOO�ZLWK�'DLV\·V�FRUH�YDOXHV��
%UHDNVWRQH·V�FDPSDLJQ�LV�HIIHFWLYH��EXW�
could be more modern looking.

0DJD]LQH���ż
�
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The Friendship campaign features an empty container of 
cottage cheese on its side with a spoon. Across the container, 
a provoking sentence appeared appealing to moms. For 
example, one reads “Excessive spooning may cause hand 
cramps.” This campaign is humorous, but lacks the consumer 
LQVLJKW��7KH�WDJOLQH�IRU�WKLV�FDPSDLJQ�LV�´'LJ�LQ��,W·V�RQO\�
natural.” This campaign appears visually but lacks the reason 
to choose Friendship over another cottage cheese brand.

We agree with the placement of Daisy Brand Cottage Cheese ads in the magazine medium 
because it effectively reaches the YEMMie target, but the placement of these ads needs 
to be more strategic in the type of publication in order to reach a larger percentage of this 
audience. 
Daisy Brand has effectively used the medium by advertising in publications such as 
&RRNLQJ�/LJKW��6+$3(�0DJD]LQH��DQG�5HDO�6LPSOH��%DVHG�RII�RI�WKLV�DQG�WKH�ÀQGLQJ�RI�
*URXS��·V�SULPDU\�UHVHDUFK��WKH�<(00LH�WDUJHW�XVHV�WKH�PDJD]LQH�PHGLXP�IRU�LGHDV�DQG�
tips on living a healthy lifestyle in all aspects of her life. She reads these publications to 
ÀQG�QHZ�UHFLSHV��WU\�QHZ�ZRUNRXW�URXWLQHV�DQG�GLVFRYHU�KHOSIXO�LGHDV�IRU�KHU�KRPH��7KLV�
PHGLXP�LV�D�WRRO�VKH�XVHV�WR�EHWWHU�KHU�DQG�LPSURYH�KHU�IDPLO\·V�ZHOO�EHLQJ�EHFDXVH�VKH�
trusts these publications to guide her in the right direction. 
2WKHU�PDJD]LQHV�WKDW�ÀW�WKLV�LPDJH�DQG�LQFOXGH�FRQWHQW�VLPLODU�WR�6+$3(��&RRNLQJ�/LJKW�
DQG�5HDO�6LPSOH�ZRXOG�EH�EHQHÀFLDO�IRU�'DLV\�%UDQG·V�DGYHUWLVLQJ�SXUSRVHV�DQG�ÀW�LQWR�WKH�
YEMMie demographic and lifestyle. Such publications that we suggest are Self, Parenting 
Magazine, Family Fun, Health Magazine and Food Network Magazine. 

/HVVRQV�/HDUQHG�
Advertise in publications with a large enough reach to be effective.

More directly target the intended audience through insightful creative. 

Choose publications that YEMMies are reading for tips and advice.

2SSRUWXQLWLHV

0DJD]LQH���ż
�
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%UHDNVWRQH�V

.QXGVHQ

)ULHQGVKLS

.HPSV

NEWS SAVE 10%

&KREDQL

To help provide a visual summary of where Daisy stands against its competitors in terms of 
traditional media, we provided an analysis for each brand. Chobani and Kemps currently use 
the most traditional media, with Daisy and Friendship tied for second place. However, it is 
LPSRUWDQW�WR�QRWH�WKDW�WKH�TXDQWLW\�RI�PDVV�PHGLD�GRHVQ·W�DOZD\V�PDWFK�XS�ZLWK��TXDOLW\��,W�LV�

important for Daisy to be strategic with its media placement in order to appeal to YEMMies. 

To summarize, we recommend the following touchpoint engagements for Daisy:

7RXFK�3RLQW�6XPPDU\

- Daisy should create a radio/pandora ad and 
play it during the hours of 9 a.m. – 5 p.m. 
when YEMMies are traveling to and from work 
or when they are listening to the radio at work.   
-Daisy should advertise their brand on a 
billboard.
-Daisy should increase their public relations 
through partnerships and food trucks. 
-Daisy should increase their in-store 
promotion by offering samples, similar to their 
trade shows.

- Hulu and/or product placement should be used 
to replace live TV commercials for YEMMies.
- Daisy should use coupons to advertise to the 
YEMMie target market through direct mail, and 
utilize their website to provide consumers with 
coupons. 
- Daisy should use the following publications: 
Shape, Real Simple, Cooking Light, Parenting, 
Family Fun, and Food Network Magazine to 
display their products. They should consider 
using different creative executions of their ads 
as well.
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1. Narrow the target audience.
Daisy needs to not only narrow their target, but also understand the target as 
individuals. Right now, Daisy tries to appeal to too large of a target without generating 
any insights. 

2. Reach out to the audience.
Although the wide audience Daisy currently targets may run across the Add Daisy 
campaign, the small number of media touch points they are leveraging currently 
could easily go unnoticed. 

;B���
	����	�����������ŰB
Consumers recognize Daisy Brand for their sour cream, less so for their cottage 
FKHHVH�SURGXFW�� ,W� LV� LPSRUWDQW� IRU�'DLV\·V�FRQVXPHUV�WR�NQRZ�WKDW� WKHLU�FRWWDJH�
cheese lives up to the reputation of their sour cream. After putting so much effort 
into advertising their sour cream, they should do the same for advertising their 
cottage cheese. 

4. Take part in your community. 
'DLV\·V� ODFN� RI� FRPPXQLW\� LQYROYHPHQW� GRHVQ·W� DFFXUDWHO\� UHÁHFW� WKHLU� FRUH�
organizational values. Building a partnership or sponsorship would help to build an 
authentic voice that would appeal to the Mindful Nurturer. 

=B�%�������Y	����B������	B�
Daisy Brand Cottage Cheese is a high quality product and it should be advertised 
DV�VXFK��7KH�FUHDWLYH�H[HFXWLRQV�DQG�PDUNHWLQJ�HIIRUWV�GR�QRW�SRUWUD\� WKH�KDUG�
ZRUN�LQ�FUHDWLQJ�D�TXDOLW\�SURGXFW��'DLV\·V�FUHDWLYH�H[HFXWLRQV�QHHG�WR�WDNH�PRUH�
ULVN�LQ�RUGHU�WR�FUHDWH�D�FRPSHWLWLYH�HGJH��

Overall, our recommendation for Daisy Brand is to TAKE PRIDE.�'DLV\·V�DELOLW\�WR�
create top of mind awareness for their sour cream demonstrates there is potential 
IRU� FUHDWLQJ� D� VXFFHVVIXO� FDPSDLJQ� IRU� WKHLU� FRWWDJH� FKHHVH�� ,W� WRRN� 'DLV\� ���
\HDUV�WR�FUHDWH�WKLV�VXFFHVVIXO�SURGXFW��EXW�ZLWK�RXU�UHFRPPHQGDWLRQV�LW�ZLOO�WDNH�
VLJQLÀFDQWO\�OHVV�WLPH�WR�FUHDWH�JUHDWHU�EUDQG�OR\DOW\��
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www.daisybrand.com
www.daisybrandhealth.com
http://www.babycenter.com/0_couponing-without-the-crazy_10357034.bc
http://www.babycenter.com/0_moms-speak-up-on-how-they-save_10357056.bc
http://www.mobilecommercedaily.com/moms-not-too-keen-on-mobile-coupons-study
http://www.google.com/think/research-studies/from-clipping-to-clicking.html
http://www.slideshare.net/webby2001/moms-and-media-2013-by-edison-research
http://www.factbrowser.com/tags/coupons/
http://www.parents.com/parenting/money/household-budget/online-coupon-resources/
http://www.parenting.com/article/coupons-for-mom-1000066036
http://coupons.target.com
http://www.frbuyer.com/2013/05/women-still-do-most-grocery-shopping-plma/
http://timeuseinstitute.org/Grocery%20White%20Paper%202008.pdf
http://drugstorenews.com/article/point-purchase-research-76-buy-decisions-still-being-made-store
http://berryondairy.blogspot.com/2013/01/cottage-cheese-comeback-kid.html
http://ferlieyruma.wordpress.com/2013/01/11/daisy-cottage-cheese/
http://www.nytimes.com/2013/02/11/business/media/self-magazine-widens-its-focus-for-a-younger-audience.html?_r=0
http://stateofthemedia.org/2013/news-magazines-embracing-their-digital-future/news-magazines-by-the-numbers/
http://www.roymorgan.com/findings/top-10-mags-for-mums-201305100421
http://www.marketingcharts.com/wp/television/tv-and-magazine-ads-get-most-attention-from-users-21016/
http://www.magazine.org/industry-news/press-releases/mpa-press-releases/mpa/3rd-quarter-pib®-data-shows-positive-trend
http://www.magazine.org/sites/default/files/MPA-FACTbook2013-f-lo.pdf
http://www.magazine.org/node/27798
http://www.magazine.org/insights-resources/research-publications/guides-studies/magazine-media-readers-and-tablets
http://yeswecoupon.com/grab-daisy-cottage-cheese-for-only-1-10-at-shaws-starting-621/
http://www.couponing101.com/hot-55-kraft-cheese-and-dairy-products-printable-coupon/
http://www.couponaholic.net/tag/daisy-cottage-cheese-coupon/
http://www.google.com/think/research-studies/from-clipping-to-clicking.html
http://www.today.com/money/coupon-clipping-declines-shoppers-get-savvier-1C9068251
http://www.babycenter.com/0_couponing-without-the-crazy_10357034.bc
http://www.babycenter.com/0_moms-speak-up-on-how-they-save_10357056.bc
http://www.mobilecommercedaily.com/moms-not-too-keen-on-mobile-coupons-study
http://www.google.com/think/research-studies/from-clipping-to-clicking.html
http://www.slideshare.net/webby2001/moms-and-media-2013-by-edison-research
http://www.factbrowser.com/tags/coupons/
http://www.parents.com/parenting/money/household-budget/online-coupon-resources/
http://www.parenting.com/article/coupons-for-mom-1000066036
http://chobani.com/core/wp-content/uploads/2012/05/we-fund-champ-field-300x168.jpg
http://chobani.com/core/wp-content/uploads/2012/07/history-shepherds-gift.jpg
http://www.entrepreneur.com/dbimages/article/topimage/chobani-truck.jpg
http://www.prophet.com/thinking/view/645-optimizing-marketing-at-the-point-of-sale
http://www.today.com/money/coupon-clipping-declines-shoppers-get-savvier-1C9068251
https://www2.nchmarketing.com/ResourceCenter/assets/0/22/459/535/075ecfb07df44902bb773158e59b9b8a.pdf
http://www.themediaaudit.com/3101.aspx
http://www.nielsen.com/us/en/newswire/2010/the-coupon-comeback.html
http://www.google.com/think/research-studies/from-clipping-to-clicking.html
http://www.arbitron.com/downloads/radiotoday_bynumbers/spring13/radio_delivers_numbers_spring13.pdf
http://www.slideshare.net/webby2001/moms-and-media-2013-by-edison-research
http://www.arbitron.com/downloads/Radio_Today_2013_execsum.pdf
http://www.bls.gov/cps/cpsaat03.pdf
http://www.adweek.com/news/television/study-prime-time-spending-wildly-inefficient-146699
http://www.cnn.com/2011/LIVING/06/14/phone.addicted.parent/index.html
http://www.youtube.com/watch?v=Io1tWIIc2Uo
http://static.googleusercontent.com/external_content/untrusted_dlcp/www.youtube.com/en/us/yt/advertise/medias/pdfs/research-gen-v-women-2.pdf
http://online.wsj.com/article/SB10001424052970204554204577025941886057630.html
http://online.wsj.com/article/SB10001424052970204554204577025941886057630.html
http://www.mediapost.com/publications/article/121110/#axzz2giA6HWJ4
http://www.forbes.com/2008/04/30/genv-gartner-marketing-oped-cx_asa_0430genv.html
http://www.partnersandnapier.com/work/friendship-dairies-rebranding-campaign
http://lilveggiepatch.com/2009/08/08/product-review-daisy-brand-cottage-cheese-contest/
http://www.theatlantic.com/business/archive/2011/08/how-did-greek-yogurt-get-so-popular/244025/
http://content.clearchannel.com/cc-common/mlib/108/04/108_1301951637.pdf
http://www.arbitron.com/downloads/InCarStudy2009.pdf
http://www.rab.com/public/reports/MEDIACONSUMPTION-RADIOPULL-OUT-%209-11.pdf
http://www.prnewswire.com/news-releases/pandora-audience-grows-across-all-key-radio-buying-demographics-163393886.html#prettyPhoto
http://stateofthemedia.org/2012/audio-how-far-will-digital-go/audio-by-the-numbers/
http://chobani.com/community/hometown-happenings/
http://chobani.com/who-we-are/shepherds-gift/who-we-fund/what-what/
http://www.360i.com/reports/marketers-engage-millennials-supermarket/
https://delivermagazine.com/2010/02/why-product-sampling-works-so-well/
http://static.googleusercontent.com/external_content/untrusted_dlcp/www.youtube.com/en/us/yt/advertise/medias/pdfs/research-gen-v-women-2.pdf
http://www.bls.gov/opub/ted/2013/ted_20130510.htm
http://www.bls.gov/cps/cpsaat03.pdf
http://www.familyfacts.org/charts/191/nearly-one-in-four-children-with-a-working-mother-goes-to-day-care
http://online.wsj.com/news/articles/SB123387543162854319
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