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much more Beatrice

Bales promotion is primed and
positioned to contribuie its special
ingredients to the communications
campaign that will make Beatrice and
its brands much betier known by the
time the Summer Olympics are com-
pleted. So says the man who helped
develop the promotions that accompany
the campaign, Lee Flaherty, president
of Chicago’s Flair Communications.

Using baseball terminology, Flaherty
describes promotion as the hitting—
the heavy hitting— that a team needs
to be a consistent winner. He contrasts
promotion with sales, which he says
provides the fielding for the team, and
media advertising, which serves the
role of pitcher.

Promotion comes in two forms: trade
promotion designed to catch the
interest of businesses such as retailers,
and direct consumer promotion.
Consumer promotion is becoming more
and more important, Flaherty says.

Alexander Brody

Ad drive sharpens
the Bealrice edge

Advertising carapaigns of the kind
that is scoring so successfully for
Beatrice are not devised by whiim; they
are man’zged from conception to de-
livery by two very diffex -eat forms of
mental discipline.

Evaluating the effectiveness of ad-
vertising requires a mental {hscm;zw
too, but the form is different from that
usually associated with the manage
ment of marketing and sales.

Such is the message of Alexander
Brody, president and chief executive
officer of DYR, a joint venture of the
Young and Rubicam advertising
agency in the United States and
Dentsu, Inc. of Japan, and a Beatrice
director.

“The sales force has to be motivated
and have the right selling tools to
present the best story. The trade has
to know the promotions are suitable
for its outlets and be motivated io
use them.

“And the primary target, the con-
sumer, receives the total impact of the
promotion—and gets motivated to
buy products.”

The result is a great deal of activity
leading to the summer games, which
begin July 28 in Los Angeles. To back
up the advertising theme, “You've
Known Us All Along,” Beatrice will
have in place a variety of promotional
vehicles:

@ Thirty million newspaper inserts
will be delivered to homes on Sunday,
July 15, A total of 23 national and
regional brands will be featured on
coupors.

@ Supermarkets will display infor-
mation guides to the Olympics, window
posters, signs and magnetized banners.
Home products retailers will sport
similar promotional items.

© The information guide itself, called
“Beatrice Salutes the Winners.”
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Firet, you start with the concept of
the “information society”—the idea
that information is the currency of
modern commerce. Brody conirasts
the concept with a more traditional
view of information:

“It would appear that the challeng: ce
to business success is not to seck after o Credibility: “Avoid exaggerated
secrets, but rather to make better use  claims, phor ny | puopiﬂ or situations.
of information that is universally avail- Present facts instead of generalities”
able —more imaginative analysis of ® Originality: “Any adverﬁsemem
which your 0mpati£0‘ could sign
with their 1»0%0,3 shouldn’t be signed
with Beatrice’s

» Relevance: “Your commercial or
print ad should spx.mg fro ™ the in-
herent nature of your product”
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® Empathy: “Unconsciously, people
judge advertising as they do a person.
Is that person ﬁ‘imdly, easyo‘om oy
vibrant, interesting, persuasive or
1{110%/1edgwble? Is the advertising
worthy of being a friend?”

Then the surprise that makes good
ads great: Brody says the successful ad
person knows the rules well enough
that he or she can break them and
justify breaking them, when appro-
priate.

“But beware,” Brody says. “Nothing
the writer writes, or artist draws, or
producer conceives, has any merit
until someone says it has. And that
someone is usually the person who is

paying the bill?
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Beatrice personality

Whatever the means of measurement,
the new Beatrice consumer advertising
campaign, launched in February, is
succeeding by Olympic propertions.
T'wo persons who are helping make
the network television commercials
and national print ads work, think
they know why.

Pat Kane, Beatrice director of ad-
vertising, and Tom Sharp, president
of the Corporate Commumications
e STOUD of Marsteller, Inc., are mea-
suring the campaign against two
distinct but related ob]ecuves—

a short-term desire to generate con-
sumer recognition of Beatrice and
its brands, and a long-term objective
of creating a public image of the
existing Beatrice personality,

It started, as good advertising
campaigns do, with research.

“These ads are the result of several
comprehensive research studies in-
volving more than 3,000 interviews,”
Kane says. “This research has not only
determined Beatrice’s recognition
factor—or lack of it —but it also defined
an ideal Beatrice personality. It estab-
lished Beatrice as a friendly, caring
responsible individual.”

“?evelopin o the now- hmi]'ar theme,
“You've Known Us All Along,” wasn’t
as easy as the naturalness of the tele-
vision opots raight make it appear.
Zven making them look effortiess took
a good deal of planning and effort.

WO auditioned more than 1,300
people—and a dozen or so cats. We
scouted more than 200 locations and
developed a total of 30 vignettes that
have been combined into 12 different
versions of the commercials) Kane says.

“i5 total, more than 40,000 feet of
film were shot and 57 magazine inserts
will run during 1984.”

The introduction of the commercials
during the Winter Olympics almost
single-handedly accomplished the
short-term objective of the campaign,
increasing Beatrice name recognition.
A survey indicated that before the
Olympics, only 1.3 percent of the
respondents to the survey recognized
“Beatrice” as the name of the company,
without assistance. Afterwards, that
figure jumped more than six times,
according to Sharp.

Fven more dramatic was the name
recognition that was reported, with
some assmtance from the team of sur-
veyors. Nineteen percent recognized
Beatrice before the Winter Olympics;
50-51 percent afterwards. But the
February games are only the beginning.

“Between now and the beginning of
the summer games in Los Angeles in
July, we will continue to blanket major
consumer magazines,” Sharp says.
“Ads will be inserted in such popular
magazines as Good Housekeeping, People
and Business Week.

“Television commercials will again
be aired this summer. Finally, a second
major push will be made in July and
August with the Summer Olympics
on ABC-TV,” Sharp says.




Hal Handley and
Marsh Blac DU

rokers organizing
o unite cur brands

Coordinating broker assignments is
giving Beatrice increased leverage in
the marketplace and translating into
increased sales, according to Hal
Handley, Beatrice vice president and
director of marketing. And brokers are
enthusiastic about the new environ-
ment, says Marsh H. Blackburn, presi-
dent of Sales Force, Inc., Chicago, one
of the companies involved in the
realignment.

“The decision on the part of Beatrice
management to develop such a de-
tailed and thorough realignment plan
must be applauded,” Blackburn says.
“From my perspective, it’s one of
the most analytical approaches I've
ever seen.”

The realignment clearly affirms that
Beatrice believes strongly in the broker
as the primary means of moving prod-
uct onto retail shelves, Handley
explains, “The problem is . . . we've
simply had too many brokers working
on too few products. Before realign-
ment, we did business through roughly
600 brokers, with as many as 20 repre-
senting different Beatrice products in
a single market. We’re determined to
bring our brands together . . . to lever-
age the impact that a coordinated,
unified approach can provide”

Hamdley expects the realignment to
be 80 percent complete by May 1,
“and then some really good things are
going to start to happen.”

Realignment isn’t the end of the
program, he emphasizes. “We're setting
up a broker administration group to
work on developing quarterly goals
for brokers in terms of sales, merchan-
dising support and coverage. We’ll
work as a team to make sure our
objectives are met.

“We're clearly on the threshold of a
new era,” Handley concludes. It’s going
to provide us with more sales leverage
opportunities than ever before. Our
brokers will have more products to
work with, and these products will be
backed by more Beatrice promotional
dollars than many of these brokers
probably ever dreamed of”

Blackburn points out that “the time
is right for . . . all of you to renew your
commitment to Beatrice sales power.
The food industry environment is con-
solidating rapidly. Strength is essential
for survival. Beatrice, obviously, under-
stands this axiom.

“Nothing comes easy to affect
change,” he continues. “All of us can
reflect on many changes that dissipated
over short time spans. That must not
happen to our relationship —to Beatrice
and its brokers. The interim period of
adjustment for everyone is a challenge
that requires a unique commitment
for all participants.

“We recognize that commitment, as
we also understand the rewards ahead
for all of us”

i Domn EL@@@@@

Mmﬁ@%mg reguires
constant teamwork

Bealrice as a supplier and its non-food

customers—such as J.C. Penney—have
a lot in common, says Don Lauer,
Penney’s national merchandise man-
ager. At the most basic level, it’s
marketing

“Both are in a state of transition,”
Lauer says. “Both are in the process of
redefining the way we do business, of
setting long-range goals, of focusing
our energies on product lines which
can help us meet those goals and dis-
continuing other products which we
have come to see as less valuable

“We both are pouring immense
financial and personal resources into
recognizing and responding to the
consumner trends which will enable us
to turn our exhaustive marketing
efforts into impressive sales results”

Lauer points out that neither the
retailer nor the supplier can meet this
objective alone. “The successiul mar-
keting of consumer goods requires
thorough, ongoing cooperation between
you, the supplier, and us, the retailer,
in order to develop and promote the
products which cur customers want”

Lauer cites Samsonite Luggage in
his example of a successful cooperative
marketing effort. In 1982, “we nego-
tiated w1th Samsonite aﬁd other
suppliers to provide a high volume of
merchandise at prices which were
appropriate for a 50 percent discount
luggage sale. That first sale in May of
1982 was a huge success. Our stores
sold more than $22 million in luggage
and Samsonite found a profitable
upscale market.

“As a result, Samsonite developed
soft-side luggage for our expanded
1983 sales campaign. Penney’s expects
to do more than $30 million in luggage
business this spring. And Samsomte,
which in 1982 supplied about one-third
of the merchandise, will provide more
than half this year.

“All of this is applicable to any com-
pany that supplies the merchandise we
sell,” he concludes. “We value the
supplier who can respond to our cus-
tomers’ needs and provide us with the
quantities and quality of merchandise
these customers expect.”

FPhotographs, advertisements, packaging
and othey memorabilia on display at the
Management Conference provided sales
and marketing managers in astendance a
corm, bollz'ng glimpse of the 90-year history
of Beatrice. The accompanying narraiive
read, “Through the years, Beatrice has
benefited from the dedication and hard
work of its employees and their eagerness
io vespond auzc/fly fo changing market
conditions.”
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Continued from page 1)

een extremely valuable in China.
FC worked with me on China ever
since the first visit over there. He has
the respect of the Chinese people and
the respect of our partners, and he
"ei‘mirﬂy has the respec‘c of our people
who work over there”

“Bill Granger’s career with Beatrice
is typical of why we've been successful,”
adds retived chairman William G.
Karnes. “We’ve had a lot of good
people who have proved themselves to
have the ability to work with people,
motivate people and also run a profit-
eble operation, and surely that is the
core reason Beairice has been a success.”

“Bill Granger is a man you have
confidence in, and I've told man
people in our company Lhat Bill could
make any decision for me, " says Don
Grantham, retired pl@Sldeﬂt. “He's
outstanding [for] his dedication and
his dependability and good business
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Senior Vice President Anthony Luiso
has worked closely with Granger in
the International Foods Group for
many years. “He is a great person and
a very dedicated individual to Beatrice.
And obviously, he’s been a great
support to international, a true believer
that Beatrice is and should remain
aninternational company, a worldwide
company. He has been extremely
successful in gaining the respect of our
partners, and the division expanded
tremendously under his leadership.”

Vice Chairman John Conners sees
Granger as someone who “always
remembers everyone and he’s very
encouraging to people. He's a pleasure
to be with. He knows how to handle

¥ James L. Duit

Le¥’s move forward
| with new sales power

(Continued from page 1)

lines. Our potential strength —Beatrice
power—lies in our ability to leverage
that known strength; that is, to leverage
that tremendous sales talent which in
the past has produced so many indi-
vidual success stories . . . to turn this
power into one unified sales effort.

“By building a strong, unified com-
pany image, associating our already
successful brands with the name
‘Beatrice, all our Beatrice products will
experience increased sales.

“Increased sales should lead to in-
creased customer loyalty. And increased
customer loyalty should increase sales.
Together, they equal Beatrice power”

For more than a year, Beatrice has
responded to the new marketplace
with a concerted effort to define who
we are. To our delight, our surveys of
the public and the trades confirmed
that we are, in fact, a caring, respomsi-
ble company with many fine quality
products and the ability to sell them.

Now the introspection is over.

As Jim Dutt suggesis we know who
we are and it’s high time the world did.
We're well on our way —together.

himself whether with the average
working person or with the president
of the United States. A friend; T would
describe him as a friend.”

“Bill Granger is one of the few
gentlemen I have ever met in my life,”
says Vice President Doug Stanard,
“and he cares so much about the
younger people who are coming up.
He takes time to help them and to
teach them.”

Williarm ¥W. Granger [r. has been

vice chairman of our company since
September 1982, and a member of the
Board of Directors since 1979. He joined
the company in 1946 as office and
credit manager in the Norfolk, Va.,
dairy plant and advanced rapidly
through various dairy management
positions. He was elecied a corporate
vice president in 1972 and became
president of the International Food
Division in 1976. The following year he
became senior vice president and then
executive vice president.

Throughout the years, in every posi-
tion, he has been, as retired chairman
Wallace Rasmussen describes him,
“sensitive to the needs of his employees,
sensitive to the feelings of his peers
and loyal to his superiors and the
company.”

In recognition of his tremendous
contributions to the growth and
success of Beatrice, Granger has been
named a charter member of the new
Chairman’s Honor Club.

Management Conference Edition.
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