Campbell Company of Canada
Young Creative Brief 2008

WHAT ARE WE TRYING TO DO?
Create a stronger emotional connection with younger adults to encourage out-of-home
consumption of Campbell's Chunky To Go microwaveable bowls.

WHO ARE WE TALKING TO?

We're talking to guys, 20-30, living on their own, with no kids and working full-time. They spend
their free time playing sports, going out and hanging out with friends. They have large appetites
and eat well.

WHAT DO THEY CURRENTLY THINK AND DO?

These are guys, so consequently they don’t think much at all. They take care of themselves, but
when it comes to lunch, they do what they've always done - whatever is easiest. They usually
don't think about lunch until they get hungry, so they typically eat out or grab leftovers from the
fridge. They do not go grocery shopping proactively, but rather make the trip once the pantry
runs empty. They eat throughout the day while working and gravitate towards foods that are
convenient, authentic and delicious.

WHAT IS THE SINGLE-MINDED IDEA THAT NEEDS TO BE COMMUNICATED?
You will get through the day with Campbell's Chunky To Go.

WHY SHOULD THEY BELIEVE US?

- It fills them up right; it's wholesome and hearty, with lots of big chunks of meat, veggies and
potatoes.

- Itis extremely easy and quick to prepare, and much cheaper than eating out.

WHAT IS STANDING IN OUR WAY?

- These guys are familiar with the Chunky brand, but Chunky To Go has little emotional
connection, awareness and perceived relevancy.

- There are loads of other options offering good-for-you snacks/meals for out-of-home eating.

WHAT IS THE BRAND PERSONALITY?
Manly, big-hearted, humorous

WHAT DOES SUCCESS LOOK LIKE?

We are seeking a big breakthrough idea that creates an emotional benefit for the target,
integrates the functional benefits of the food, and gives them a reason to think about lunch before
lunchtime.

WHAT ARE THE REQUIREMENTS?
- Innovative out-of-home media/creative
- Build upon Chunky heritage, but does not need to include NFL/CFL football




