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Executive Summary

Four’N Twenty pies face the pressure of healthy eating.

Introducing the Four’N Twenty Magic Salad Plate. A fully integrated brand building

campaign on steroids.

Pies sell like crazy. When comparing the campaign period of 13-July - 19-October

2008 versus the same period in 2007, Four’N Twenty single serve pies grew:

- +36.549% in value and +25.67% in units in the Retail channel

(Source: Aztec).

- +18% in value and +9% in cartons sold in the Foodservice channel

(Source: Patties Ex-Factory Sales).
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The Challenge

Four’N Twenty pies face the pressure of healthy eating.

When it comes to meat pies Four’N Twenty is number one with a national market
value share of 33.6% of total Meat Pie Frozen Savouries in the Retail, or
Supermarket Channel (Source Aztec: MAT 28/12/08). A share number that does not
begin to define the total size of the brand which really lives hot in local pie warmers
across Australia, but due to the complexity and incompleteness of how sales data is
captured in the Foodservice (Route and P&C) channel, we cannot accurately provide

a total market share.

Four’N Twenty is a brand with a clear positioning as the champion of the Aussie
bloke’s hunger. A working class, down to earth brand, laid back and with a sense of
humour. Its roots are proudly blue collar but aspirational to all men as it represents

honest, Australian “good bloke” values.

So when we sat down with Patties Foods, the proud owners of Four’N Twenty, at the
start of 2008 - a warm summer if you remember rightly, so not a great time to be
thinking about hot pies - we thought more of the same; traditional television
advertising to keep the brand front and centre in people’s minds, supported by
activity at the point of purchase, and driven by price promotion and it'll be business

as usual.

But no.
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When we looked closely at the category we noticed a trend emerging. The rise of the
unbranded or unwrapped pie in our key Foodservice channel where our famous hot
pies were fighting for space in the warmer and increasing pressure from home
brand pies in our Retail channel where the freezer section was becoming a
battleground. In fact “You'll love Coles” alone had snuck up to 4.7% share of dollars

of total Meat Pie Frozen Savouries (Source: Aztec MAT 30/12/2007).

Furthermore the total category in Retail had been pretty much flat for at-least four

years.
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This got us worried. But what really concerned us was a trend emerging amongst
our core Aussie bloke audience. The rise of healthy lifestyles and in particular diet.
was starting to enter the fortress of the Australian male’s psyche. Datamonitor has
for many years been reporting a shift to healthier lifestyles in developed western
countries. Datamonitor’s report, New Developments in Global Consumer Trends
(2007) identifies that, “Health and fitness ranks as the second most important value
for global consumers” and that, “76% of European and US citizens overall were
“conscious of health and wellness issues on a daily basis”. We turned to Australian
social monitor, Australia SCAN by Quantum Market Research, to see if this trend was

impacting our Aussie Blokes and sure enough our fears were confirmed.

Using An Extensive Range Of Health
g Alternatives

Activities undertaken in past year

% men 18-39
35 4
. Had A Massage
30 — .
. Took Vitamins On
25 | ) } Regular Basis
20| - . . . : ) Joined A Health
. . . . . * Club Or Gym
15 1 .
10 1 . A . *
. - { it;”-:' :"‘4'- .M”f'-
5 4 - wrinkle Cream
0+ . . — . . . . . .
2000 2001 2002 2003 2004 2005 2006 2007 2008 2009
Australia F‘
3. hot 1o be repeadaced e whole o0 In gt without Te wprees pevnason of Cuartum Nadtet Resaarce Pty Uix scAN

Society was indeed placing pressure on our blokes to not only eat healthier, but be
healthier in general, which is not a bad thing, but should they be made to feel guilty

if they choose to have something they really enjoy from time to time?
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From our analysis of what was happening at the coalface of sales and the larger

social trends at play, three key marketing objectives emerged:

KEY OBJECTIVES:
1. SALES:

1A:  Drive dollar sales of single serve pies across Retail and Foodservice by

8% and 10% respectively.

1B:  Deliver sales growth without increasing the level of price promotion

activity.

Delivering sales growth for a market leader in a mature category that
is under pressure, while reducing our reliance on the price lever, was

indeed a significant challenge.

2. BRAND:

2A:  Reinforce Four’N Twenty’s status as the champion of Aussie blokes

hunger.

3. TALKABILITY:

3A  Create noise and talkability for the brand so that it punches beyond its

weight.

So 2008 had to be far from business as usual.
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All activity prompted our audience to collect codes from the packs and go to the

appropriately designed and characteristically piss-take www.magicsaladplate.com

where all their questions regarding this wonderful invention were answered and
they could enter the codes from two packs, pay $5 plus postage and handling and

receive their very own Four’N Twenty Magic Salad Plate in the post.

All these channels allowed our audience to have varying levels of engagement, from
passive and shallow in the form of seeing or hearing traditional communication and
enjoying a Four’N Twenty pie with a smile on their face, to active and deep in the

form of collecting codes, going online and purchasing their own Magic Salad Plate.

The Four’N Twenty Magic Salad Plate was an idea that tapped into the psyche of our
audience, was true to the brand, and was delivered across media channels as a fully

integrated brand building sales promotion.

What happened next simply blew us away!
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The Results
Pies sell like crazy
The campaign launched on 13-07-2008 and ran until 19-10-2008.

Strong sales results across the promotional period aside, the equity building
benefits of further engraining Four’N Twenty in the hearts and minds of our

audience will be enduring.

Relating the results back to the established objectives:

1. SALES:

1A:  Drive purchase of single serve pies across the Retail and Foodservice

channels by 8% and 10% respectively.

1B:  Deliver sales growth without increasing the level of price promotion

activity.

CLEMENGER BBDO

13



In Retail the Four’'N Twenty promotional range enjoyed growth in dollar terms of
36.54% and in volume of 25.67% (Source: Aztec) when comparing the campaign

period of 13-July — 19-October 2008 versus the same period in 2007.

Furthermore, with no increase in distribution points or facings, the growth came as

a direct result of increased rate-of-sale.

As market leader in supermarket frozen pies, we're not talking about growth off a

small base. This is big growth coming off a big base in a mature category.
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In the Foodservice channel, Four’'N Twenty grew 18% in dollar sales and 9% in

terms of cartons sold when compared to the same period the year prior (Source:

Patties Ex-Factory Sales).
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In the crucial 7Eleven account alone, Four’N Twenty enjoyed an incredible 24.6%
growth in dollar sales (Source: Patties Ex-Factory Sales) with no change in

distribution versus year prior.
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In line with our 1B sales objective, the number of price promotions dropped across
the promotional period versus the same period year prior by 25%. From 16 down to

12 across the Retail channel. (Source: Aztec)

In fact we managed to increase our price per kilo by 12.15% in the Retail channel

and still managed the remarkable value and volume growth results. (Source: Aztec)

Total Four’N Twenty Promotional Range
RETAIL CHANNEL

Campaign | Campaign % Change

Period LY Period TY (Base)
Price Promotions: 16 12 -25%
Price (S/Kilo) 7.07 7.95 12.15%

(Source: Axtec)

Our growth objective was not only reached, it was smashed! And we didn’t have to

rely on price to do it.
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2. BRAND:

2A:  Reinforce Four’N Twenty’s status as the champion of Aussie blokes

hunger.

To get a sense of what the campaign was doing for the brand beyond sales we tested
it on Quantum Market Research’s “Freshly Toasted” online forum blog. “Freshly
Toasted” is made up of a rolling representative sample of 250 Australians from all
walks of life that allows qualitative insight to be gained from analysis of discussion

threads in response to general questions.

The “Tag Cloud” paints a clear picture of what people were taking from the

campaign. (The bigger the word, the more comments)

Tag cloud -
Mg Four’N Twenty Pies Magic Salad Plate

ad aussie bloke brand

eat funny ed
laugh
marketing eople

pies  plate o salaci

e amaar seR Rl Ta e
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Quantum reported the following key out-takes:

— Humourous

- Can laugh at self

— Irreverent

— Is honest with self
- Blokey

- Blue collar

— Old school Australia

The humour used in the campaign was well received as being “typical Australian

humour”.

Typical Australian Humour
Key Themes

Most people could see the iconic Australian humour behind the Magic Salad Plate. The light-
hearted aspect was appreciated and well received by participants.

It's a great ad for Aussies
| think its hilarious!... Would who aren’t afraid to take
it make me the buy the pie the mickey nor laugh at
as an option over salad. ... themselves

probably not. But it is
gimmicky and catches the

attention!!! That ad is awesome! | think some of

you need to lighten up. It is very
refreshing when brands/ people ‘take
the piss' out of themselves.

It's so obviously over-the-top and
cheesy, and uses silly old
Australian stereotypes o make
the Four'N Twenty brand seem
onto it, funny and fresh. The salad
plate is so ridiculous, it's funny
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Also encouraging were the comments from the women on the panel;

“Of the women who responded, many found they could relate the Magic Salad
Plate to their husbands or male friends”.

“The ability of the brand to take a light-hearted approach was appreciated.
Taking advantage of the archetypal figure of the ‘typical Australian male’
meant most women could directly relate the idea to a male relative or friend.”

“Some female respondents actually derided others who had posted in ‘not being

able to see the humour’ behind the advertising and the product and taking it

nm

‘too seriously

A direct quote from one of the female panellists summed it up beautifully;

“I suppose the Four’N Twenty brand is aimed at the stereotypical red blooded,

meat eating, no salad near me, hardworking Aussie bloke with a sense of

humour!”

CLEMENGER BBDO
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3. TALKABILITY:

3A  Create noise and talkability for the brand so that it punches beyond its
weight.

To demonstrate our success against this objective, we have assessed the level of PR

presence and consumer interaction.

The media quickly jumped on the Four’N Twenty Magic Salad Plate phenomenon
with significant unpaid coverage in major media outlets. There were radio
interviews and announcer comments on ARN stations and on the breakfast show of

3AW (Victoria’s highest rating breakfast radio program).

The press also picked up the story with The Australian and Brisbane’s Courier Mail
running articles. The Herald Sun, Victoria’s largest circulating newspaper, referred

to it as the, “Hottest Dish in Town”.

Hottest dish in town |

A TV gimmick sweeping the attractive to women when

nation has seen plates selling
quicker than hot pies.

Pie maker Four'N Twenty
has pumped out 50,000 Magic
Salad Plates since the hilari-
ous ad hit screens last month.

The plates, which cost $5, are
already fetching $50 on eBay.

The ad features two trades-
men who become instantly

they appear to be eating salad
with their pies.

The catch is the salad is a
3D fake cast on to the plate,

In the past fortnight, 25,000
plates have been sent o pie
lovers who posted In two
product barcodes plus $5 and
postage. Pie sales are said to
be up 10 per cent.

|
|
!
|

In demand: the salad plate.

campaign.

The PR response was significant, positive and in line with the attitude of the
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Aside from selling plenty of pies, we also drove a deeper engagement and
interaction with the Four'n Twenty brand as witnessed by the number of visitors to
the promotional website. Keep in mind that we had no online advertising to divert
people already online. All visitation was people actively and deliberately visiting

www.magicsaladplate.com . In fact 48.27% of all traffic was direct traffic, meaning

our visitors knew the URL and typed it straight into their browsers.

The average time spent on the website was 2:53 minutes. When Google reports that
people decide whether to stay or leave your site after only 8 seconds, this indicates
that not only did people want to come to our site, they chose to spend time and

interact with the brand.

Topline results from Google Analytics:

78,354 Visits
62,934 Absolute Unique Visitors

315,924 Pageviews
4.03 Average Pageviews

2:53 Average Minutes on Site

CLEMENGER BBDO
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It wasn't just our website that was attracting attention. The Four’N Twenty Magic
Salad Plate quickly appeared on E-bay at prices 15 times higher than original value,

when they could still be purchased at our site for $5.

B
eNOn Four'N Twenty MAGIC SALAD PLATE - eBay Serving Pieces, Tableward
\ < | ] c \ [ + | & http://cgi.ebay.com.au/ws/eBaylSAPI.dlI?Viewltem&item=270276567894&_trksid=p
0 RENTAI:SV Apple (139) v Yahoo! INTERIORSvY News (1259)v STORES

Winn ng o d AU STS-OO
Ended 23-Sep-08 13:13:10 AEST
Postage costs: AU $6.50

Regular

Service to Auslrala
[more services)

Posts to Ausztrala
Item location: Nunawading, Viclona, Australa
History 15 bids
%, Winning bidder qibbokB82 {58 * )
You can also: Email to a friend

dl B> Tof2

View larger picture

(Okay, so I know what you're thinking but we honestly didn’t bid on this ourselves).

Net result; the campaign was doing everything we hoped it would and more from

both a brand equity and a sales perspective.
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RECOGNISING AND DISCOUNTING INFLUENCING VARIABLES

Distribution:
There were no additional distribution points or facings in the Retail Channel.

There was a small distribution gain in Foodservice. “United” came on board, with
less than 200 outlets, taking our total number of Foodservice customers to about
4500 (Source: Patties Foods) this represents a gain of only 4.65%. Significantly
below the total gains in Foodservice of 18% in dollars and 9% in cartons sold.

(Source: Patties Ex-Factory Sales).

And as already demonstrated there was strong growth in 7Eleven without any

distribution gains.
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Competitive Activity:

We were the only player in the category to have such consumer facing activity. But
we always have been the only player to invest in media in such a way. This activity is
in line with when and how much we have invested in the past as demonstrated by
consistent media investment, outlined earlier, and a consistent share of voice over

the last three years.

In 2008 Four’'N Twenty just did it in a different way with the Magic Salad Plate.

Four’N Twenty Share of Voice
(Share of Pies & Pastries Category Expenditure)
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(Source: Mitchell & Partners)
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Price Promotions:

The number of our price promotions dropped by 25% across the promotional

period. (Source: Aztec)

Different Product News or NPD:

The Magic Salad Plate campaign did not introduce any new product news nor NPD.

The campaign focused on the hero meat pie SKU’s in single, four and six packs.

Weather and Seasonality:

Sales of pies are seasonal with a skew to cooler conditions. However the mean

annual temperature across Australia for 2008 was the 14th warmest on record (0.41
degrees Celsius above the standard 1961-1990 average). The seventh year in a row
with average annual temperatures significantly above the average. (Source: Bureau

of Meteorology).
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Helping to Make Pies Permissible

Not only did the Magic Salad Plate help the Four’N Twenty brand across the
campaign period, it also gave permissibility to the category.
The campaign reminded people that it was great to eat a pie from time to time and

by the end of 2008, the category had witnessed significant value growth for the first
time in 5 years, up 14.4% to $83.210 million in Retail alone (Source: Aztec MAT

28/12/08).

With no small part played by Four’'N Twenty and its Magic Salad Plate, this was true

leadership behaviour.

Total Meat Pie Frozen Savouries (Dollars $000’s)
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The Sauce on the Pie

The final sauce on the pie came in December 2008 when we learned that the Four’N
Twenty Magic Salad Plate had come runner up to the iPhone, but beaten Obama as

the best new product of 2008.

If only they’d known about the sales story as well...

The Australian Financial Review
www.afr.com * Monday 15 December 2008
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