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OUR PRODUCT
● HelloFresh is the #1 meal kit delivery provider in 11 countries
across 3 continents, face of the industry
● Aim to eliminate all the planning and hassle that comes with
cooking by bringing their customers fresh, high quality meals
straight to their doorsteps
● Variety of genres of food and thousands of exclusive recipes
that are carefully planned using locally sourced ingredients
● Each recipe tested over 200 times

● Plans are flexible
● Can be adjusted by family size, number of meals per week and
more
● Can change meals, skip a week or cancel at anytime
● Can easily view nutritional info, pricing or select veggie option
● Labeled into
categories
such as calorie
smart, gourmet
and hall of
fame etc.

HOW THE CUSTOMER USES IT
● Customers sign up for a plan on website or app and then
choose their recipes and delivery dates
● Comes right to the doorstep on scheduled delivery date
● Insulated to keep food fresh
● Large easy to read recipe cards
● Ingredients are already pre
measured/divided up per
each recipe
● Customer follows recipe
cards, cooks and enjoys

FEATURES & BENEFITS
● Variety of features that translate into benefits
● Benefits:
○ Extreme convenience
○ Saves time for other things i.e. time with family, time for rest,
time doing what you love
○ With extra time, you can become better at what you care about
○ Learn new skills
○ Consistency

DIRECT COMPETITION
Largest:
●
●
●
●

Operates solely in the U.S. market
WeightWatchers reimagined plan
More strings & steps, less customization
Receives lower reviews: bad customer service, horror stories of bad food, wasteful packaging etc.

Others:

INDIRECT COMPETITION
Others who promise fresh ingredients
● Organic grocery stores
● Local food markets
● Restaurants
But , HelloFresh is more convenient.
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TARGET AUDIENCE
●
●
●

Main target audiences are middle-class busy individuals, especially working professionals, and
parents ages 25-40.
Working young adults and middle-aged customers alike benefit from eliminating the stress of
having to come home late from work and prepare a home cooked meal from scratch.
This group is targeted because many of them have an established income and can afford meal
kits.

PERCEPTION OF PRODUCT
●
●

The HelloFresh target audience perceives this product
as a way to gain more time in their day.
HelloFresh gives them the ability to have fun while
cooking an amazing meal, but also gives them the time
to sit down and enjoy it.

MARKET SHARE
●

●

●

●

●

HelloFresh is currently the leading meal kit
company in every market it currently operates
in, which encompasses over 10 countries.
After purchasing Green Chef in March 2018,
HelloFresh is now leading the $5 billion U.S.
meal kit market, controlling 36 percent.
This purchase has allowed HelloFresh to quickly
expand its market share by becoming an even
more inclusive and dietarily friendly brand than
they already were.
Part of the way that HelloFresh maintains its
global number one status is by keeping up with
their target markets and industry trends in as
many aspects as possible.
However, with constant new meal kit delivery
services, including big names like Amazon, still
trying to get their foot in the door HelloFresh
needs to constantly stay on their toes.
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FACTORS AFFECTING CONSUMER
BEHAVIOR
●

●

The overall meal kit delivery market struggles with customer retention
and HelloFresh is no exception
○ The number one reason is high cost
Meal kits being considered a luxury puts them at risk for being cut from
the consumer's budget

CULTURAL AND SOCIAL INFLUENCES
POSITIVE
●
●

Small market means the customer’s view of HelloFresh
is easily influenced
A positive cultural influence is the fact that families
value their time at the dinner table
○ HelloFresh makes this more easily achievable

NEGATIVE
●

The idea that these meals are meant for the wealthy
○ The cost is higher than going to the grocery store

PSYCHOLOGICAL INFLUENCES

●
●

●

HelloFresh offers a discount to first-time buyers
○ This minimizes the consumer’s feeling of losing out
HelloFresh utilizes the rule of reciprocity by knowing what
the customer is thinking
○ Promises convenience in exchange for the
consumer’s business
Busy households make up the largest portion of the
company’s customer base
○ Advertising message is largely based on this
knowledge

CREATIVE
BRIEF

TARGET AUDIENCE
● College students aged 18 – 24
● Technology closes the gap between
campus and commerce
● Younger generations are looking for
convenient solutions like HelloFresh
● College students have a household income
2x greater than non-college peers
● College students are willing and able to try
out and develop an affinity for a new brand

CONSUMER
PROFILES: AMY
●

College sophomore

●

On the soccer team

●

Struggles to balance school and life schedule

●

Maintaining a healthy body is highly important
to her

CONSUMER
PROFILES: BEN
●

Pre-med college junior

●

Heavy school schedule

●

Works hard towards achieving the perfect GPA
and getting into the medical school of his dreams

●

Lives alone and has hardly any groceries in his
fridge

●

Resorts to fast food almost every night

CONSUMER
PROFILES: EMILY
●

College freshman

●

Has trouble learning to balance school, work and a
social life

●

Desires a healthier lifestyle

CONSUMER OBSERVATIONS & INSIGHTS
OBSERVATION: College students are
extremely experimental

INSIGHT: College students are looking for brands that
will align with their new formed identities.

OBSERVATION: Brands with strong missions
stand out to students more than older audiences

INSIGHT: Students are encouraged to be idealistic and are
looking for brands that support their beliefs and identities.

OBSERVATION: Current students have never
known a world without technology

INSIGHT: Normal digital ads hold little to no resonance
with college students because they have been
oversaturated with them their whole lives

MARKETPLACE STATUS
●

●

●

●

Cost is the main factor to keep in mind concerning college students
○ The challenge is getting them to see the benefits gained from the
product.
Food delivery sales increased by 20 percent from 2012 to 2017, this is
mainly due to mobile apps like DoorDash and UberEats.
○ If students have the means to use food delivery services, then they
will.
A promotion code unlocks a savings on your first four boxes. However,
many feel they cannot afford to continue the service beyond the
discounted trial.
The solution here is to show students the full range of benefits received
from purchasing the product, emphasizing the convenience of saving
time and money.

CHALLENGE
●

Meal kit high price perception/luxury
a. Make college students realize the benefits outweigh the costs and
competition

●

Low brand awareness on campus

●

Digital advertising marketing is extremely saturated

●

Trying to figure out how to fit into their various lifestyles

OBJECTIVES
●

Convince college students that HelloFresh is worth a try and get them to try it.

●

Show how HelloFresh can integrate seamlessly into college lifestyle.

●

Build brand awareness of HelloFresh on college campuses and within the target
audience.

●

Change college students’ current opinions that meal kits are a luxury and not a
necessity that is worth their money.

●

Earn college student market share.

DRIVING BRAND IDEA:
HelloFresh is the best meal option
for college students’ goals and
lifestyle.

REASONING
●

Convenient and easy way for college students to achieve their meal
and food-related goals
○

Eat healthier, eat better quality, eat tastier, learn how to cook, eat
faster, cook faster, save time out of their busy schedules etc.

●

Wide variety of benefits available

●

HelloFresh gets it

●

Cheaper than eating out and even when it isn’t, it could have many
more positive effects in the long term than other food options

MAGAZINE ADS

●

The main driving idea behind
these magazine advertisements is
to draw the reader in with the
simple copy and pictures, but
keep them interested with the
coupon code for a free week of
meals. This will direct our
customers to our website and
entice them to make a purchase.

●

For this campaign, we want to use
magazine print advertisements as
an avenue to reach our target
audience. Although many think
that print is dead in the
increasingly tech-driven world,
especially among the younger
generations, 90 percent of college
students have read a magazine
within the past month.

RADIO AD
The inspiration for this radio ad is a bit of humour
and a bit of truth. We wanted to create something
that really resonates with our audience. This is
achieved through making light of things that we
know almost all college students will struggle with
like being faced with ramen for dinner every night,
or putting on extra weight as you have trouble
finding ways to eat healthy on campus. The ad
not only appeals to those who may want to eat
healthier and more delicious dinners, but also
those who desire a home-cooked meal. It’s our
intention that this ad is entertaining, funny and
more engaging than most radio ads as it relates
to college students.

OUTDOOR ADS: BILLBOARDS
THEME: Hello Goals.
●

Placed on highways in and out of college towns

●

HelloFresh integrates and supports the college student’s lifestyle

●

Include images that students recognize and relate to

●

Headlines work as a way to tie the two images together

●

HelloFresh supports the college lifestyle by acting as a service that
makes life a little easier and a little more fresh

DIGITAL ADS: SNAPCHAT
THEME: Dodge Dinner Burnout.
●

Interactive & engaging way to communicate driving brand idea

●

Available through geolocation when students are on or near college
campus

●

Snapchat lense game where students can play to unlock a special
discount code if they score above 50

DIGITAL ADS: HULU
Hulu is an online television and
streaming website that is extremely
popular among college students, since
most students don’t have access to
cable. We chose this media channel
for that reason. Hulu is a streaming
service that requires there to be
commercial breaks during the shows
they stream. The interactive ad we
have created is essentially a mini
game that will be presented to
viewers who are streaming on their
computers.

DIGITAL ADS: INSTAGRAM
STORY

Instagram stories are popular with our
target audience. We only have a few
seconds to convey the driving brand idea,
that’s why we felt the checklist best delivers
the message to the target audience in a
quick and concise way. In order to get the
attention of the audience as quickly as
possible there are many moving elements
to the story. The “swipe up to order”
graphic is one of the most important
elements as it promotes engagement.
When the audience swipes up, they’re
taken to the HelloFresh website where they
can redeem a special offer just for college
students.

