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An introduction….







People – The Heartbeat of Kerry
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A global team of 24,000 
people passionately 
striving for better…

for consumers, 

with our customers,

on behalf of each other,

our shareholders,

and our company



Kerry Foods



Marketing Beliefs to 

Drive Growth in a Changing 

Environment 

Agenda For This Evening 









Create Coherence 
Through Visual 
Identity

1.



Now it’s Complicated!



We have disparate identities across our current snacking brands



New Visual Identity Line-up to create greater visual coherence & scale 



Be Driven By Purpose 

2.



Purpose matters to consumers 

“We know that consumers 

want brands with purpose. 

Global spending on 

‘responsible consumption’ 

products is $400bn”
Keith Weed, Unilever





CHEESTRINGS BELIEVE FUN IS AN INTEGRAL PART OF A

HEALTY & HAPPY CHILDHOOD

OUR PURPOSE: BE THE BRAND TO MAKE KIDS’ 

LIVES AS FUN AS POSSIBLE..!



Where INVENTIVENESS meets DAIRY FUN! 





Founders of Brands are often Driven by Purpose 



Be the Brand You 
Want to Be 

3.



Negative Richmond Social Media Examples



Be on the Offensive not the Defensive is the right approach



#NationsFavourite campaign strikes a chord with our consumers! 

156 million PR OTS  

7 million 

viewers

SKY Sunrise 

78 pieces consumer                                                                                                              

coverage

7 million                                                                                       

post engagements                                                                                                             

SOCIAL

65 million                                                                                                                   

radio listeners   

Most

impressions  

on mobile

35%
campaign 

engagement rates  

10M
Facebook Views



Brand re-launch results so far …

+9.3% 2.2m +3.1% +2.5%

* Kantar WPO December – 12 weeks vs. same period YAG

HH
Penetration*

New Shoppers 
Returned*

Brand Value 
Growth*

Category Value 
Growth*



Show up Big &
You Will Be Big 

4.



Showing-up BIG with our new Fridge Raiders Megabrand.





Get the Price Right 

5.



Consumers are Better at Judging Price / Value than Ever Before 

Brands

Expect Good Products

to Be Cheap 

Consumers



How do we avoid the Squeezed Middle



VALUE: The amount of money people are willing to pay for our Brands 

(or products)

PRICE: The amount of money we ask people to pay for our Brands 

(or products)

THINGS GO WELL WHEN:

VALUE PRICE>



Marketing Always 
Goes Last 

6.



“Marketing is way too 

important to be left to the 

marketing department”
David Packard, co-founder, Hewlett-Packard
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2.

3.

Get the Price Right 

4.
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6.Be the Brand You Want to Be 

Show up Big and You Will Be Big 

Marketing Always Goes Last 

6 Beliefs to Drive Growth

Create Coherence Through Visual Identity

Be Driven By Purpose 


