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Yet among Gen Z,
ketchup is still often
associated with rigid,
inherited uses from
previous generations.




THIS GENERATION
EVOLVES IN A WORLD OF
EMBRACED PARADOXES



They want to eat
healthier while still
consuming fast food,
live better

without necessarily
consuming less,

save the planet while
continuing to travel.



They want to
They don’t want remix them and
to follow recipes make them their
own newstalgia




INSIEHT
“Chaos Cuisine” rejects perfectionin

favor of food hacks

57%  65% 4,7

of Gen Z likes prefer
likes to mix comfort savor over
toppings food healthier

They are not seeking dietary perfection, but rather an
emotional justification for their indulgences.

Chaos is an energy to be channeled.



Gen Zis hard to seduce...

Gen Z rejects polished They need They have their own
corporate aesthetics authenticity and trust core of design

2,4 44% 67%

Bold, expressive typography and

Authenticity, transparency, and Authenticity and ; ;
imperfection convert at 2.4x the transparency are the first T‘?::_CDn:raStrwaant fﬂéourf
rate of traditional brand messaging values waited by GenZ Sdaddid it o L AR e Sl

design by &67% in social engagement

httpsyiwwwconsultancy latfnews/1628/the-authenticity-gap-what-gen-z-really-think-about-brands
https)iduckyunlimited.comiblogldesigning-for-gen-z-what-the-next-generation-expects-from-~brands
httpsdiaww boundev.comiblodg/gen-2-design-trends-branding



CHAOS

DOESN T WE NEED IT
MEANS NO ACTUALLY
RULES OR

GUIDELINES




SO HEINZ NEED

TOADAPT
(NOT TRANSFORM)




ALITTLEBIT

SO HEINZ NEED
TO ADAPT THEIRIDENTITY

(NOT TRANSFORM)

TOBEMORE
PERSONAL
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ITHAS TO BE A w
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ITHASTO BE

ANEW TERRITORY OF AN
AUTHENTIC EXPRESSION




ITHASTO BE

ANEW TERRITORY OF AN
AUTHENTIC EXPRESSION

STILLWITH HEINZ'S TON OF
VOICEWITTY AND CONFIDENT



THIS
CAMPAIGN
WILLBE

THE
STARTING
POINT




OF THIS NEW GEN Z
COMMUNICATION TERRITORY

THIS

CAMPAIGN HEINZ CELEBRATES FREEDOM
WILL BE A\ APIDCREATIVITY
THE A Ny v
STARTING
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FROM JUST A DIGITAL
CAMPAIGNTOAENTIRE
CULTURE SYSTEM

& We didn’t change the brief. We made it stronger.
| Campaigns are moments. Culture is continuous.
| Because we don’t want to fake it. Heinz is authentic

& It has to be Heinz. By creating this we take the ownership of chaos cuisine
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Heinz is where it begins. Heinz is the
base, from here, the chaos begins.

Forget the rules. Nothing is wrong
when Heinz is in play.

Make it yours. Play, experiment, push
the limits. This is Chaos Cuisine

CHAOS CUISINE IS NOTATREND. IT'SABEHAVIOR

THE 6 COMMANDMENTS
OF CHAOS

4/
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Let the Chaos Happen. Unexpected
is where the fun lives.

Ketchup is your guide. Heinz brings
flavor, freedom and fun.

Share the moment. Chaos is better
when it’s seen.



GUIDELINES OF THIS TERRITORY AND CAMPAIGN
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Install Heinz in the GenZ’s culture
and habits.

GENZ
TERRITORY

Drive conversation and be at the
center of co-creation

Be owner of this chaos cuisine
culture

OBJECTIVES

Generate strong engagement and
brand preference

SR W —




CAMPAIGN

OBJECTIVES

D OO0

Strengthen Heinz’s cultural
relevance among Gen Z.

Increase brand preference and
purchase intent

Position Heinz as a stable base for
every creation.

Generate strong online
engagement that drive offline
experience.



FROM

ASOLID
FOUNDATION
AND ICONIC
PRODUCT

TO

PERMISSION
TO CREATE

AND REMIX
LIKETHEY
WANT




WHY

Because Gen Z like remix everything
(chaos). They reject rigidity and outdated
practices. They want to create withtout
limit, they want to be free and they also
want to be the heart of brand creation
and conversation.
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WHAT

CHAOS COOKBOOK

The masterpiece of this campaign.
Created by Gen Z forGen Z

The community, selected and voted on
through online culinary challenges.




WHATIS INSIDE?

25 of the best recipes:

10 from influencers with a big community
(+200K followers)

15 selectd from the most votes on the
websites and likes or share on social

media (UGC)
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SPLIT PRODUCTION / MEDIA
10% 10%

30% 30%

EVENT MUsIC uGc SOCIAL VIDED
CLIP ADS ADS ADS

Paid sacial

® MEDIA
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PHASING

LET’S CELEBRATE LET’S CREATE LET’S BE FREE

CHAOS ) “\ 8 —— -"5""

fmarl Fhat batehoossleinl ﬁ

The starting point on June 21th Engage GenZ through a culinary Make an event to celebrate
The ba=e of cur cam pa in to reach as much GE”Z as Cha“ Eﬂg'ﬂ on Bﬂcial madia Gfﬂ'atiﬂn a nd ﬁﬂﬂdﬂm
possible across multiple touch points thanks to a viral The heart of our campaign to make it more viral and Our final dish, the cherry (with Ketchup) on the cake.
music clip with a famous artist and a lot of short videos deploy faster with less budget. Heinz will have a The chaos event to celebrate creativity, freedom and

that will flood Internet and social media, particular place to make this campaign conversational ketchup,



HEINZ MANIFESTO : FREE YOUR CREATIVITY,

BE BOLD, BE UNCONVENTIONNAL, BE FREE
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All start with our manifesto, a declaration from
our heart, with authenticity, no bulishit, we talk
real here, as always.

It's an anthem to this generation, brimming with

creativity, rejecting the codes of previous
generations and seeking their emancipation.
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3 YOUNG AMERICAN
FEMALE RAPPERS WHO
SPEAKMOSTTO

This manifesto will be first turned Doja ¢y

into a summer hit available on et e ..,,ﬂ

YouTube, Spotify and on social B b

media {organllc} % oy, ”!ﬁa 3
Ulrng Hgy

From this music clip 3 shorts videos [

will be create to flood social media hcaspc, ,E_'EE ]

(Instagram, TikTok, Twitch,
Snapchat YouTube, SVOD platform
such as Netflix and Disney + and
BVOD (to be more specific to each
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Ice Spice @
SiceSpice - 3.7 M dabanrds « A0 viddos

Er sawoit il sur cethe chalne . plus
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how Ice Spice cracked
- the content code

ay moffmusicofficial - 2025.-4-29

How did Ice Spice go from unknown 1o global suparftar in just 18 plus
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AWARENESS

D

10 DAYS - MEDIA BUDGET: 250K €

GOAL

Launching our "every chaos needs a starting point” campaign targeting
Gen £ and starting to make ketchup a staple in their diets.

TARGET

Communities: Student, gamers, music, food, art

Age:18-25

ADVERTISING FORMAT

Boosted organic + Paid - 3 x 20s short videos
Instagram : Stories + Reels
» YouTube: Preroll + Demand Gen
« SVOD + BVOD : Preroll
» Twitch : Preroll and InStream
= TikTok: TopView + In-Feed + Brand Takeover

ORGANIC
« YouTube : Music video
» Spotify and Apple Music : Stream on the artist page

GOAL

Media: Reach [ VTR [ Stream / Engagement
Brand : Brand awareness, ad-recall, purchase intent, brand preference

MAJORPOEM

Paid and organic



LET'S CREATE

Once the territory is established in phase 1, we will
activate our chaos challenge, the rules of which are quite
simple: create the most original and tasty recipes based
on ketchup to be featured in the first edition of the
Chaos Cook Book

64% of Gen Z appreciate brands that actively
involve them in marketing campaigns, through

user-generated content (UGC), participation,
or co-creation of content.

Turn Heinz to a conversationnal Brand

Heinz be part of the game with proactive
comments, like, share
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Sponsored. Paid Partnership with @CHADZ_CHEFF.
Powered by Chaos #Heinz
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PHASE 2 INFLUENCE & UGC

THE SPARK & PROPAGATION SELECTION & REWARD
Influencer Kick-off: Gen Z "food rebels" launch solo Popular Vote: A dynamic gallery on the Landing Page
challenges using the brief: "Heinz is your base, chaos is allows fans to "Upvote" their favorite "Chaos Approved”
your rule”. recipes (One vole every 24h per |P address will be

: allowed).

UGC Loop: Fans use #ChaosCuisine, and the official :
music to join the movement. Social Scouting: The CM team identifies viral hits in
: real-time to invite them into the official selection.

Central Hub: Participants link their videos and email :

address to the Landing Page to enter the official Heinz Team: with the help from a « chef » validates the
competition and share on their social media to get feasibility and taste of the top finalists.

more chance to be selected. ’

The Prize: 15 winning recipes featured in the Chaos
Cookbook alongside 10 influencer recipes, and served
for live tasting to attendees at the Chaos Festival.




AWARENESS

[

10 DAYS - MEDIA BUDGET: 100K €
7 DAYS - INFLUENCE: 300K €

GOAL

Launching our "every chaos needs a starting point” campaign targeting
Gen Z and starting to make ketchup a staple in their diets

TARGET

Communities: Student, gamers, music, food, art

ADVERTISING FORMAT

INFLUENCE
« 5 MACROS | VIP Influencers from TikTok or YouTube or 1G
= 10 Micros influencers from TikTok or YouTube or 1G

UE‘BADEH“ from infiuencer Tor Heinz to gat more participation)
» Social Media : Instagram, TikTok, YouTube
« Netflix on specific program

GOAL

Media: Reach (VTR [ Stream { Engagement
Brand : Brand awareness, ad-recall, purchase intent, brand preference

MAJORPOEM

Paid and organic
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LET’'S BE FREE

Our main event, the one where people will
gather to live a three-dimensional experience
and attend the release party of the "Chaos cook
book"

Focus on one pilot event, if it works it will

be easy to duplicate across Europa

One week-end to discover the chaos

universe by Heinz

Thousands of people attempting




WHY

Bridging the Digital Gap

Fulfilling Gen Z’s craving for
authentic human interaction and
collective food experiences




WHAT

A Three-Dimensional Creative Hub

= Gastronomic: Moving from virtual
"Food Hacks" to real-world tasting.

= Cultural: A space where chaos is
embraced as a form of self-expression
through street art and DIY.

= Festive: An antidote to social anxiety
through an immersive, collective
musical experience.




WHO

Core Target: Thousands of Gen Z (ages 18-25) online challenge
participants, selected via the landing page.

VIPs: 15 finalist creators, 10 "Chaos Cock-Off" food influencers
(macro), and the Chaos Chef.

Amplifiers: Food and lifestyle influencers generating live

content.
Official Hashtag: #ChaosCuisine
k. &
- ik
|
“‘d:.' Access: RSVP or ticket-based entry unlocked via social
T Sy challenges, with final check-in via QR code linked to the landing

page
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EXPERIENCE

Welcome: Red-lit welcome and distribution of the
Chaos Cookbook (for winners) and a customizable
Heinz bottle to "hack."

Chaos Kitchen: Live Food Hacks Tasting
Experience the community’s top-voted recipes
alongside the Chaos Chef and the contest winners.

Creative Lab: DIY Hub & Signings
Customization zones (Stickers/Merch) and exclusive
book signing sessions with the influencers.

Chaos Stage: Immersive DJ Sets
High-energy pop-trap beats (based on the
campaign’s sonic ID) for peak collective vibes.




EXPECTED
RESULTS

Fame (Brand Awareness)
» Generate millions of impressions through UGC (User Generated
Content) driven by "Instagrammable" caorners and neon decor.

Preference (Brand Image)
= Position Heinz as the ultimate creative staple. Goal: Increase
"coollauthentic brand" sentiment among Gen £Z.
= "Authenticity" Conversion Rate: Achieve higher engagement
compared to traditional ads, powered by organic event content.

Participation (Engagement)
« Data Collection: Lead generation via RSVPs and "Chaos”
newsletter sign-ups.
» Lasting Impact: Transform the "Chaos Cookbook” into a coveted
collector’s item, extending the campaign’s reach long after the
event.






CREATIONPHASE] mocxves

MANIFESTO MUSIC SOCIAL ADS X10 REELS AND TIKTOK LANDING PAGE
PREES TO LAUNGCH CRGAN|C VIDEDQ ADSES XB
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IWIPE UP FDR DAY -~

All creation are intentions and are not representative of reality as we percaive it. Adjustment to the branding will be made.



CREATION PHASE 2 MOCKUPS

INFLUENCE & UGC

EXAMPLE

1 ' CHADS CREW

o, Croatiee dee s ® K shug AWallle
s Chaatigmsy ' @ 1 i1 i
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All creation are intentions and are not representative of reality as we perceive it. Adjustment to the branding will be made.



CREATIONPHASE3 vocrurs

THE ICONIC BOOK

CHAOS COOKBOOK "
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All creation are intentions and are not representative of reality as we percaive it. Adjustment to the branding will be made.



CREATIONPHASE 3 #ocxurs

CHAOS FESTIVAL

PHABE 3
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All creation are intentions and are not representative of reality as we perceive it. Adjustment to the branding will be made.



HEINZ CELEBRATES FREEDOM

ATIVITY - &

It has to be Heinz. It has to be You.
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