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Secure the next 

150 years of legacy
by getting young consumers to experience  the iconic taste of Heinz 

tomato ketchup through a dedicated online -to -offline journey 

Mission:





Yo that’s so real
Ketchup on Pasta?

Nah that’s crazy weird bro

Gen-Z LOVES authenticity          but... social pressure 

Research

It all starts with…

Sources: 

The New Foodie Generation: Gen Z

Generation Z: Social Media, Influencers and Brand Loyalty in Entertainment

NEGATIVE IMPLICATIONS OF RADICAL THINKING IN GENERATION Z: A REVIEW ANALYSIS



Gen-Z wants to be accepted for their true self. 
They need a partner, reliable during every meal, who gets them,

 their unconventional cravings, and most importantly: doesn't judge. 

That partner is Heinz Tomato Ketchup.

Our insight



Budget-Driven Habits Vulnerable Spaces

The Reliable Partner

Relevance







GUYSss There’s a Heinz KETCHUP

Photobooth in London!  

#HeinzDoesntJudge

Heinz weird taste test

Visiting Heinz booth 

Unusual dinner using Heinz 

etc...

Everyone’s doing it...

I have to try it!

(stimulating organic UGC)Stage 2: PAID UGC

CONSIDERATION PURCHASE
Free pictures and packets!



Win-Win Scenario

Localized Digital Ads

Gustatory Mental Imagery

"Yes or No" (conversation!)

Stage 3: Organic & Paid Online Ads

Purchase Retention

“oh right, I was 

gonna try it”



Geotargeted Variations



Stage 4: Confession photoBooth

Heinz transforms guilty pleasures into 

proud & shareable moments.

+

London Berlin AmsterdamParis Barcelona Milan Dublin

Retention Loyalty

“they have one in 

amsterdam?? no wayyy”



RETENTIONTRIAL & PURCHASE

280,000 X

+10% SALES
(FIRST QUARTER OF CAMPAIGN)

+35% IMPRESSIONS

+5% REPEAT PURCHASE

SMART KPI’S



Media Plan
Media types

Influencers

Streaming services

1Type 2 3 4 5 6 7 108 119 12

Paid UGC

Online ads

Confession booth

weeks

Phases

Learn & spark curiosity

Prepare optimisation based 
on data

1Phase 2 3 4 5 6 7 108 119 12

First big synergy push

Creative refresh and UGC 
(+show active trials at booth)

Creative refresh based 
on data

Last push winner ads

weeks

BUDGET: 500K (50%)



Budget

Country Budget Allocation 

OUR COUNTRY BUDGET ALLOCATION IS BASED ON A WEIGHTED INDEX COMBINING GEN Z POPULATION SIZE AND TOMATO SAUCE MARKET RELEVANCE IN EACH 

COUNTRY. THE HIGH ALLOCATIONS TO THE UK, FRANCE AND GERMANY ARE PRIMARILY JUSTIFIED BY THEIR STATUS AS TOP EUROPEAN IMPORTERS OF TOMATO 

SAUCES, WHILE ALLOCATIONS TO THE NETHERLANDS, ITALY, SPAIN AND IRELAND REFLECT THEIR STRATEGIC IMPORTANCE AND DIVERSE LOCAL PRODUCTION 

LANDSCAPES.

SOURCES: 
REPORT LINKER, EUROPEAN TOMATO KETCHUP AND OTHER TOMATO SAUCES MARKET SIZE VALUE SHARE BY COUNTRY (EUROS), 2023

EUROSTAT, WELCOME TO THE EUROPEAN YEAR OF YOUTH!, 2022

Media Expenditure Budget

BUDGET: 500K (50%)

SOCIAL MEDIA PLATFORMS INCLUDE: TIKTOK, INSTAGRAM, YOUTUBE

INFLUENCERS & UGC WILL ALSO BE POSTED ON THE CHOSEN SOCIAL MEDIA PLATFORMS INDEPENDENTLY

STREAMING PLATFORMS INCLUDE: NETFLIX, DISNEY+, AMAZON PRIME

Overview Overall Budget

FULL BUDGET: €1 MILLION

https://www.reportlinker.com/dataset/eb99d2513ff178f1d8455547cb7b6571c00dfbeb


Budget: option +30% more 

Media Expenditure Budget

5M → 10M IMPRESSIONS AVG.

HIGH QUALITY LEADS
(CLASSICAL CONDITIONING)



One more thing...





Thank you
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