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2009 TOP TEN COUPON
CATEGORIES

Ranked in order of use:
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Ready-to-eat cereal
Yogurt

Sweet snacks
Refrigerated dough
Salty snacks
QSR/casual dining
Nutritional snacks
Entertainment

Condiments

10. Pizza

Source: Center For Media
Research via Coupons.com
February 2010 study
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We've written about several food brands
that provide consumers with detailed
information on the sources and background
of their jam, bananas, coffee and other
foods. Now, a premium chocolate company
has taken product life stories to the next
level by incorporating a transparent
commitment to rainforest conservation.

Launched in 2008 and now expanding worldwide, San Francisco-based
Original Beans offers a direct link between its customers and the
conservation work it supports.

For each bar sold, Original Beans plants a tree in the rainforest where the
bar’'s ingredients originated. Each bar carries a certificate inside the
wrapper with a lot number that designates the location of a new tree. By
entering the tracking code on the company’s Web site, customers can not
only trace where the cacao beans in their individual bar were grown, but
also what their contribution is to the chocolatier’s rainforest replenishment
efforts. Hence the company’s mantra: “One bar, one tree, go see.”

There’s no doubt that it’s smart to empower consumers to see a direct,
measurable positive effect on the environment with their purchase,
especially when brands find engaging ways to share those benefits.

Source: Springwise.com

SKINNY COW USES FACEBOOK TO FOCUS ON C

Skinny Cow, the first Nestle brand to use Facebook as a
hub for its marketing activities, is turning to its online fan
base to raise money for the Marie Curie Cancer Care
Foundation. The campaign is encouraging women to enter
a live drawing on Facebook to win clothes by tagging their
names against items on the Skinny Cow Facebook site.

“Skinny Cow fans have already been engaging via
Facebook, so we hope to build on our strong foundations
and reward this community with something unique,” said
Olivia Hibbert, Skinny Cow brand manager.

The new campaign is something of a turnaround from Nestle’s first
Facebook-based campaign for this brand. Last November, when it used
Facebook as a jumping-off point for the Skinny Cow campaign, the
message to women was to give into their indulgences.

Source: MarketingVox.com
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http://www.springwise.com/food_beverage/provenancepathway/
http://www.springwise.com/food_beverage/product_life_story_labels/
http://www.springwise.com/food_beverage/coffee_life_stories_link_farme/
http://trendwatching.com/trends/stillmadehere.htm
http://www.originalbeans.com/
http://www.facebook.com/pages/The-Skinny-Cow/97236667166#!/pages/The-Skinny-Cow/97236667166?v=wall
http://www.mariecurie.org.uk/
http://www.mariecurie.org.uk/
http://www.mariecurie.org.uk/
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WONDER BREAD TAKES A BITE OUT OF MOBILE

Wonder Bread, one of the most iconic bread brands
in America, has gone mobile with the Sandwich
Wonder-izer, a new iPhone application.

Within the application consumers can create
sandwiches by combining a variety of items from a
list of 120 ingredients. The application was designed
to help promote Wonder Bread’s mission of
encouraging consumers to make nutritious choices.

“As our culture becomes increasingly mobile we believe people are looking
for tools that can be both entertaining and educational,” said Stephany
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http://itunes.apple.com/us/app/id348403246?mt=8
http://itunes.apple.com/us/app/id348403246?mt=8
http://itunes.apple.com/us/app/id348403246?mt=8

