
“Kitchen companions with a can-do attitude”

“Problem Solvers”
“The very latest in thingamajigs”

“A Tool to Tame”

“Toys aren’t just for your bedroom”

“Neat, Sweet and Complete”

“Creating a Brand”

“Hip, Hip, Puree”

“Make life easier”

“Cool Tools”

“Flavorful Flair”

“One hand wonder”

“Form and Function”

“Go Go Gadgets”



SITUATION
After 20 years of being handled by a outside
distributor, in 2001 Chef'n began marketing prod-

ucts under its own brand name and hired us as
consultants to set up a strategy to generate indus-

try and consumer brand awareness. The unique
and defining message was of a product design 

company founded on wit and youthful spirit,
which would differentiate them from 

competition.

PR Value  Report  2003

Grand Total $ 2,294,670
Consumer $ 1,679,968
TV / Radio $ 500,550
Trade $ 214,152

CAMPAIGN 
We have been able to convey these attributes to the con-

sumer media via trade shows; in-person office visits; Satellite
TV Media Tours, personal contact and press events.

The press, once informed, carried the message very 
effectively!





RESULTS
During the first year out, the program resulted in a

70% increase in sales. The company now has
nationwide distribution in all major home and

kitchen chains. Even the consistently surprised CFO
continues to credit our efforts for a significant
contribution to this success!

Launch Segment-First 5 months Media Return vs. Cost of PR Program




