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EXECUTIVE SUMMARY
Banza is launching a new line of frozen, ready-to-cook meals utilizing its chickpea pasta. The goal of the campaign is to 
create	a	new,	healthy	and	convenient	dinner	option	and	increase	Banza’s	brand	awareness	through	a	larger	product	line.	
Market penetration, product sales and brand awareness will be measured. Brand awareness will be achieved by reaching 
our	target	audience	through	a	variety	of	channels	including	social	media,	digital	media,	podcasts,	billboards	and	influenc-
er content. The success of the campaign will be evaluated through year-over-year sales, buyer behavior, public perception 
of the brand, brand awareness, ad recall and market penetration.
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CLIENT DESCRIPTION
Banza was established in 2014 and has since grown to become a staple in over 14,500 grocery stores throughout the U.S. 
Since the beginning, Banza has focused on creating food products that are both healthy and delicious for consumers and 
can	attribute	much	of	the	company’s	success	to	one	ingredient	that	reigns	a	staple	in	their	products;	chickpeas.	Banza	now	
offers	17	shapes	of	chickpea	pasta,	five	types	of	mac	and	cheese	and	two	versions	of	dry	rice.	The	most	recent	addition	to	
Banza’s	product	line	is	a	variety	of	frozen	pizzas.



CLIENT DETAILS
TYPE

For-profit

MISSION

Banza’s	mission	is	to	make	nutritious	and	delicious	food	more	accessible	for	everybody.

AUDIENCE

Consumers	ages	19-29	who	are	searching	for	healthy	lifestyle	choices,	specifically	food	options	that	are	low	in	carbohydrates	and	high	in	
protein	and	fiber,	and	consumers	that	have	dietary	restrictions,	such	as	celiac	disease.	 

FUNDING

Banza allotted a budget of $600,000 for the campaign.

COMPETITION

Current brands that carry chickpea pasta include Barilla, Lensi and Chickapea. Furthermore, while there are no current brands that carry a 
ready-to-cook, frozen meal made with chickpea pasta, there are several brands that offer gluten-free frozen pasta. These brands include Evol, 
Amy’s	and	Udi’s	and	could	act	as	a	competitor	to	Banza	in	the	frozen	food	market.
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SWOT ANALYSIS
STRENGTHS

• Compared	to	average	pasta,	Banza	has	25%	fewer	carbohydrates,	nearly	twice	as	much	protein	and	over	twice	as	much	fiber
• Appeals to consumers who are gluten-free
• Since its release, Banza has become the fastest selling pasta brand in U.S. Whole Foods and Target stores
• Products	are	available	at	over	12,000	retailers;	including	large	stores	such	as,	Amazon,	Target	and	Walmart
• Active	social	media	following;	including	221,000	followers	on	Instagram,	44,107	followers	on	Facebook,	6,868	followers	on	Twitter
• Endorsed by actress Kristen Bell, and several well-known organizations such as Forbes, Buzz Feed and TODAY

WEAKNESSES

• On average, the price point is higher in comparison to traditional pastas
• Current product line of uncooked pastas, rice and mac and cheese are less convenient for consumers than alternative meal options that 

require less time to prepare
• Current	product	line	is	limited	to	17	shapes	of	uncooked	pasta,	five	types	of	mac	and	cheese	and	two	versions	of	rice
• Products only available in limited retailers and supermarkets
• Some critics complain the products do not taste like pasta

OPPORTUNITIES

• Banza	has	the	opportunity	to	produce	the	first	ready-to-cook,	frozen	meal	made	with	chickpea	pasta	noodles
• Packaged	and	processed	food	industry	is	expected	to	experience	significant	growth	in	the	next	few	years
• COVID-19 pandemic has increased demand for convenient meal options that require little preparation
• Growing consumer demand for healthier food alternatives
• Expanding	the	brand	into	retailers’	frozen	food	section	will	provide	an	opportunity	to	increase	brand	awareness	while	consumers	are	

shopping  

THREATS

• Large, established pasta companies, such as Barilla, are producing chickpea pastas, similar to Banza
• With competitors producing similar products, Banza will need to offer extremely competitive pricing
• The current economic downturn may cause consumers to be less willing to pay a higher price for alternative products
• Since	Banza	will	produce	the	first	ready-to-cook,	frozen	meal,	it	will	need	to	be	strategic	in	determining	a	fair	price	for	the	product,	as	

competitors	may	follow	Banza’s	lead	and	enter	the	market,	offering	a	similar	product	at	a	lower	price
• The	frozen	food	market	is	saturated	with	products,	which	may	provide	difficulty	in	obtaining	adequate	shelf	space
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PROBLEM STATEMENT
While there are many ready-to-cook, frozen meals on the market, these meals lack ingredients that attract health-conscious consumers, as well 
as those who have dietary restrictions, such as celiac disease.  Additionally, Banza chickpea pasta lacks product diversity.  The current product 
line consists of uncooked pasta noodles, rice and boxed macaroni and cheese. With the introduction of a convenient, ready-to-cook frozen 
meal, Banza will offer consumers a new experience while increasing its product diversity.

GOALS

Throughout this campaign, the goal is to promote frozen, ready-to-cook meals made with Banza pasta to both new and existing customers 
nationwide through new in-store exposures and advanced advertising methods. 

OBJECTIVES

To attain these goals, we have created an order of objectives to centralize our campaign around to achieve optimal outcomes. These objectives 
include: building brand awareness while targeting new customers, developing brand loyalty by retaining existing customers, building brand 
loyalty around frozen healthy pasta alternatives and expanding and exposing brand name and product line into frozen food markets with 
existing retail chains, grocer partners and buyers.

8



RESEARCH
INTRODUCTION

As consumer diets evolve and the demand for alternative 
products grow, food companies are working vigorously to create new 
products that can allow consumers to indulge in their favorite meals 
with little repercussions. Banza Chickpea Pasta produces a gluten 
free alternative to traditional pastas that has gained the attention 
of consumers who maintain a gluten-free diet and those who simply 
want to enforce a healthier diet. Made from chickpeas, not only are 
Banza products gluten-free, but they also have fewer carbohydrates 
per	serving	and	increased	levels	of	protein	and	fiber	in	comparison	
to traditional pastas.

Banza’s	product	line	consists	of	17	shapes	of	dry	pasta	noodles,	
five	types	of	macaroni	and	cheese,	and	two	versions	of	rice.	After	an	
analysis	of	Banza’s	products	by	our	team,	we	concluded	the	current	
product line is not optimal for consumers seeking convenience, as 
the	products	require	significant	time	input	to	cook	and	prepare.

With a limited product line, there is opportunity for Banza to 
expand into new markets, such as the convenience and frozen food 
sectors of the grocery foods industry. By introducing a frozen, ready-
to-cook meal, Banza will diversify its product line, provide consumers 
with a healthy, convenient meal option and increase brand aware-
ness among consumers.

The purpose of this research is to determine the viability of a 
new frozen, ready-to-cook meal produced by Banza.

BACKGROUND
Frozen	meals	were	first	introduced	to	U.S.	consumers	in	the	

1930s and have since grown in popularity amongst consumers of all 
ages (Gust, 2011). According to the Frozen Food Market Analysis of 
2020, the frozen food market was valued at approximately $295.89 
billion in 2018 and is expected to reach $387.27 billion by 2025. The 
analysis also found that the prime factor for market growth is the 
increasing consumer demand for frozen foods.

Prior to the introduction of frozen foods to grocery stores, 
scientists had to perfect the process of freezing food. Early freezing 
methods faced several issues such as ice crystals protruding and 
puncturing the cell membranes of the food. This disturbance of the 
cell membrane would cause the food to become soggy and unappe-
tizing when thawed. Another problem scientists faced was the

dehydration that occurred throughout the freezing process. Concen-
tration gradients would establish within the food, resulting in water 
leaving the cells through osmosis. This led to dry, tasteless products 
with low nutritional value. These issues slowed the practice of 
freezing foods from becoming a widespread practice within the food 
industry (Gust, 2011).

These issues were soon resolved in 1922 when Clarence Birds-
eye created the quick freezing process, where Birdseye would place 
food in cartons and freeze them between refrigerated surfaces under 
pressure (Gust, 2011).

After these advancements in the processes of freezing food, 
frozen meals began making their appearance in grocery stores 
throughout the United States. They peaked in popularity after WWII, 
when refrigerators and freezers became more accessible to the 
average American (Gust, 2011).

Today, frozen meals remain popular amongst a variety of con-
sumers seeking convenient meal options. They are a perfect solution 
for individuals who have busy schedules and limited time to dedicate 
to cooking and preparing a meal.

SECONDARY RESEARCH
Due to the COVID-19 pandemic, the world has experienced 

many changes in how people conduct their daily lives. One of these 
changes is the manner in which consumers eat their meals. Mintel, 
a	global	market	research	firm,	generated	a	report	in	July	2020	that	
discussed	COVID-19’s	impact	on	frozen	food	purchases.	The	report	
was created in order to understand what factors had impacted 
purchases within the frozen food sector. The survey was given to 
1,556 internet users who had purchased frozen snacks in the last 
three months. The survey concluded the most important consider-
ations when buying frozen snacks were price (63%), familiar brand 
(40%),	filling	enough	to	replace	a	meal	(39%),	resealable	packag-
ing	(30%),	no	artificial	ingredients	(27%)	and	protein	content	(26%)	
(“Frozen Snacks: Incl Impact of COVID-19,” 2020). The data also re-
vealed that 69% of participants who make less than $50,000 a year 
said that price is important when buying frozen snacks. Additionally, 
41%	said	“filling	enough	to	replace	a	meal”	is	important	(“Frozen	
Snacks: Incl Impact of COVID-19,” 2020).

9



RESEARCH (cont.)
As COVID-19 has provided economic hardship for many people, 

price has become a key determinant in purchase decisions. Consum 
ers impacted by the global pandemic are looking for quick, conve-
nient	and	filling	frozen	meals	that	are	inexpensive.

The next most important consideration is the familiarity of the 
brand. Consumers are seeking recognizable products that promote a 
feeling of nostalgia and security during a time of uncertainty. Thus, 
products that are inexpensive, comforting and healthy market to a 
wider audience. 

Not only are consumers looking for convenient and quick meals, 
they are demanding products that contain healthy ingredients. 
According	to	research	conducted	by	L.E.K.	Consulting’s	2018	food	
and beverage survey, consumers say they want to eat healthy. They 
found that “roughly 60% to 70% of respondents indicate they would 
pay a premium for food products in the natural, ethical, enhanced or 
“less of…” categories” (Steingoltz et al., 2018, para. 16). With the 
access consumers now have to a variety of food options, as well as 
the	increased	availability	of	healthy	food	options,	it’s	important	for	
brands to provide more nutritious products to shoppers. According 
to Krystal Register, director of health and well-being at the Food 
Industry Association, “Consumers are grocery shopping with an ev-
er-expanding perspective on overall health and well-being” (Nelson, 
2020, para. 3). Some of the characteristics consumers are looking 
for	in	a	food	product	are	higher	fiber	contents,	high	protein	and	less	
processed ingredients.

Along with the health-food market increasing, vegan diets are 
on the rise due to increasing concerns over animal welfare and 
health issues. According to a report conducted by Research and 
Markets, “the global vegan food market was valued at $14.2 billion 
in 2018 and is expected to reach $31.4 billion by 2026, registering 
a compound annual growth rate (CAGR) of 10.5% from 2019 to 
2026” (Allied Analytics LLP, 2019, para. 1). As the demand for vegan 
products continues to rise, brands must cater products to consumer 
needs.	A	known	issue	with	being	vegan	is	fulfilling	protein	require-
ments without eating meat. Due to this, the alternative protein 
market is experiencing unprecedented levels of growth and compe-
tition. “Nearly 20% of adults eat plant-based meat substitutes, and 
the growth of these products is largely led by consumers who also 
eat real meat. While the number of adults who identify as vegan 
or vegetarian remains low, the market for plant-based alternatives 

continues to grow” (Plant-based Proteins: Incl Impact of COVID-19, 
2020, para. 5). Being a relatively new meat alternative, chickpea 
products are experiencing growth due to the high protein content. 
Research found that between February 2012 and January 2017, 
global food and drink products that contained chickpeas increased 
by 37% in snacks (27%), savory spreads (19%) and meal centers 
(13%) (Teodoro, 2017).

PURPOSE AND OBJECTIVES
Understanding	the	considerations	that	can	influence	a	consum-

er’s	decision	to	purchase	food	products	can	help	food	companies	
make important marketing decisions for the products. The purpose 
of this research was to determine what perceptions consumers have 
regarding frozen, ready-to-cook meals. The research also aided in 
the determination of which demographic groups Banza should be 
targeting as it develops marketing strategies for the release of new 
products within the growing brand. The following objectives were 
used to guide this research:

1. Determine	the	key	factors	that	influence	consumers’	decisions	
to purchase grocery food items.

2. Determine	consumers’	purchasing	habits	and	perceptions	of	
frozen, ready-to-cook meals.

3. Evaluate	Banza’s	brand-awareness	among	consumers	and	the	
perceptions those consumers have of the brand.

4. Determine which demographics of consumers are most will-
ing to try new brands of food products, especially Banza.

RESEARCH METHODOLOGY
Our team of researchers collected qualitative and quantitative 

data by conducting a survey of consumer grocery food purchasing 
habits. The survey was created and administered through the online 
platform, Qualtrics. Research team members shared a link to the 
survey with colleagues, friends and family members. A total of 100 
people completed the survey. Although these respondents varied in 
age, the majority were between the ages of 19 and 29. The survey 
respondents included consumers with no dietary restrictions, as well 
as those with dietary restrictions, such as gluten intolerance.

Once the survey was completed, our team of researchers ana-
lyzed the results and created graphs to develop an easily understood 
report of the data recorded.
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RESEARCH (cont.)
FINDINGS 

The survey asked respondents where they prefer to purchase 
groceries. A total of 83 respondents said they buy from grocery store 
franchise	locations	such	as	Cub	Foods,	Fresh	Thyme	or	Trader	Joe’s.	
Big box stores, such as Target or Walmart, appealed to 61 respon-
dents. Only four respondents reported buying groceries from online 
retailers, such as Amazon. Other locations included convenience 
stores, which yielded 10 responses, and local, non-franchised grocery 
stores, which yielded 16 responses.

Respondents were asked to rank six characteristics of grocery 
products from most to least important. The characteristic ranked 
most important earned a value of one, while the least important 
characteristic earned a value of six.  The majority of respondents 
selected price as the most important characteristic, with a mean 
score of 2.18. Following price was quality, with a mean score of 2.88. 
Next was healthfulness, with a mean score of 2.93. The remaining 
characteristics which respondents considered included brand, conve-
nience and size.

The survey asked respondents how likely they are to buy a fro-
zen, ready-to-cook meal. The likelihood scale ranged from extremely 
unlikely with a value of zero, to extremely likely with 
a value of 10. The mean score was 5.89.

The survey concluded roughly 40% of respon-
dents are consuming frozen, ready-to-cook meals one 
time per week and an additional 26% are consum-
ing similar meals two to three times per week, as 
depicted in Figure 1.0. A larger 90.9% admitted to 
consuming foods which can be made instantly in 
their homes, such as canned or frozen foods.

The survey prompted respondents to explain 
the circumstances in which they would buy a frozen, 
ready-to-cook meal. A common theme that arose was 
convenience. Numerous respondents said that frozen, 
ready-to-cook meals are a quick and easy solution 
when the time they have to prepare and cook a meal 
is limited.

To familiarize all participants with Banza, respondents were 
provided with a brief description of the brand. After reading the de-
scription, respondents were asked how likely they were to try Banza 
products.  The likelihood scale ranged from extremely unlikely with 
a value of zero, to extremely likely with a value of 10.    Respon-
dents who indicated they had no dietary restrictions were slightly 
to moderately likely to give Banza a try, with a mean score of 7.16. 
Respondents who indicated they were gluten intolerant were near 
extremely likely to give Banza a try, with a mean score of nine.

Age also proved to be a strong indicator of which respondents 
were most willing to try Banza. There were 57 respondents who 
indicated they were moderately to extremely likely to give the brand 
a try. Of those respondents, 48 were between the ages of 19 and 29. 
The remaining nine respondents ranged in ages from 30 to 68.

The survey found 38% of respondents had already heard of 
Banza prior to participating in the survey. Considering the respon-
dents’	willingness	to	give	Banza	a	try,	those	familiar	with	the	brand	
had a mean score of 8.42, or moderately to extremely likely. Those 
who	had	not	heard	of	the	brand	were	less	willing	to	give	it	a	try;	
scoring 7.28, or slightly to moderately likely.
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RESEARCH (cont.)
The survey also asked respondents how likely they are to 

try new brands or food items. The objective was to develop a 
better	understanding	of	the	relationship	between	respondents’	
willingness	to	try	specifically	Banza,	as	opposed	to	their	will-
ingness to try new brands or food items in general. Figure 2.0 
displays this relationship.  When relating to Banza products, 
the mean score for all respondents was 7.30. When relating to 
new brands or food items in general, the mean score was 7.55.

Interestingly, the respondents who indicated they had no 
dietary restrictions earned a mean score of 7.65 relating to 
new brands or food items - an increase from their mean score 
of 7.16 relating to Banza products. Gluten intolerant respon-
dents trended in the opposite direction. Their mean score for 
new brands or food items was 7.50 - a decrease from their 
mean score of nine relating to Banza products.  These trends 
are demonstrated in Figure 3.0.

The survey provided respondents with a list of considerations 
that may increase the likelihood of them buying Banza products. The 
respondents were directed to select all list items that applied. Under-
standing the general characteristics of the product proved to be the 
most popular consideration, with 53 selections. Next, was an in-store 
or online deal or offer, with 50 selections. Third was a coupon, with 
41 selections. Five respondents selected “other” from the list of 
considerations. Three of these respondents indicated that they are 

already	purchasing	Banza	products;	another	said	a	recommendation	
from	a	friend	might	influence	their	decision.	Finally,	five	respondents	
said no considerations would lead them to buy Banza products.

The survey asked respondents what amount they would be 
willing to pay for Banza Chickpea Pasta. Just over half of respon-
dents, 52%, indicated they would be willing to pay $3-$4. A smaller 
portion, 35%, said they would pay $4-$5. The remaining respon-
dents were willing to pay greater than $5.

CONCLUSION
An analysis of primary and secondary research identi-

fied	trends	and	consumer	preferences	which	will	be	consid-
ered by Banza in the marketing of a frozen, ready-to-cook 
meal.

This research yielded insightful information regarding 
consumer	preferences	and	the	considerations	that	influence	
those	consumers’	decisions	when	purchasing	grocery	food	
items.		The	survey	findings	indicated	consumers	who	are	
between the ages of 19 and 29 and consumers who are glu-
ten intolerant are most willing to try a frozen, ready-to-cook 
meal produced by Banza. This information will be increas-
ingly valuable as Banza continues to develop marketing 
strategies.
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STRATEGIES AND TACTICS
STYLE GUIDE

The style guide (see Appendix A) was developed to establish 
consistency among branding to create cohesive concepts and designs 
throughout all of our outgoing marketing materials. The elements 
included in the style guide consisted of font selections, color combi-
nations, brand logos and supplementary brand logos. This allowed 
team-members to design distinct pieces for each component of our 
integrated marketing campaign, while maintaining on-brand with 
the universal brand image.

To determine the appropriate concepts and designs to be used in 
the	style	guide,	we	analyzed	Banza’s	current	branding	strategy	and	
considered the different ways it has combined those strategies to 
create content for prior marketing campaigns. This process helped us 
to ensure the product and its integrated marketing campaign would 
be	on-brand	with	Banza’s	values,	mission	and	offerings	it	is	known	
for. This being most prominently shown through our utilization of 
Banza’s	supplementary	logos,	seen	on	their	other	packaging.	Within	
these sub-logos are icons representing nutritional facts and dietary 
identifiers	to	further	demonstrate	the	products	and	their	superior	
quality among alternative brands. It also helped us to develop 
innovative designs that will move the brand forward.

PACKAGE DESIGN
The	packaging	(see	Appendix	B)	for	Banza’s	frozen,	ready-to-

cook meals was designed to provide critical product information 
in an attractive, concise format. To help us ensure that our design 
would	be	on-brand	with	Banza’s	existing	product	packaging,	we	
began by researching Banza products already on the market. 
We discovered the consistent use of primary color combinations, 
catchphrases and narrated product descriptions. To achieve our goal 
of staying on-brand, we knew it would be important to include these 
strategies in our own package designs.

When choosing color combinations, we focused on the most 
popular colors typically used by Banza — orange, red and beige. 
Similar to most Banza packaging, we used orange as the primary 
background color and red and beige for text on the majority of the 
packaging. We wanted consumers who recognized the brand for its 
bright orange packaging to notice its venture into a new market — 
frozen, convenience foods. On the back of the packaging, we used 
beige as the background color and orange and navy for text. 

Navy on beige is dramatically easier to read than red on orange, 
especially	with	smaller	font	sizes.	We	did	not	want	Banza’s	audience	
to miss any critical information, so we used more contrasting color 
combinations for areas of the packaging that included product 
descriptions and nutritional information.

In	our	initial	packaging	research,	we	noticed	Banza’s	use	of	
catchphrases, such as “the pasta that loves you back.” These catch-
phrases help the brand to distinguish itself from competitors and 
give it a trendy, personal feel that consumers love. According to our 
research	study,	the	largest	part	of	Banza’s	audience	is	aged	19-29.	
In order to appeal to this demographic, we felt the need to capitalize 
on the use of catchphrases to connect with younger generations of 
consumers. We deployed this strategy in several places throughout 
the packaging by including the phrases “made from chickpeas,” 
“powered by chickpeas,” “chickpeas make delicious …” and “the 
pasta that loves you back.”

We also noticed that Banza narrated its product descriptions. 
For example, the packaging featured statements like “we love it and 
we know you will too.” This strategy gives the brand a personality 
and makes it easier for consumers to connect with. It takes the brand 
from a company that produces alternatives to traditional pasta, to 
a	group	of	people	who	consumers	can	trust.	We	wanted	Banza’s	
audience	to	think	of	Banza’s	frozen,	ready-to-cook	meals	in	the	
same	ways	they	think	of	Banza’s	dry	varieties	of	pasta.	To	do	so,	we	
also	narrated	Banza’s	product	descriptions	and	continued	our	effort	
to maintain on-brand with existing packaging designs.

To help us ensure Banza would not be out of place in grocery 
store	freezer	aisles,	we	researched	competitors’	packaging.	We	
discovered	almost	all	of	Banza’s	competitors	were	displaying	
images of their products on the front and back of their packaging. 
In	our	initial	research	of	Banza’s	packaging,	we	found	the	company	
avoided this strategy almost entirely. Knowing this, we concluded 
placing images of dry pasta on its packaging would be an ineffective 
marketing strategy, as there is limited ability to differentiate pasta 
brands by visual representations of dry pasta varieties. Since Banza 
would be moving into a new market, we recognized the opportunity 
to diversify product packaging. We developed an innovative design 
starting	with	Banza’s	traditional	strategies	and	building	upon	those	
by including product images aimed to attract consumers to an 
unfamiliar face in the freezer aisle.
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STRATEGIES AND TACTICS (cont.)
Much	like	Banza’s	effort	to	provide	consumers	with	a	

foward-thinking alternative to traditional pasta brands, we wanted 
the product packaging to resonate with the same type of consumer 
by being equally as progressive. We chose to use all recyclable 
packaging materials for the frozen, ready-to-cook meals. They are 
encased in a cardboard paper box. Inside the box, the single-serving 
meal will be in a propylene plastic container and the family size 
meal will be in an aluminum baking tray.

PRINT ADVERTISING
The	first	piece	of	print	advertising	(see	Appendix	C)	is	a	coupon	

that will give customers $1 off any regular-priced, frozen, ready-
to-cook Banza meal – single serving. The retail price for a single 
serving will be $4.99.  The coupon will be attached to boxes of dry 
Banza pasta, prior to distribution to grocery retailers. We determined 
this strategy would encourage customers, whom are already buying 
Banza products, to try the new ready-to-cook, frozen meals. The cou-
pon will be limited to in-store use only. We will distribute 1,450,000 
coupons between the 14,500 grocery retailers already selling Banza. 
Coupons will be eligible for use from January 1, 2021 - Dec. 31, 
2021. Since the cost to print the coupons will be considered a produc-
tion cost rather than an advertising cost, it will not be listed as an 
expense in the marketing campaign budget.  The use of this coupon 
serves as a form of advertisement and point of sale encouragement.

The second piece of print advertising (see Appendix D) is mag-
azine advertisements. To help us reach our target audience, we will 
feature	these	ads	in	two	magazines.	The	first	advertisement	will	be	
a full page in the February 2021 issue of Health Magazine on Feb. 
1, 2021. Health	Magazine’s	content	is	centered	on	health,	fitness,	
food and beverages, making it a perfect medium to present a new, 
health-conscious, food product. According to Health	Magazine’s 
2019 Media Kit, 9 million people read Health Magazine in 2019. The 
median age of readers is 52, with 68% being female and 32% male. 
Health	Magazine’s large audience and emphasis on food and health 
make	it	a	prime	magazine	to	display	Banza’s	ready-to-cook,	frozen	
meal.

The second ad will be a half-page in the March 2021 issue of 
Cosmopolitan	magazine	on	March	1,	2021.	Without	sacrificing	in	
other	areas	of	our	marketing	campaign,	we	couldn’t	afford	a	full	
page ad in this magazine. Still, we knew Cosmopolitan would be a 

great resource for us to reach our target audience, which is why we 
decided to go for a half-page ad.  Cosmopolitan has a total audience 
of 66 million people, 14 million of which engage with print media. 
Additionally,	the	demographic	of	the	magazine’s	large	audience	is	
similar to the target audience for frozen, ready-to-cook Banza meals. 
Roughly 72.7% are ages 18 - 49, and 48.7% of the audience are 
millennials (b . 1977-1996) (Cosmopolitan Media Kit, n.d.). These 
audience demographics will help reach the targeted audience and 
encourage Cosmopolitan readers to purchase the new products.

Overall, magazine advertisements will increase consumer 
awareness of frozen, ready-to-cook Banza meals.

DIGITAL MEDIA ADVERTISING
Over the past decade, the popularity of podcasts has skyrock-

eted. According to Edison Research, 75% of Americans are now 
familiar with the term “podcasting” and more than 5 in 10 have 
listened to a podcast themselves (Richter, 2020). Covering topics 
from sports, politics, and pop culture, there is a podcast out there 
for nearly everyone. Knowing this, the focus of the digital media 
strategy is to utilize advertisements in two podcasts (see Appendix E) 
that	are	popular	among	Banza’s	target	audience:	Gals	on	the	Go	and	
Anything Goes with Emma Chamberlain.

The	first	podcast	we	will	advertise	on	is	Anything	Goes	with	
Emma Chamberlain and the episode will go live on Jan. 8, 2021. 
Chamberlain is known for her YouTube channel, which began in 
2017.  Over the past three years, she has amassed a following of 
9.67 million subscribers on YouTube. Since then, she has had several 
notable accomplishments. These include growing an Instagram 
following of 11.3 million, creating Chamberlain Coffee, being 
sponsored by Louis Vuitton and being recognized by many as a 
fashion and lifestyle icon. Chamberlain is also vegetarian and posts 
numerous food review videos. Based on her YouTube following, we 
estimated Anything Goes has approximately three million active 
listeners.

The second podcast we will advertise on is Gals on the Go, host-
ed by Brooke Miccio and Danielle Carolan. The episode will go live 
on Jan. 8, 2021. Every Wednesday, Miccio and Carolan share stories 
and offer advice on living your best life. They are individually known 
for their YouTube channels and Instagram accounts. Their combined 
audience	is	over	750,000.	Based	on	the	podcast’s	reviews,
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STRATEGIES AND TACTICS (cont.)
the	number	of	followers	on	the	podcast’s	Instagram	profile	and	the	
number	of	social	media	followers	for	each	of	the	podcast’s	hosts,	we	
estimated Gals on the Go has roughly 100,000 listeners per episode.

Each podcast will speak about frozen, ready-to-cook Banza 
meals for a time frame spanning 30 seconds to one minute during 
one	podcast	episode.	To	guide	the	hosts’	discussion,	we	have	created	
a rough script with talking points.  We have indicated three key 
points that must be included in the episode.  They are:
• “This episode is sponsored by Banza, the pasta powered by 

chickpeas”
• “Banza has launched a new line of frozen, ready-to-cook 

meals”
• “You can buy frozen, ready-to-cook meals by Banza at ...”

We will give the hosts creative freedom to voice their unique 
opinions	of	the	products,	and	to	adapt	the	script	to	fit	their	podcast.	
Prior to the recording of the podcast, we will send the three varia-
tions of single serving meals to each of the hosts for them to try.  
This will provide them the opportunity to comment on their experi-
ence trying the products, and which variation they liked best.

SOCIAL MEDIA ADVERTISING
For social media content, we created content for one week on 

TikTok (see Appendix F) and one week on Instagram (see Appendix 
G). The TikTok content will go live the week of March 1, 2021 and 
the Instagram content will go live the week of March 8, 2021.

TikTok is a destination for short-form mobile videos. Unlike 
other	social	media	platforms,	TikTok’s	For	You	Page	makes	virality	
likely,	offering	significant	potential	for	a	brand	needing	to	diversify	
its advertising and marketing strategies. Since the platform is not 
yet saturated with brands and advertisements, now is a great time 
for Banza to begin advertising on the app. Brands using TikTok can 
share stories, connect and engage with their audience in a more im-
pactful way. Content on the platform performs best when it matches 
TikTok’s	viral,	entertaining	and	energetic	tone.	Brands	can	increase	
discoverability on the platform by using popular and trending music. 
Lastly, brands can tap into existing trends and add their unique twist 
to it. 

TikTok’s	audience	is	large	and	continually	growing.	According	
to Omnicore, 41% of TikTok users are between ages 16 - 24, with the 

median age increasing as the app popularity increases. Users spend 
an	average	of	52	minutes	per	day	on	the	app,	which	is	significant	
in	reaching	Banza’s	target	audience.	TikTok	will	be	a	great	platform	
for Banza to gain exposure and reach a younger audience because it 
is where Gen Z and Millennials feel a sense of community (Haasch, 
2020).

Banza	just	started	posting	on	TikTok	recently.	The	first	post	is	
from Oct. 19, 2020 and they only have 10 posts. We created seven 
new posts for the campaign by tapping into trends and posting 
timely videos. The idea of continuing to create funny and relatable 
content will increase brand familiarity and overall awareness.

The next social media platform we developed content for is Ins-
tagram. Instagram allows users to post pictures, time-lapsed stories 
and short video reels. Consumers often use the platform to connect 
with brands — 80% of all users follow at least one business account. 
The platform provides a space for brands to tell a story through 
visually appealing content. Since users are more likely to engage 
with visual components, Instagram offers a competitive advantage 
over other platforms, like Facebook and LinkedIn which allow for 
posts that do not include visual components. Finally, Instagram is 
a	great	place	to	reach	Banza’s	audience	because	60%	of	users	are	
aged 18 - 34. These statistics prove Instagram is a crucial component 
in	Banza’s	marketing	campaign	strategy.

Banza has 230,000 followers on Instagram. The company posts 
daily, featuring photos of their products, user-generated content, 
recipes	and	other	graphics.	To	stay	on-brand	with	Banza’s	current	
strategy on Instagram, we chose to create a mix of food photography 
photos, product highlights and graphics. Along with the posts, we 
will use #QuickpeaPasta and #EatBanza to emphasize the comfort 
and convenience of frozen, ready-to-cook Banza meals.

BILLBOARD ADVERTISING
For an additional component to our marketing campaign, we 

chose to use billboards to help us expand our reach.  Billboards 
are highly visible to individuals driving on the road. The average 
American spends 20 hours each week in the car traveling over 200 
miles. In addition, 72% of billboard viewers shop on their way home 
and 68% make shopping decisions while in their car. This creates an 
effective marketing strategy as most people drive to get their grocer-
ies.	These	billboards	(see	Appendix	H)	will	be	placed	in	five	of
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STRATEGIES AND TACTICS (cont.)
the largest urban cities: Boston, Chicago, Los Angeles, New York City 
and Seattle. This ensures that a high volume of people will see the 
billboards,	along	with	Banza’s	target	audience	populating	a	large	
majority of these cities. The billboards will be present from Jan. 1
through Feb. 2021, each staying up for eight weeks. The reasoning 
behind the months chosen is to have high visibility at the beginning 
of the campaign, increasing the effectiveness of this marketing 
campaign.

INFLUENCER ADVERTISING
The	final	component	of	the	marketing	campaign	is	the	use	of	

social	media	influencers.	Influencers	can	influence	public	opinions	by	
increasing brand awareness, engagement and sentiment.  They also 
provide a return on investment by increasing purchase intent and 
traffic	to	brands’	websites.	Influencers	have	the	power	to	lead	and	
inspire consumers along with protecting and advocating the brands 
they	partner	with.	Using	influencers	on	social	media	has	gained	
popularity during the COVID-19 pandemic as a source of advertising 
and reaching consumers at home. In March 2020, there was a 76% 
increase	in	daily	likes	on	Instagram	posts	with	the	hashtag	‘ad’	
(Monllos,	2020).	Influencer	content	is	a	cost-effective	way	for	Banza	
to	reach	and	target	specific	audiences.	Influencers	can	help	Banza	
reach new and existing consumers on various social media channels 
through	compelling	messages	and	calls	to	action.	Lastly,	influenc-
ers can positively change consumer behaviors and opinions about 
Banza. 

The	first	partnership	is	with	Brooke	Miccio,	a	lifestyle	influencer	
(see	Appendix	I).	Given	Miccio’s	work	with	Banza	on	her	podcast,	
Gals on the Go, it was practical to partner with her as a brand 
influencer	on	her	other	platforms.	The	partnership	will	allow	Miccio	
to develop her role as a spokesperson for the brand and also help 
achieve the campaign goal of brand and product awareness for 
frozen, ready-to-cook Banza meals. Miccio has a high number of 
followers on her various social media platforms, the highest being 
her YouTube channel, which has 233,000 subscribers. Next is her In-
stagram account with 98,300 followers and her TikTok with 34,500 
followers. These three accounts will be used by Miccio to reach the 
target	audience	and	positively	influence	her	followers’	opinions	
about Banza and encourage them to purchase Banza products. Mic-
cio’s	social	media	posts	will	be	spread	out	throughout	the	course	of	

the campaign. The Instagram post and story will be featured on Jan. 
16, 2021, the YouTube video on Feb, 16. 2021 and her TikTok will be 
posted on March 3, 2021. 

The second partnership is with Kristen Bell, an American 
actress, singer and producer (see Appendix J). Bell has previously 
endorsed Banza on her Instagram in 2018. The 2018 Instagram post 
detailed the actress unboxing a package of several Banza dry kinds 
of pasta, which were sent to her directly from Banza. In addition 
to displaying the Banza products on her account, Bell discusses her 
positive experience with the brand and how her family enjoys meals 
made	with	Banza.	Bell’s	previous	endorsement	of	Banza	products	
was the primary reason she was selected to promote the Banza, 
ready-to-cook, frozen meals. With a following of 1.2 million people, 
Bell has the ability to reach a large number of individuals through 
a simple Instagram post. Bell will only be required to post once on 
her	Instagram	as	the	cost	to	use	a	celebrity	influencer	is	more	costly	
than	a	non-celebrity	influencer.	The	post	will	be	featured	on	Bell’s	
Instagram on Jan. 5, 2021. However, the use of both a lifestyle 
influencer	and	celebrity	influencer	will	be	extremely	advantageous	
to the goal of increasing consumer awareness of the Banza, ready-to-
cook, frozen meal. 

For each of the platforms under sole proprietorship, Miccio and 
Bell will have a certain number of posts that they are expected to 
create	within	a	specified	time	frame	but	they	will	be	allowed	creative	
freedom	regarding	the	content	itself.	Influencer	content	is	most	suc-
cessful when creators are given creative freedom, the partnership is 
authentic	and	the	sponsorship	is	disclosed.	The	following	are	specific	
requirements	expected	from	the	influencers	for	social	media	posts:	
Use of the hashtags, #QuickpeaPasta and #EatBanza and promo 
code, FROZEN10, for Instagram and TikTok posts.
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CATEGORY QUANTITY COST SUBTOTAL

PRINT ADVERTISING $342,000

Full Page (Health Magazine) 1 $160,000

Half PageCosmopolitan) 1 $182,000

DIGITAL MEDIA ADVERTISING $62,000

Gals on the Go Podcast 1 $2,000

Anything Goes with Emma Chamberlain Podcast 1 $60,000

INFLUENCER CONTENT $107,900

Brooke Miccio 4 $7,900

Kristen Bell 1 $100,000

BILLBOARD ADVERTISING $88,0000

Boston, MA 2 $6,000

Chicago, IL 2 $9,000

Los Angeles, CA 2 $12,000

New York City, NY 2 $12,000

Seattle, WA 2 $5,000

Total: $599,000

Alloted Budget: $600,000

BUDGET
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TIMELINE
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EVALUATION
During	Banza’s	three-month	campaign	we	will	complete	a	

mid-evaluation and post-evaluation to measure the effectiveness of 
Banza’s	marketing	strategies.	It	is	important	to	evaluate	marketing	
strategies and messages to determine if they are compelling enough 
to reach the target audience. We will begin the evaluation by looking 
at	Banza’s	marketing	goals	and	objectives.	The	marketing	goal	is	
to promote a frozen, ready-to-cook meal made with Banza pasta 
to both new and existing customers nationwide. Additionally, the 
marketing objectives are to build brand awareness while targeting 
new customers, develop brand loyalty by retaining existing custom-
ers, build brand awareness and brand loyalty around frozen healthy 
pasta alternatives, and expand the product line into frozen food 
markets. It is necessary to evaluate the campaign based on whether 
or not the goals were achieved or not.

A mid-evaluation will be conducted after six weeks of the 
campaign. We will monitor how sales are impacted as each piece of 
the integrated marketing communications toolbox is implemented 
based on our timeline. We will track the sales after the implemen-
tation of the magazine advertisements and billboards. Additionally, 
we will track the usage of the coupon. Next, for the social media 
and digital pieces, we will monitor word of mouth, sentiment and 
consumer sharing by using a social monitoring tool. Throughout the 
influencer	campaign,	we	will	collect	data	from	the	influencers	such	
as likes, reach, impressions and engagement. Additionally, for the 
social	media	campaign	on	Banza’s	owned	social	media	channels,	
Instagram and TikTok, we will monitor likes, follows, engagement, 
etc.	Lastly,	we	will	monitor	the	traffic	to	Banza’s	website.	For	the	
podcasts, Gals on the Go and Anything Goes with Emma Cham-
berlain, we will collect data from the hosts such as the number of 
listeners.

Based on the mid-evaluation Banza can make adjustments 
to strategies and tactics throughout the remainder of the campaign. 
If the mid-evaluation indicates a marketing tactic is underperform-
ing, we will consider scaling back the tactic and reappropriating the 
dollars saved to a tactic that has performed well. Similarly, if the 
mid-evaluation indicates a marketing tactic is performing better 
than expected, we will consider capitalizing on that performance, by 
scaling back on a less effective tactic and reappropriating the dollars 
saved to the higher-performing tactic. This allows us to ensure the 
client’s	dollars	will	be	well-spent,	and	that	we	are	able	to	reach	the	
maximum effectiveness of the campaign through our marketing 

strategies.
Lastly, a post-evaluation will be conducted at the conclusion 

of	the	campaign	to	measure	the	final	success	of	the	marketing	goals	
and campaign. We will compare year-over-year sales, buyer behav-
ior, attitudes toward Banza, brand awareness, ad recall and market 
penetration.
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Style Guide
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APPENDIX B

BUTTERNUT 
SQUASH LASAGNA

SINGLE SERVING SIZE

MISO PESTO
CAVATAPPI

SINGLE SERVING SIZE

SPAGHETTI &
MEATBALLS

SINGLE SERVING SIZE

25



APPENDIX B (cont.)

BUTTERNUT 
SQUASH LASAGNA

FAMILY SIZE

MISO PESTO
CAVATAPPI

FAMILY SIZE

SPAGHETTI &
MEATBALLS

FAMILY SIZE

26



APPENDIX C

27



APPENDIX D
FULL-PAGE MAGAZINE ADVERTISEMENT
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APPENDIX D (cont.)
HALF-PAGE MAGAZINE ADVERTISEMENT
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APPENDIX E
PODCASTS

Each podcast will speak about frozen, ready-to-cook Banza meals for a time frame 
spanning	30	seconds	to	one	minute	during	one	podcast	episode.	To	guide	the	hosts’	discussion,	
we have created a rough script with talking points. We have indicated three key points that must 
be included in the episode.  They are:

• “This episode is sponsored by Banza, the pasta powered by chickpeas”
• “Banza has launched a new line of frozen, ready-to-cook meals”
• “You can buy frozen, ready-to-cook meals by Banza at ...”
We will give the hosts creative freedom to voice their unique opinions of the products 

and	to	adapt	the	script	to	fit	their	podcast.	Prior	to	the	recording	of	the	podcast,	we	will	send	
the three variations of single-serving meals to each of the hosts for them to try. This will provide 
them the opportunity to comment on their experience trying the products, and which variation 
they liked best.

Gals on the Go
Hosts: Brooke Miccio and

Danielle Carolan
Every Wednesday hosts, Brooke Miccio and Danielle 
Carolan share stories and offer advice on living your 

best life.

Anything Goes With Emma 
Chamberlain

Every	Tuesday,	Chamberlain’s	podcast	features	her	
thoughts and advice on relationships, dealing with 

failure, and relatable stories with friends.

30



APPENDIX F

TIKTOK #1

CAPTION: THE FROZEN MEAL MADE FROM CHICKPEAS. 
Frozen	meals	don’t	have	to	be	boring.	Introducing	
ready-to-cook, frozen meals by Banza. Try them 
today!

TIKTOK #2

CAPTION: Calling all pasta lovers! Ready-to-cook, fro-
zen meals by Banza are here. 3 new products to sat-
isfy all your chickpea pasta cravings. #QuickPeaPasta

TIKTOK #3

CAPTION: Schedule full of Zoom calls? Ready-to-cook, 
frozen	meals	 by	 Banza	 give	 you	 a	 flavorful	 &	 pro-
tein-packed meal in just 4 minutes! #QuickpeaPasta

TIKTOK #4

CAPTION: We promise ready-to-cook, frozen meals by 
Banza will work out for you and the whole family. 

Head	to	EATBANZA.com	to	find	Banza	near	you!	
#EatBanza
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CLICK VIDEO TO VIEW!

https://vm.tiktok.com/ZMJbH3j3y/
https://vm.tiktok.com/ZMJb9dtfM/
https://vm.tiktok.com/ZMJbHsoV7/
https://vm.tiktok.com/ZMJb917Ga/


APPENDIX F (cont.)

TIKTOK #5

CAPTION: It’s	the	25	grams	of	protein	for	me.	
#QuickpeaPasta

TIKTOK #6
CAPTION: Name a better duo than Banza pasta and 

frozen	meals?	We’ll	wait.	#QuickpeaPasta

TIKTOK #7

CAPTION: No	catfish	here.	All	 real	 ingredients	&	un-
beatable	flavors.	Head	to	Target,	Whole	Foods,	Ama-
zon, or EatBanza.com and see for yourself!
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CLICK VIDEO TO VIEW!

https://vm.tiktok.com/ZMJb9LrV2/
https://vm.tiktok.com/ZMJbHw2eX/
https://vm.tiktok.com/ZMJbHTqDQ/


APPENDIX G

INSTAGRAM #1

CAPTION: Coming	in	hot.	We’re	so	excited	to	share	our	new	pasta	mas-
terpieces with you. Stay tuned for the reveal tomorrow at 7 P.M. CST. 
Comment	what	you	think	it	might	be.	Hint:	It’s	#QuickpeaPasta

INSTAGRAM #2

CAPTION: Introducing	Banza’s	frozen	ready-to-cook	meals	made	
from chickpeas. Our 3 pasta masterpieces are Spaghetti & Meatballs, 

Butternut Squash Lasagna(vegan!) and Miso Pesto Cavatappi (vegan!). 
Is	your	mouth	watering	yet?	Check	em’	out	at	Target,	Whole	Foods,	We-

gmans,	&	Heinen’s	or	on	Amazon	and	EatBanza.com	#QuickpeaPasta

INSTAGRAM #3

CAPTION: Your microwave is about to get real steamy. No dishes 
required. Chickpeas make delicious frozen ready-to-cook meals.

INSTAGRAM #4

CAPTION: Our	#QuickpeaPasta	is	packed	with	protein,	fiber,	and	flavor.	
Perfect for any meal anytime you want it.
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APPENDIX G (cont.)

INSTAGRAM #5

CAPTION: You	don’t	even	need	to	turn	your	oven	on.	Let	your	microwave	
do all the work. 100% ready-to-cook and 100% easy-to-make. Your 
favorite frozen meal is now made from chickpeas.

INSTAGRAM #7

CAPTION: Looking	for	comfort	food	your	family	will	love?	We’ve	got	
you covered. Time to cozy up next to some comforting Spaghetti & 
Meatballs.	It’s	full	of	the	good	stuff	and	delicious,	so	you	don’t	have	to	
give it a second thought.

INSTAGRAM #6

CAPTION: PSA you can now buy family size frozen ready-to-cook meals. 
We’ve	turned	your	favorite	dishes	into	chickpea-powered	meals	your	

family will love. #QuickpeaPasta
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APPENDIX I

LIFESTYLE INFLUENCER PARTNERSHIP
BROOKE MICCIO

Instagram Following: 97.8K
YouTube Subscribers: 231K
TikTok Following: 32.1K

SOCIAL MEDIA 
PLATFORM INSTAGRAM YOUTUBE TIKTOK

SUGGESTED 
CONTENT FOR 
INFLUENCER

We	will	give	the	influencer	
creative freedom to make 
1 Instagram post and 2 
stories that center our 

product. Mention coupon 
code in both.

Post: Static
Length of Story: 10-15 

seconds

Hashtags: #QuickpeaPasta
#EatBanza

Coupon Code: FROZEN10

We	will	give	the	influencer	
creative	freedom	to	film	

a YouTube video that 
discusses our product. 

Example:	‘What	I	Eat	in	a	
Day’	video	that	includes	

our product for one of the 
meals.

We	will	give	the	influencer	
creative freedom to make 
1 TikTok that focuses on 

our product. 

Length of TikTok: 30-60 
seconds

Hashtags: 
#QuickpeaPasta

#EatBanza

Coupon Code: FROZEN10

BUDGET $2300 $5000 $600
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APPENDIX I (cont.)

LIFESTYLE 
INFLUENCER 
CONTRACT

37



APPENDIX J

CELEBRITY INFLUENCER PARTNERSHIP
KRISTEN BELL

Instagram Followers: 14.7 million
Has posted and spoke about Banza products on Instagram

SOCIAL MEDIA 
PLATFORM INSTAGRAM

SUGGESTED 
CONTENT FOR 
INFLUENCER

We will give Kristen 
creative freedom for one 
Instagram post. The pic-

ture(s) of the post should 
contain an image of our 
product and the caption 

should discuss our product 
in a positive manner. 

Post: Static

Hashtags: 
#QuickpeaPasta

#EatBanza

Coupon Code: FROZEN10

BUDGET $100,000

CELEBRITY 
INFLUENCER 
CONTRACT
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