
INTEROFFICE MEMORANDUM 

TO: ANTOINETTE BIBESIA 

FROM: SIERRA MARLING 

SUBJECT: NUMEN MARKETING INFO 

DATE: NOV. 13, 2018 

CC: N/A 

Executive Summary: It would be wise to market to consumers due to the popularity of home 

cooking due to the push for healthier food options and popularity of pre-prepped meal kits. We 

should be targeting Social Striver and Virtual Shopper consumer groups, and given their high use 

of general media, it would be wise to do so on social media. Engaging them in the formats that 

they use most, including mobile and TV, will require a corporate sponsorship with an entity, like 

a celebrity chef or show. Influencer marketing will be crucial as well, as these groups rely on 

reviews and popularity to decide final buying choices. To understand how well the campaign 

went, KPIs to measure include: basic metrics measurements, social listening, and financial 

analysis. 
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The first question on our minds is, of course, who we are marketing this product to. 

Given that restaurants are 

a niche target, and it 

would be difficult to 

break into this market 

given the “tried and true” 

mindset of most 

professional cooks. There 

is also a greater push for 

healthier food and home 

cooking with pre-prepped 

meal kits trending right 

now. This is why we 

should concentrate on the 

lay consumer for 

marketing purposes.  

To begin, I checked two databases, Simmons and Mintel, for appropriate segmentations 

that would fit our needs. In Simmons, I cross tabulated data from “Retail Attitudes” and 

“Food Attitudes” to see how different retail segments felt about their food choices. Two 

of the most promising segments, virtual shoppers and status strivers, are passionate about 

food and have no overwhelmingly negative attitudes towards different food marketing 

strategies. Both of these audiences show opportunity in the category of convenience and 

ease, as they’re not completely against this idea, and this would be the traditional route to 

START FIELD DATE : 10/25/2015

END FIELD DATE : 05/31/2016

DATE EXECUTED : 11/13/2018

SELECTED BASE : STUDY UNIVERSE

Total

CONVENIE

NCE AND 

EASE

REFORME

D 

TRADITION

VARIETY 

ON A 

BUDGET
Sample 12,723 1,747 3,468 3,186

Weighted(000) 238,470 35,561 59,358 64,291

Total Vertical % 100.0% 100.0% 100.0% 100.0%

Horizontal % 100.0% 14.9% 24.9% 27.0%

Index 100 100 100 100

Total % 100.0% 14.9% 24.9% 27.0%

Sample 1,809 614 517 147

Weighted(000) 34,918 13,394 8,511 2,646

JUST THE ESSENTIALS Vertical % 14.6% 37.7% 14.3% 4.1%

Horizontal % 100.0% 38.4% 24.4% 7.6%

Index 100 257 98 28

Total % 14.6% 5.6% 3.6% 1.1%

Sample 2,361 237 651 606

Weighted(000) 44,306 4,498 12,202 12,195

STATUS STRIVERS Vertical % 18.6% 12.6% 20.6% 19.0%

Horizontal % 100.0% 10.2% 27.5% 27.5%

Index 100 68 111 102

Total % 18.6% 1.9% 5.1% 5.1%

Sample 1,678 *46 219 761

Weighted(000) 30,942 *950 2,867 16,576

MALL MANIACS Vertical % 13.0% *2.7% 4.8% 25.8%

Horizontal % 100.0% *3.1% 9.3% 53.6%

Index 100 *21 37 199

Total % 13.0% *0.4% 1.2% 7.0%

Sample 2,183 396 689 274

Weighted(000) 42,617 7,778 12,181 5,660

UPSCALE CLICKS Vertical % 17.9% 21.9% 20.5% 8.8%

Horizontal % 100.0% 18.3% 28.6% 13.3%

Index 100 122 115 49

Total % 17.9% 3.3% 5.1% 2.4%

Sample 3,142 288 799 1,187

Weighted(000) 60,812 6,101 14,099 23,415

VIRTUAL SHOPPERS Vertical % 25.5% 17.2% 23.8% 36.4%

Horizontal % 100.0% 10.0% 23.2% 38.5%

Index 100 67 93 143

CROSSTAB TITLE : Cooking Lifestyle + Shopping Habits

STUDY NAME : Spring 2016 NHCS Adult Study 06-month

STUDY TYPE : Population



3 

take, but there is another way that plays to the strengths of these groups. Both of these 

groups are categorized as “True Foodies”, meaning they embrace trends and really enjoy 

food. They look for new and exotic foods and have no issue drawing inspiration from 

others for food ideas.  

In addition, they’re both avid media users, with high amounts 

of them being shown to use mobile media.  This presents an 

opportunity to present the cookware on social media, 

campaigning to bring it to the forefront of these consumers’ 

minds. 

 

We can give professionals an 

influencer incentive, like a 

discount to try the product and review it on social media. to get the word out about the 

quality of the products. What would be the most effective would be to proposition a 

celebrity spokesperson, like Gordan Ramsay, who is known for food quality and his 

media presence. What could also be effective would be to have a televised event, like a 

game show centered around cooking, sponsor the cookware and use it for its show. These 

audience segments will want to see media sources proving that, in practice, the cookware 

is of high enough quality to be used by celebrity chefs and promoted online. For Social 

Strivers, the necessity to buy comes from seeing the celebrity spokesperson/influencers 

using the product, making this especially important. Marketing should keep in mind that 

they want to emulate these high-class professionals and appear to be as well-versed in 
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cooking for their own social circles. The Virtual Shoppers want access to resources to see 

how well the cookware performs, who enjoys it, and where they should purchase it from. 

Plan 

Goal 

Make Edisia’s new Numen cookware a trendy holiday must-have and category leader in 

sales among everyday consumers by November 2019. 

Strategy  

Align Numen with high-quality chefs and restaurants to persuade consumers that Numen 

is a staple for good home cooking. 

Objectives 

Raise market value and position Edisia’s sales for steady growth, bring positive and 

steady media attention to the Numen line, Market the item as a must-have for quality 

cooking 

Tactics 

• Build a following on social media by building relationships with entities that 

produce online cooking videos online, such as Tasty by Buzzfeed, and branded 

content. Another option would be to create our own series based around this idea. 

• Find a celebrity sponsor, like Chef Gordon Ramsey or a cooking game show, who 

has a high media following and a familiar (preferably televised) presence that is 

synonymous with quality cooking. This will enhance the second-screen 

experience and conversion rate of our efforts. 
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• Look for local influencers online that live in metropolitan areas and have a 

female-oriented following since they make most purchasing decisions for the 

home and cook more often than men. 

• Marketing should enhance the idea of healthful eating and cooking as a tool for 

bonding with others, as primary audiences are women, many of them with 

spouses or families. 

KPIs 

To measure the results will require some basic metrics measurements, social listening, 

and financial analysis. First, we should take the base line metrics for all of our social 

accounts, noting the demographics of those who usually view our content, if applicable. 

By the end of the campaign, we can take those measurements and directly measure the 

impact on following, demographics, and conversion. Social listening and sentiment 

analytics will be important, because this will give us an idea of what online audiences 

like about our products and would like to see for further product and campaign 

innovation in the future. This will give us a leg up on positioning ourselves for further 

growth and give us an idea of possible market growth as well. Remember, we’re going to 

be seeing the same things that potential investors are seeing. Finally, we’ll need to 

examine actual sales numbers to measure our success. The more sales we’ve 

accumulated, the better we’ve done. 
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Further Reading from Mintel (optional add-on) 

Cookware - US - June 2017 

Market Size and Forecast 

  
Cookware sales see slow, but stable growth 
The cookware category reached sales of $5.1 billion in 2017, a 2% increase from the 
year prior. Between 2012-17, cookware sales grew by 11%. Slow, stable growth is 

mainly driven by the functional nature of the category, as basic staples are 
necessary to facilitate cooking and baking at home. High penetration and long 

purchase cycles continue to challenge category growth, as the market relies on new 

users and trading up to generate sales.  
 

With consumers pursuing healthier lifestyles, perceptions of cooking and baking at 
home as a healthier alternative to dining out helped boost category sales. 

Consumers’ enjoyment of cooking and baking at home, as well as interest in 

furthering their skills in the kitchen, will also benefit the market.  
 

Looking ahead, Mintel predicts the category will grow an additional 9% from 2017-
22, at current prices. However, when accounting for inflation, sales are forecasted to 

remain flat. Future growth will rely on appealing to enthusiastic home chefs that are 

most willing to enhance their inventory, particularly younger adults and parents.  
 

FIGURE 7: Total US sales and fan chart forecast of cookware market, at current 

prices, 2012-22 
   

Source: based on HomeWorld Business "Housewares Census 2017"/Mintel 
 

FIGURE 8: Total US retail sales and forecast of cookware, at current prices, 2012-22 

  

 $million  % change  
Index (2012 

= 100)  

Index (2017 

= 100)  

2012 4,575 - 100 90 

2013 4,646 1.5 102 92 

2014 4,816 3.7 105 95 

2015 4,939 2.6 108 97 

2016 4,972 0.7 109 98 

2017 (est)  5,074  2.1  111  100  

2018 (fore) 5,156 1.6 113 102 

2019 (fore) 5,215 1.1 114 103 

2020 (fore) 5,320 2.0 116 105 

2021 (fore) 5,415 1.8 118 107 

2022 (fore) 5,505 1.7 120 108 

 

 
Source: based on HomeWorld Business "Housewares Census 2017"/Mintel 
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Cookware - US - June 2017 

The Market – What You Need to Know 

  
Subscription services, health, and hygge impact cooking 
The increasing popularity of subscription services such as Blue Apron and Hello Fresh 

has impacted the cookware category. These services make it easier for kitchen 
novices to create an intricate dinner without a lot of skill, motivating adults to dine in 

rather than eat out (see Market Perspective). 

 
Perceptions of cooking and baking at home as being healthier than eating out 

underscore the importance of emphasizing health as a key theme to appeal to 
adults. 

 

Fostering an atmosphere of hygge, (pronounced hoo-gah) a trend inspired by the 
Danish, could help consumers find enjoyment in the kitchen by bonding with children 

or unwinding while cooking dinner with a significant other. 

 

Cookware - US - June 2017 

The Market – What You Need to Know 

  
Cookware sees modest growth, reaching $5.1 billion in 2017 
The cookware category posted gains of 2% to reach sales of $5.1 billion in 2017, 

while growing 11% from 2012-17. Slow, stable category growth is mainly driven by 

the functional nature of the category, as basic staples are necessary to facilitate 
cooking and baking at home (see Market Size and Forecast). 

 


