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The Ask
As PACE’s aided brand awareness is low and
declining due to lack of marketing investment in
recent years and the non-loyal salsa-buying
millennials, we were asked to help PACE stand out
in a “Sea of Red” and reclaim Pace as the salsa of
choice.
Bringing “Taco Night” dinners into the equation, we
were given a specific target audience of mom & dads
with kids 17 or younger.
We want to be Taco Night’s #1 Salsa!
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The Category
Category Size/Sales/Share
The largest competitors within the salsa category are
currently Tostitos and Private label brands. While
Tostitos continues to dominate, private label brands are
growing due to health conscious consumers.
#1 Volume Leader in the Mexican Cooking Aisle
Pace is declining in awareness (29% to 21%)
While Old El Paso is growing (43% to 49%)
Taco Night occurs 33 times per year.
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The Competition:

Chi-Chi’
s

Chart from Statista

TOP 4 COMPETITORS:

TOSTITOS

PRIVATE LABEL

HERDEZ

CHI-CHI’S
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Primary Research
Our main objective is to take the stigma away from
salsa being just a pairing with your favorite
tortilla chip. By incorporating salsa into popular,
easy recipes for the whole family, Pace will be
taken to the next level and become a kitchen
essential, and not just a one-time use and throw
away bottle.
Most of our surveyors believe that their share of
salsa is consumed at a social gathering (45%) with
8% during a family meal, 16% watching sports on TV,
and 30% indulging alone as a snack. We want to
change that.
We used Survey Monkey and our own conversations to
pull this data in both primary and secondary
research.
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QUANTITATIVE RESEARCH
RESPONDENTS PROFILE
We conducted a survey that was filtered to our target
audience. We had 124 people participate. Here are some
examples of our questions and findings.
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QUANTITATIVE RESEARCH CONTINUED
● Out of our 124 results, 82% of surveyors
were ages 18-24. 9% of the remaining was
ages 25-34, which helps as they may be
young parents and even more financially
established.
● Salsa brands that come to mind: Tostitos,
Chi-chi’s, Pace, Newman's own, whole
foods, frontera, and Lays.
● 91% of salsa eaters = chip & dip
● Mild, medium, & hot salsa lovers
● 45% of salsa eaters = social gatherings
● 8% during a family meal
● 16% watching sports on TV
● 30% indulging alone as a snack.
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QUANTITATIVE RESEARCH CONTINUED

● Brands are important to people
● 60% of people care about
quality
● Most people spend about an
hour preparing their food
● 50% of people never make their
own salsa
● Millennial salsa eaters
usually buy the cheapest
product they can find
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QUALITATIVE RESEARCH
From our qualitative research, we found one common
trend, millennial moms care about what their kids
are eating, but are on a time crunch when it comes
to cooking. They also rely heavily on the internet
for recipes to please their children such as mommy
blogs, Pinterest and Buzzfeed’s Tasty.
“I appreciate how videos I find on the internet
break it down. The videos make it seem pretty
achievable in my kitchen. “

Kelly Banks, Age 40, with four kids ages 4-10,
married, stay-at-home mother.
“I care about what I feed my son Jaylen, but a good
price and quick and easy methods are much more
important than the ingredients or brand history. “
Brooke Hawkins, Age 25, single mother of a 5 y/o
boy.
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POSITIONING
STATEMENT:
Pace salsa can be the fun answer to a busy mom’s
meal prep woes that brings the family around the
table with a smile on their face and a yummy
meal on their plate.
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S.W.O.T
S

●
●

On the cheaper end of the price
spectrum
Uses premium ingredients

W

●
●

Not a well known brand
Competes with Newman’s Own &
Tostitos

O

●

Becoming more than just a chip dip
by being incorporated into
meals/dishes

T

●

People who only buy 100% organic
jar salsas
People who buy fresh made salsas
(Whole Foods, Mariano’s, etc.)
People who make their own salsa

●
●
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TARGET AUDIENCE
Our target demographic will be young, millennial families
that do not have a lot of time in the kitchen, but are
conscious of what they feed their children. They are
on-the-go, but are willing to take the time to learn
healthy and quick meals to make their children feel taken
care of. These consumers like spending time in the mexican
cooking aisle, as they are always looking for new ways to
spice up basic meals.
As taco night and themed meals are on the increase, this
is a good opportunity for PACE to slide in and convince
the consumer that they need it in their kitchen at all
times, creating a loyal fan base, as many consumers switch
up their preferences due to whatever is on sale. It is an
ingredient and a condiment that uses premium ingredients
instead of a stand-alone dip.
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CREATIVE STRATEGY for
“Dinner, Done.”
Through our research and team discussion, we
thought that these 3 executions would be the most
productive and have the most impressions
1) Buzzfeed Tasty Partnership, to show how simple
and quick these recipes in the kitchen can be
2) Cowboy to act as the kitchen assistant for Pace,
helping bring entertainment to the kitchen for
the whole family
3) Blogging partnerships, as the best internet
content comes from testimonials of reputable
mothers
These ideas will reach our target market and take
care of the “unloyal” demographic that salsa buyers
hold. We want to make Pace a household staple.
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Big Idea:
This Southwest cowboy is going
to kill the stigma of chip &
dip is the only thing PACE
salsa is capable of through
dinner help and tips & tricks.
A personal chef without the
expense, bringing out the
capable. (Kent Rollins)
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360 Cross
Platform
Campaign

3 executions on 3 different
platforms to give a new face of
Pace. We will focus on millennial
families and incorporate findings
from both our quantitative and
qualitative research methods to
produce effective advertisements
and experiential activations.
●
Pinterest board campaign as a
“storyboard” or “inspiration
board” to begin our campaign
●
Fun in store (grocery store)
activation with the well-known
PACE cowboy
●
Partnerships with Food
Network’s Chopped Jr. and
Buzzfeed Tasty to introduce to
young children that salsa is
fun and not just spicy goop.

Every Campaign Element should
include signature tagline… “Dinner,
Done”
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Media
The campaigns
will create
quality and
original content
for our social
media platforms.
Millennial
mothers have
social media
accounts and
will view this
content
regularly, on
multiple outlets
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140 SurveyMonkeys and over
10 interviews within our
target market. We talked to
families all different in
ages, as well.
Because 60% of millennial
moms don’t know what they’re
making for dinner at 3:30pm
according to Mintel.

Concept
Testing

This campaign will try to
reach young, millennial
families that care about
what food they feed their
children, focusing more so
on the taste and the brand
history.
$7.3 million dollar budget
25% of our budget will go
towards promotional
materials (print ads to post
in grocery stores)
25% will go towards filming
and production of our video
content
25% will go towards payout
for the mommy
blogger/vloggers
25% of the budget will go
towards promotion on the
internet
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Measurement Plans
We would like to measure social media to see if
people are using the hashtag on the different
social media platforms, measure brand awareness and
brand usage (how are the consumers using the
product). We want to increase brand awareness by
20% by the end of the campaign.

We would also measure the views of the Tasty
YouTube video as well as the views from Chopped Jr.
We are confident in the belief that if parents and
kids are shown that Pace salsa can also be used as
an ingredient and not just a dip, the usage of the
product will go up, as well as a loyalty to the
product.
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