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How the Cow 
Laughed 

Again
Reposition an iconic brand



When Life Felt 
Normal…

Life Before the 
Coronavirus 







• The History

• The Challenge

• Our Approach

• What We Learned

• Activation 





The Laughing Cow Challenge
Every champion was once a contender who refused to give up  – Rocky Balboa
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We knew we had to better 
understand our consumer…

…but also get internal 
alignment with our team

And find the Good, the Bad 
and the Ugly

Most important:
Be willing to listen



Our Approach 



Grasp your 
innovation journey

Consumer centric – empathetic to how people 
live not just buy

Focused on why – subconscious & emotional

Interactive & in the moment – game-like techniques 
to engage 

Visual & ready to activate – illuminating white space

Agile & reliable – Spot on. Every time. 

Two decades pioneering 
interactive, engaging innovation



buzzback’s Consumer-Centric Approach

Virtual 
Shop-
Alongs

In-Home 
Product 

Trials
Digital 
Consumer 
Immersions

Quantitative 
Validation

Self-Guided 
Digital 

Ethnographies
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ACTIVATE



buzzback’s Consumer-Centric Approach

immersive qualitative 
forums

quantitative 
validation

positioning 
exploratory



Drawing

Interactive 
Shelf

eCollageTM

Configurator

Thought 
Bubble

Swipe Concept 
Focus Blobs

Integrating Our Techniques to Get Beneath the Surface 



Her Journey of Self-Reflection
What she thought she 

knew about herself today She reached out to those who she fell out 
of touch with or never really connected with 

to find out what her flaws were

She asked people to spend 
some time with her, one-on-
one, to tell her what her best 
qualities were and what she 

could improve on

Now she is ready to take 
what she has learned and 

work to better herself

She tried out different ways 
to tell others who she is and 

what she’s all about



Developing Positionings 
for Confirmation & 

Optimization

Who she is & her perceptions of Laughing Cow

Her in-store experience & shopping journey

Product likes/dislikes
Unmet needs & wants

Consumer 
Deep Dive





Areas of Focus

Her 
Story

Her 
Placement 

In-Store
(In-Store Experience)

Her 
Packaging
(Outer & Inner Pack)

Her 
Experience
(Need State Occasion & 

Consumption)

Her 
Story

(Brand Perceptions)

Her 
Formulation
(Nutrition & Ingredients)

Her 
Surroundings

(Category & Market 
Landscape)



Perception vs. Reality



HIGHS

LOWS

The Laughing Cow is a 
friendly, non-pretentious 
refrigerated cheese



What We Learned



Strong brand
Unique packaging

Perfectly portioned
And creamy

UNIQUE RIGHTS TO WIN NEEDS TO TRANSFORM…

…AND SHE CAN DO THIS, THROUGH A CAREFULLY
PLANNED TRANSFORMATION

Be more visible,

Define her usage

Make it easier to use her

Offer Better Nutrition
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Implementing the Change



The Laughing Cow Consumer Target and Usage
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WHO 
Is our consumer? 

WHAT 
do they use us for?

WHY
do they consumer us? 

WHEN
do they consume us? 

WHERE
do they consume us? 

HOW
do they consume us? 

Mostly Female Mostly NO kids

Mostly College Higher Income 

Light/FulfillingControlled Nutrition 

Delicious Snack

Secondary Occasion: Light 
Meal

Primary Occasion: Snack in-
between meals

Primary Carrier/Pairing: Crackers At home (sit down) is the 
Primary location

TLC can be eaten all day

Additional pairings

At work (sit down) – additional 
location

Consumed mid-morning or in the 
afternoon

Higher income, educated Joyful-taste-
loving adults. They’re mostly women and 

often don’t have kids

They mostly use us as a snack in between 
meals

They eat us with crackers the vast majority of 
the time, but sometimes extend to other 

pairings

They eat us as a stationary snack at home or 
at work

They eat us throughout the day, but most 
commonly in mid-morning or afternoon

They eat us mostly to satisfy a craving but 
enjoy that we satiate in a light, controlled 

way



And Find Her Place on the Spectrum

experience

nutrition

convenience
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Developing New Ways to Talk About Her

Happiness

Positive Pause BFY IndulgencePortion Control/Wellness

Heritage 



How We Activated



Product 
Experience

(new varieties)

Store 
Placement

Target 
Consumer

Packaging

Developing An Activation Plan….And Actually Activating



Considerations 
For Your Brand

…be UNITED

…be READY

…be MINDFUL

…be EMPATHETIC

…be THOROUGH



5 November 2020

Questions?
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