®SAGE businesscases

Northwestern

Kellogg

School of Management

Bel Brand: The Laughing Cow Challenge

Resources

Author: Derek Rucker & David Dubois

Online Pub Date: March 06, 2016 | Original Pub. Date: 2012

Subject: Brand Management & Strategy, International Marketing, Competitive Strategy
Level: Intermediate | Type: Direct case | Length: 1826 words

Copyright: © 2012 Kellogg School of Management at Northwestern University
Organization: Bel Brand USA | Organization size: Large

Region: Northern America | State: lllinois

Industry: Manufacture of food products

Originally Published in:

Rucker, D., & Dubois, D. (2012). Bel Brand: The Laughing Cow Challenge. 5-311-505. Evanston, IL:
Kellogg School of Management at Northwestern University.

Publisher: Kellogg School of Management

DOI: http://dx.doi.org/10.4135/9781473968882 | Online ISBN: 9781473968882



javascript:void(0);
javascript:void(0);
javascript: void(0);
javascript: void(0);
javascript: void(0);
javascript: void(0);
javascript: void(0);
http://dx.doi.org/10.4135/9781473968882

SAGE SAGE Business Cases
© 2012 Kellogg School of Management at Northwestern University

© 2012 Kellogg School of Management at Northwestern University

This case was prepared for inclusion in SAGE Business Cases primarily as a basis for classroom discussion
or self-study, and is not meant to illustrate either effective or ineffective management styles. Nothing herein
shall be deemed to be an endorsement of any kind. This case is for scholarly, educational, or personal use
only within your university, and cannot be forwarded outside the university or used for other commercial
purposes. 2019 SAGE Publications Ltd. All Rights Reserved.

This content may only be distributed for use within Valencia Community Clg.
http://dx.doi.org/10.4135/9781473968882

Bel Brand: The Laughing Cow Challenge

Page 2 of 6 .
®SAGE businesscases


http://dx.doi.org/10.4135/9781473968882

SAGE SAGE Business Cases
© 2012 Kellogg School of Management at Northwestern University

Resources

Exhibit 1: Sample Ads for Family-Focused Global Positioning
EUROPE

MIDDLE EAST
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Exhibit 2: Sample Ad Copy following South Beach Diet Craze, 2006
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With The Laughing Cow® Light family of cheeses,
treating yourself to a delicious extravagance and
eating right live in perfect harmony. All of our

Light cheese varieties are nutritious, delicious and
individually wrapped for freshness and portion control.
Plus, each has just 1 gram of carbohydrates

Soindulge - and feel great about it!

Great taste. Portion control. 1 gram of carbohydrate. Perfect.
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Exhibit 3: Snapshot of the Market, 2006

Competitor Brand Awareness Market Share (%) U.S. Sales ($ in millions)
Philadelphia Cream Cheese (Kraft) Excellent  >30 2,540

Saputo Cheese Fair <10 756

Sargento Fair <10 1,443

Great Lakes Cheese Poor <5 753

Bel Brand Fair <10 1,729

Note that market share and sales reflect different metrics in Exhibit 3. Market share reflects the overall pro-
portion of sales, whereas sales reflects both volume and differences in unit price and type of offering.

Exhibit 4: Financial Figures ($ in millions)

2005 2006

Stable 1,777.3 1,729.4

Gross margin  550.7  510.7

Net profit 77.7 84.5

Source: Bel Business Report for U.S. Market.
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