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Campaign Title: “Deliciously Different – You Be the Judge” 
 

Brand: Cracker Barrel 
 

Company(s) Involved: Kraft Foods Group, Droga5, Insights in Marketing, 

Nielsen Neuro, IpsosUU, Ipsos ASI 
 

Category: Food & Beverage 

 

 
Summary 

 

Marketing Challenge: In a category of numerous cheese brands, we needed to convince 

consumers that Cracker Barrel was different, and better than other cheeses.  

 

Methodology: We undertook a journey to bring to life a compelling and persuasive reason 

for consumers to buy Cracker Barrel.  Using focus groups, neuroscience testing, copy 

testing, tracking, and marketing mix analysis were used to develop and evaluate the 

advertising. 

 

Creative: “Deliciously Different – You Be the Judge” campaign, resulting in two 30-second 

TV ads, “Late Night” and “Late Night Crew”; ads that did things differently since Cracker 

Barrel is a different cheese. 

 

Business Impact: Exceeded goals for dollar sales and penetration.  

 



|   2015 ARF David Ogilvy Awards  2 

Marketing Challenge 

 

An opportunity had been identified to increase Cracker Barrel sales by expanding the brand 

from a northeast regional brand to a national brand.  In year one of the expansion; 

distribution goals were obtained, however sales were below expectations.   

 

Loyalty for cheddar cheese products was low.  Many consumers considered cheddar cheese 

brands to be the same.  Consumers often made their purchase decision at shelf, buying the 

lowest priced product amongst brands they consider to have similar acceptable quality.  

With Cracker Barrel priced higher than most other brands, we needed to convince 

consumers who were buying competitive brands to buy Cracker Barrel cheese.  

 

The marketing challenge had two parts: 

1)  as a brand expanding into new markets, get Cracker Barrel noticed 

2)  convince consumers that Cracker Barrel cheese was better and worth paying more for 

compared to other cheddar cheeses 

 
Methodology  
 

The advertising was the result of an extensive journey to provide consumers with a 

compelling reason to buy Cracker Barrel Cheese. 

 

Point of Difference Feedback: After learning about the cheese making process, the 

team brainstormed positioning ideas that were shared with consumers in focus groups.  

Several ideas emerged as offering a clear and compelling way to position Cracker Barrel.      

Neuro research: Building on the focus group learning, a few promising positioning ideas 

were evaluated vs. current, by consumers using the Nielsen Neuro neuroscience 

methodology. The intent of using neuroscience was to understand consumers’ emotional 

reactions to the concepts without rational interference.  Results for the “Different” 

positioning were tremendous, especially key passages which performed at nearly peak 

neurological effectiveness—we had never seen this before.  The “Different” positioning 

exceeded scores for the current positioning concept.  

Qualitative and Quantitative Copy Testing: The “Deliciously Different – You Be the 

Judge” campaign developed by Droga5 brought the positioning to life.   Consumers 

evaluated draft ads in focus groups.  The most purchase motivating and engaging ad was 

produced in two versions.  “Late Night” and “Late Night Crew” were evaluated by Ipsos 

Next Connect copy testing. Results were outstanding! 
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Creative Execution 

 

The “Deliciously Different – You Be the Judge” campaign, was intended to reflect Cracker 

Barrel’s unique brand voice and create communications that are atypical of the cheese 

category.  At Cracker Barrel, we believed that a little extra effort was the difference 

between good tasting cheese and great tasting cheese. That’s why we did things a little 

differently to make delicious cheddar. And a cheese that tastes this deliciously different 

was worthy of a campaign that did things a little differently too. 

 

The ad, “Late Night Crew”, used an unexpected twist to reinforce the message that 

Cracker Barrel was different from other cheese.  The ads depicted a man enjoying Cracker 

Barrel Cheese with crackers and a glass of wine, in dim lighting, leading the viewer to 

assume he's having a late-night snack in his kitchen.  The voiceover explained that 

Cracker Barrel produces its delicious extra sharp cheddar by doing things "a little 

differently...." The kicker: "And instead of shooting this commercial on a sound stage, we 

just broke into some guy's kitchen and shot this while he was sleeping." Then the lights go 

on, and a voice was heard demanding to know who's downstairs in his kitchen, as the man 

looked at the commercial crew and then made a hasty retreat. 

 

 
Business Impact 

 

The “Deliciously Different – You Be the Judge” campaign TV ads performed well.  

 

Nielsen Sales Results 

During the advertising time period, dollar sales, dollar share, and penetration increased. 

 

Ipsos Advertising Tracker  

Advertising drove significant increases in brand awareness, deliciously different message 

communication, and purchase interest. 

 

Marketing Mix Analysis 

Advertising impacted the business.  Effectiveness was in line with expectations. 

 

http://www.youtube.com/watch?v=9EZ7bgaIrcE&feature=youtu.be

