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Strategic Message Planner: Verve  

 

Advertising Goal  

 The Verve meal replacement bar will help improve the image of meal replacement bars in 

other markets, by providing a better tasting product while still maintaining a healthy ingredients 

list.  

Client: Key Facts  

• Verve Products Inc. of Frisco, Texas, makes Verve meal replacement bars.  

• Verve Products is a privately owned company, and is new to the meal replacement bar 

market.  

• Robyn McElreath founded the company in 1999.  

• Starting by producing a line a female geared weight lifting equipment, and is now making the 

move to meal replacement bars.  

• Verve products Inc. will sell the meal replacement bars mostly in health food grocery stores 

around the United States.  

• Total revenues in the past fiscal year were $12 million.  

Product: Key Features:  

What is the product? 

• A Verve bar is a meal replacement bar to help the costumer lose weight by eating the bar 

versus eating a full meal.  

• The Verve bar will contain 100 calories 



• The Verve bar will be offered in 4 different flavors, chocolate, peanut butter, vanilla and 

chocolate peanut butter combined.  

• A box of Verve bars will be sold for $4 for a box of 6.  

What is the purpose of the product? 

• The purpose of the Verve meal replacement bar is to provide customer with a good 

tasting bar, at a reasonable price.  

• Focus testing has shown that people who purchase meal replacement bars are 

disappointed in its taste, and if they find a better tasting product the price is high for a 

box of 4 and some people aren’t willing to pay that price.  

What is the product made of:  

• Verve meal replacement bars are made of natural ingredients to make it have a 

granola like taste.  

• The chocolate used in the bar will be the healthier choice of dark chocolate and low 

fat peanut butter.  

• The bars contain all the vitamins and minerals needed for a healthy diet.  

Who and What Made the Product? 

• Quaker Granola Company produces the Verve Bar.  

• Each bar is packaged in an environment friendly paper pouch.  

Target Audience: Demographics and Psychographics  

The target audience for this ad is women and men between the ages of 20 to 40 looking to 

lose weight and are willing to put in the work of exercising on a daily basis. The ideal 



customer should be 15 to 35 pounds over weight and is having a hard time losing weight 

just by dieting alone.  

The average age of the customer is 30, people who have busy life styles and don’t have 

time to eat a full healthy meal in the morning or in the afternoon. The product is geared 

toward lower to middle class income customers, who have families or lead busy life 

styles. Men and women who have tried other diet plans or even meal replacement 

products and haven’t seen results they are happy with.  

Verve is looking for people who don’t have time to count calories or prepare their meals 

ahead of time, and also have an understanding that this meal replacement bar isn’t meant 

to be a quick fix for weight loss. The customer must understand that they need to follow 

and a diet of healthy meals and regular physical activity.  

Members of the target audience are familiar with meal replacement bars but haven’t tried 

a Verve product.  

Product Benefits:  

• Verve meal replacement bars have fresh, healthy ingredients: They will satisfy 

your desire for better taste in a meal replacement bar.  

• Verve bars have 4 different flavors: They satisfy a chocolate craving, milk and 

dark chocolate alike and also peanut butter and vanilla.  

• Verve bars come in creative packaging also environment friendly.  

• Verve bars are proven to be a good source of nourishment during a busy day on 

the go, while curving your appetite in the mean time.  



Direct Competitors and Brand Images  

Direct competitors are other meal replacement bar sold in common grocery stores or 

pharmacies around the country:  

• Slim-fast meal bars: The target audience can chose between a shake or a box of 

bars but they feel the price of the bar is to much for how many you get in a box. 

Thy also prefer the taste of the shakes other then the bars.  

• Medi-fast bars: The target audience feels these bars leave a bad after taste, and 

will not buy it again.  

• Power bars: The target audience likes the taste of the product but they price is 

high for a box of 4.  

Indirect Competitors and Brand Images:  

• The target audience choosing replacement shakes instead of purchasing the bars. 

The audience may feel that a shake is worth the money spent since they get more 

for their buck so to speak.  

• The audience may chose to go with a weight loss program like Jenny Craig or 

Weight Watchers.  

Product Brand Image 

• Current brand image: There is no current brand image since the product is new to 

the market. 



• Desired brand image: Verve meal replacement bars are gearing toward a 

packaging that will show case the look of the bar and display its healthy and tasty 

ingredients.  

• Brand image challenge: The target audience isn’t aware of this new product and 

will be weary to purchase compared to a bar they have been buying or a bar they 

see advertisements for.  

Strategic Message: The Promise 

Verve meal replacement bars will give the target audience a choice of bar at a reasonable 

price while still tasting good and providing a healthy solution to dieting.  

Supporting Evidence: The Proof  

• A Verve bar is a meal replacement bar to help the costumer lose weight by eating 

the bar versus eating a full meal.  

• The Verve bar will contain 100 calories 

• The Verve bar will be offered in 4 different flavors, Chocolate, peanut butter, 

vanilla and chocolate peanut butter combined.  

• A box of Verve bars will be sold for $4 for a box of 6.  
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Title: Verve Meal Replacement Bar 

Client: Verve Products Inc.  

Length: 30 seconds  

Air Dates Nov. 5- Dec. 1  

 

SFX: Someone typing on a calculator  

ANNOUNCER: 

 

 

 

 

 

ANNOUNCER:  

 

 

 

 

 

SFX: People running, and opening the 
wrapping of the bar.  
 

ANNOUNCER 

 

Are you spending all your time searching 

through coupon clippings to find the deal 

on your favorite meal replacement that 

probably doesn’t taste good in the first 

place?  

 

Well stop your search the answer to your 

problems are here! Verve meal replacement 

bars are an inexpensive answer to your 

pricey meal replacement bar you currently 

are buying. Offered in a variety of flavors 

and you good a great tasting bar in the 

process.  

 

Go and get a Verve bar today sold at any 

local health food store.  

### 



Title: Verve Meal Replacement Bar 

Client: Verve Products Inc.  

Length: 60 seconds  

Air Dates Nov. 5- Dec. 1  

WS- A women counting money and 
coupons. (:07)  
 
 
 
 
MS-Women searching the shelves of a 
grocery store. (:08) 
 
 
 
 
 
 
CU- Man reading an Ad for Verve bars. 
(:05)   
 
 
 
 
MS- Man and Women running into the 
health food store. (:08)  
 
 
WS- Woman eating the bar in a car while 
dropping kids off at school. (:08)  
 
 
 
 
 
MS- A Women throwing away other meal 
replacement brands (:05)  
 
 
 
 
 
 

MUSIC: 

(Bouncy, upbeat music)  

ANNOUNCER: 

Do you find yourself searching the store shelves 

for an inexpensive meal replacement solution?  

ANNOUNCER: 

Look no further; Verve bars are the answers to 

your problems!  

MUSIC: 

Exciting upbeat music  

 

ANNOUNCER: 

Verve bars are packaged in an easy 

on the go package, packed full of 

healthy nutritious ingredients. It also 

has a great taste that will keep you 

coming back for more.  

Don’t waste money buying a bar that 

doesn’t taste good, go to your local 



 
WS- A picture of the product with price 
information. (: 10)  
 
Fade To Black At :51 
 

health food store and grab a box and 

try for yourself. 

MUSIC: 

(Cheerful, fast music)  
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