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Amera Product Line Additions

SITUATION

Merillat Industries has historically focused on the basic cabinetry used by production builders of new homes. However, the Amera Fine Cabinetry line has been aimed at a different market – homeowners who are remodeling their kitchens and play an integral role in planning the space and specifying products for it.  These homeowners are extremely style-conscious and look for products that will enable them to make, unique, personalized design statements.

While some Merillat distributors had embraced the Amera offering, others have not been particularly enthusiastic because they felt the product line was not diverse enough or flexible enough to meet discerning homeowners’ needs.  

The new Amera product line additions would provide the upscale design detailing and flexibility necessary to appeal to that market, but the tradespeople who could influence consumer choices needed to know that.

Our PR effort was to be targeted primarily at consumers -- the home enthusiasts who invest, time money and pride in their homes. However, we felt coverage in the trade press would validate the company’s message to distributors, remodeling contractors, kitchen & bath dealers and high-end homebuilders and thereby encourage them to show and sell the product to their consumer customers. 

OBJECTIVES
· Announce the introduction of a series of new cabinet styles and decorative accessories from Amera Fine Cabinetry by Merillat to editors.

· Begin to create awareness for Amera among homeowners by securing two-part coverage in consumer shelter publications they read.

· New product column coverage.

· Feature placements in editorial construction projects that will appropriately showcase the new products’ versatile, high-end styling in the months beyond the actual introduction.

· Seek trade media coverage to provide additional credibility and validation for the Amera message communicated through other, non-pr channels to distributors, remodeling contractors, kitchen & bath dealers and high-end home builders.  

RESEARCH/PLANNING

Three key factors drove the planning for this program.  They were:

· Editors in our target group tended to view Amera as being a little too much like parent company Merillat’s more basic cabinet offering, a commodity product sold to production home builders.  Indeed, the original Amera line had lacked the style and pizzazz necessary to appeal to affluent, style-conscious consumers. We needed to change their perception.

· Distributors were skeptical and impatient. We needed to get distributors excited.
· Though the enclosed plan reflects the clients’ original request for a large program, it was near the end of the year, and budgets, tiny to begin with, were nearly exhausted. Ultimately we were instructed to keep out-of-pocket costs under $10,000.  (Time was covered by the agency retainer.)  We had to do it inexpensively.

We have found that we have a high level of success in securing coverage in the building products/home furnishings category when we are able to link our clients’ products or services with current trends.  Thus our research, which was qualitative, was designed to uncover information that would show that the new Amera offerings are in tune with today’s sophisticated home interior looks. 

The research included:

· Reviewing a wide variety of periodicals that focus on current furniture- and interior design trends, including: Furniture Today, Home Furnishings Daily, Kitchen & Bath Business, Kitchen & Bath Design News, Architectural Digest, Country Living, HOME, as well as a variety of newspaper articles.

· Reviewing several books, including Period Kitchens and True Colors.
· Interviewing product design specialists at Merillat who are familiar with European furniture trends.

EXECUTION

Though we originally proposed a much larger plan, the client ultimately agreed to an inexpensive and simple, but impactful media relations plan, which consisted of 

· Identification of 130 key editors and reporters at trade and consumer shelter publications with the greatest degree of interest in upscale cabinetry solutions.

· A press kit that would 

· Communicate the upscale nature of the new products, 

· Link them to current interior design trends, and

· Serve as the primary communications tool with these editors.

· The kit included superb product photography and three news releases linking the new Amera offerings to current design trends.

· A media tour by the public relations representative and the product manager consisting of deskside visits to 25 key editors

· A dimensional mailing and pitch letter that would accompany the press kit mailing to those editors not included in the tour. 

· The mailer included an upscale (Godiva)  box of white and dark chocolates to provide a sensory link with the new Vanilla and Chocolate glazes that were among the key features of the new product offering.  

EVALUATION/RESULTS

· Demand for the new Amera has been so high that the factory is quickly reaching capacity.

· Distributors are pleased that Merillat is offering product that enables them to capture sales to the high-end sophisticated design market. 


· From a media perspective, results are as follows:

· Editors’ reactions have almost universally been “that’s Amera? It looks great!” 

· The chocolates were a hit, too. We received numerous thank you notes for them.

· Coverage of “cabinets as furniture” or the importance of glazing, linked to Merillat and Amera, has already appeared in three major trade publications: Remodeling; Professional Remodeler and Kitchen & Bath Business as well as in two major daily newspapers, Orlando Sentinel and the Tallahassee Democrat. 

· While it is too early to see published coverage in monthly consumer shelter magazines, coverage is pending in HOME Magazine and Woman’s Day Specials.
· Renovation Style is working with Merillat to design a show kitchen featuring Amera products, which will be featured at the National Kitchen & Bath Industry Show, where it will be viewed by the 30,000+ attendees – a key audience of kitchen & bath designers and specifiers.  The kitchen will also be featured in the August 2000 issue of the magazine.

· Country Living has asked to feature the new Amera in a kitchen makeover project that will be featured in the magazine in 2001. 

