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Ho {lump

Disney Eggs

By Greg Deppeler

While doing the weekly grocery shopping

‘Marker Reporter for ez, Lspent some
time ohserving shoppers s they browsed
the contents of the ey area. Now, | can
hardly vouch for the scientific validiry of
my observations, but they certainly are
relevant to the wpic of this articls

First let me paint the backeround. The
supermatket in question i & member

ofa segional chain, indigenous t the
Northcastern sectar of the United Seates
They carry standard white shell e, sizes
Targe thrivugh jumbo, and also a few 16
count and 6 count offerings. Additionally,
they sock  relatively broad arcay of what
| term “specialey” cags: brawns, organlc,
free-range, vegerarian and others. Typically,

Tocks their eyes
anto the productls)
ey usually acauire (for
example, 3 white, large 12 pack),
apens the careon, inspests the contents
and, once satisfied there are no cracked
e, places it in the shopping cart and
meanders omwasd.

This particular shopping trip, however,
1

of a Disney charaster such
a5 Mickey Mouse, Pluto and
Snow White, Marketing ot its
Finest—or a recai price of $3.65 or
a lstle more than $0.30 per egz.

1 desided to do some rescarch on Disney
Eigze, 10 bearn more about them and
consumer response 1 them. It appears
chac Disney's business plan is rwofold:
diversify, and make money. There i no
denying the fact -
that the various »uthere on
Disney characters  €3¢h €EE was
are among the an imprint
mest recognizable of a Disney
in the world, character...”
both by children

and parents abke. 1f the Disney cges are
successful, the business plan will be
success as well

Disney priduces their epgs acconding
o srict nutritious food
guidelines limiting the
usc of the Disney
mame and its

childfocused
products

chat meer
speific limits
on calorics, fat,
saturated fat and sugar. According 102
company offical, the egys have the quality
endorsement of Ezeland's Best with their
all natual,all vegerarian patented hen

Tnoticed 4 change in

consumer's behavioral pattern. While

impsing at the various offerings, the

consumer would lock cheir gazc ata

parcicular ares, maybe sod knowingly

perhaps smile, and (once in a while) pick
ine a produst.

upand

When consumer raffic subsided for 2
whille, T quickly made my way o the ez
counter, glanced about, and what was
before me buta carton of eggs with a
pieture of Mickey Mouse on il Holy Uncle
Serooge! Disney Egge! | opened the cartan
and there, on cach e, was an imprint

f , canola
oil and an allnatural supplement of rice
baa, alfalfa.sea kelp and Yiramin £
Disney says “Kiels willlove the egus becavee
af the Disney charactess, but parents will
apprectace their nutritional value as well so.
appesls to the entire family.”

Consumer acceptance & difficult

sauge. According to most of the blogs

T've stumbled across during fny electromic
search, bloggers are almost universally
aghast at the concept uf Disney Egas. Their
oints are: crack the e, darow the shell
avay, and there goes the Disney character.

I > #$

Why pay nsarly
§4,00 when they can et
ice the product falbeit a plain.
ondinary cgg) for abou the same price; and
mostare nor happy with dhis vsible but ye
somehow subliminal mackering plan to ¢gg
consumer's of youth.

The ey s still our. However, 5o one:

com angue that the egg, remardless of its
ortgin, 15 an excellent and economical
sourcs of reqisic protein. And, if
Disney character leads 10 the nutitional
enerment of a child, why not! Consumers
will be:che uhimate decision makers by
voting with their wallets. 4B

SERVING THE
SOUTHEASTERN

5 POUND
ARTON
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