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 for a small coffee roaster in Memphis 

Young & Laramore, an agency in Indianapolis, creates a brand for a coffee  
 

 Main & Better Known Competitors:  
 
Procter & Gamble => Folgers  
Kraft Foods => Maxwell House , Yuban agreement for  
Starbucks distribution at super markets s/m.  
Nestle => Nescafe, Taster’s choice  
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 positioning of competitive brands  
 
 

Folgers: , the personas of other brands in the category range from self-

congratulatory (“The best part of waking up is Folgers in your cup”)  

 
Starbucks: πολύ απαιτητικό concept: νομίζεις ότι μερικές φορές 
χρειάζεται να μάθεις καινούρια γλώσσα για να παραγγείλεις στα 
Starbucks 

Το σχέδιο Μάρκετινγκ 
case study   
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The goal of the campaign is  

 

to differentiate Ugly Mug from its larger, far-better-known 

competitors by having some fun with the product, 

which is, after all, meant to be a refreshing beverage 
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Ugly mug  

 

 Buying organic coffee beans at fair-trade prices  

 Donating money to causes  
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“Ultimately, the biggest problem for us is getting shelf space” 
in stores 

 

Tim Burleson,  

partner and chief operating officer at Ugly Mug 

 

The company traces its roots to what he describes as 

 “a lowly, hole-in-the-wall coffee shop” opened in 1998 in 
Memphis, where customers’ cups were hung on a wall — 
eliciting a comment about “a bunch of ugly mugs.” 
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The coffee aisle/ market is dominated by three main 

competitors  

 

 Procter, with its Folgers and new Dunkin’ Donuts 

brands;  

 Kraft Foods, with brands like Maxwell House and 

Yuban as well as an agreement to distribute Starbucks 

in supermarkets; and  

 Nestlé, with brands like Nescafé and Taster’s Choice. 
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 “At the end of the day, only 10 percent of the shelf 

space is available to independents and small roasters,”  

 hence the need to find a way to stand out enough to 

cajole grocers into stocking Ugly Mug. 
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Is our brand as strong as it 

needs to be?  
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 Main Question  

 

“We can make the 

coffee taste good, 

 but how do we get it 

in people’s 

mouths?” 
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Advertising Agency:  Young & Laramore (https://yandl.com/ ) 

 

 “we never once felt they were trying to change us or 

make us something we’re not.” 

 “They took us through a process called the ‘unlearning 

curve,’ ” he adds, “and the information that came out of 

that was phenomenal.” 

 Mr. Burleson for Young & Laramore AA 
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the research found that 

 

 “people have an loyalty to their 
coffee almost as much as to 
their church,” 

“It’s part of their morning ritual, so 
don’t mess it up.” 
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Because so many shoppers 
choose which brand to buy 
“while standing in front of 
the product,”  

the decision was made to change 
the Ugly Mug packaging from 
a design centered on coffee 
growers to something that 
would stress the brand’s 
“modest” nature. 
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The packages, in addition to the photographs of  

people who look as if they just woke up or were just 

awakened to be photographed,  

and are none too thrilled about it — also feature wry comments. 
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“We had to think about this from the consumer’s point of view,” 

“In talking to consumers, one thing that became evident to us was 
that packaging is a big determinant if someone would try 
something new,” particularly in a category like coffee with 
such “habitual” behavior. 

“It was the thin edge of the wedge,” …“How you most easily 
appeal to the consumer is through the packaging.” 

 The campaign presents Ugly Mug as a brand that “does know 
who it is,” …“not taking itself too seriously, but also passionate, 
passionate about coffee.” 

 “It says, ‘We understand why coffee is so important to you, why 
you like it so much,’” 

 

Tom Denari, president at Young & Laramore 

 

Ugly mug coffee   

Polyxeni (Jenny) Palla 



 

“The campaign, by Young & Laramore, an agency in Indianapolis, creates 
for the brand a playful personality that is expressed everywhere:  

 in print ads,  

 on the Ugly Mug Web site (uglymugcoffee.com),  

 on packages and  

 shipping cartons in stores,  

 on posters and  

 in a public relations effort. 

 

IMC  

 

Tom Denari, president at Young & Laramore 
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 “ When we started working with Ugly Mug, nobody had heard of them. Micro-
roasting wasn’t a buzzword yet, and customers needed a good reason to 
give an unfamiliar brand a try.  So we gave them a new identity and 
packaging with a pull-no-punches attitude that didn’t just speak to 
customers, it shouted to them. 

Purchasing managers were explicit: it was the packaging that helped Ugly Mug 
onto shelves from Maine to Florida. Simultaneously, we courted influential 
bloggers to spread the word. The result? A healthy curve up in sales and some 
new loyal customers.  Apparently, the world was as ready for an unpretentious 
premium coffee as we were. “ 

 

https://www.createid.com/branding/ugly-mug-coffee  

Tom Denari, president at Young & Laramore 
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 Memphis's popular Ugly Mug Coffee has a new brand identity, including 

completely redesigned packaging for its 23 varieties, all featuring photos of 
people captured in their ugliest, pre-coffee moments.  

 To help the packaging stand out among other premium coffees, Indianapolis-
based advertising agency Young & Laramore partnered with traditional 
letterpress and design company,  

 Yee-Haw Industries to create the hand-crafted, unpretentious graphic tone for 
the packaging.  

 Then to increase attention for the decade-old brand, the agency also created 
this series of print ads with the same graphic approach, irreverence, good 
humor and brilliantly-astute commentary on the harsh realities of alarm clocks, 
office coffee and  “morning” people. 

 

https://www.commarts.com/exhibit/ugly-mug-coffee-print-campaign  
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http://yandl.com/work/ugly-mug-coffee#ugly-

mug-coffee  

 

http://www.nytimes.com/2008/02/25/business/

media/25adnewsletter1.html?_r=1&scp=1&sq=

ugly+mug+coffee&st=nyt&oref=slogin  
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