
TEAM # 359



Table of Contents

For those from New York, Snapple has always been a part of their lives. Snapple 
is a partner-in-crime for their bagel and the obvious choice because, well, it’s 
offered everywhere. So what if you’re not from New York? Where does Snapple  
fit into your life? Our goal was to give Snapple a home nationwide.

Snapple began as a small, go-getter juice brand that quickly transformed into 
one of America’s most beloved beverages. The brand became a cultural icon by 
going against the grain and challenging the norm with its quirky, unexpected 
personality. But over time, Snapple’s personality was watered down. Today, it’s 
almost unrecognizable and any drink can take its place.

In an attempt to prove their loyalty to New York, they’ve isolated themselves 
further from the entire country, including both the Heartland and the  
Non-Heartland. Many former drinkers left their love for the brand behind,  
and others simply don’t relate to it.

Our campaign will revive their brand image by giving Snapple a voice that speaks 
to current cultural truths, starting a nationwide conversation. One that revitalizes 
brand relevance and enlightens consumers in a positively playful way. 
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We wanted to discover what drove consumers to 
purchase within the category and understand their 
relationship with the brand.

Our research journey began with in-store 
observations and shop-alongs to gain insight  
about buying habits. We explored regional attitudes 
by conducting ethnographies, online surveys, and 
one-on-one interviews throughout the Heartland 
and Non-Heartland.

Results started to pour in, and it turns out we were 
right. While it may seem in Snapple’s best interest 
to treat the Heartland differently, we found the 
opposite to be true. Our research revealed that 
Snapple is succeeding in the Heartland despite 
segmented advertising and marketing efforts, 
not because of it.

Our findings were consistent 

across the country: Snapple 

Buying habits and attitudes 

were not geographically-based. 

Snapple asked us to build a holistic, integrated 
marketing campaign for two geographic regions: 
the Heartland and the Non-Heartland.

Because the Heartland makes up 50% of Snapple’s 
volume, we were asked to use a Heavy User 
Strategy for this region. For the rest of the country, 
we were asked to use a Light User Strategy.1

Initially, it seemed as though the strategic plan 
had been laid out for us. However, upon closer 
examination of the objectives, we began to ask 
ourselves: is a geographically-based, dual 
strategy really the most effective way to 
accomplish Snapple’s goals? 

•  Grow Snapple’s brand relevance   
 with heavy users

• Convert Snapple’s high    
 awareness with light users to  
 top-of-mind brand awareness  
 through trial

• Grow overall purchase frequency

• Increase Snapple sales volume 
 in the U.S.

Campaign Objectives

Research Methods



It became clear that the New York-specific campaign 
only speaks to one region, giving the rest of the 
country no reason to listen. And if they are listening,  
they feel it’s inauthentic. 

Inevitably, a dual strategy for Snapple would:

To reclaim its iconic status, Snapple must project 
one cohesive message that creates a national 
conversation between the brand and its target.

At first, a campaign dependent on engagement 
seemed ideal because it encourages interaction. 
But when considering longevity and increasing 
sales, reach is more important. 

Our research proved that focusing only on 
engagement is risky. Consumers are not always 
motivated to put in time and effort. It’s even  
riskier for a brand like Snapple because of  
its divided audience and niche fandom.4 So,  
we decided to reach everyone with one  
bold message.

R ight away, our in-store observations, shop-
alongs, and ethnographies proved the same across 
both regions: most people buy Snapple simply 
because they see it. Only one person could recall 
Snapple’s recent advertising, a 34-year-old  
NY-native who bluntly claimed, “I can’t stand  
that New York one.”2

To see how others felt, we conducted six focus 
groups to test Snapple's recent advertising efforts. 
We received almost identical reactions to the 
“Born in New York, Made for Everyone” campaign. 
Participants either felt indifferent toward the 
commercials, or found the spots distasteful.3

Snapple’s current message isn’t resonating  
with anyone, regardless of where they live.
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Rather than focusing on engagement, maximizing 
reach has more potential to achieve Snapple’s 
objectives. In fact, it’s statistically proven that 
campaigns focusing on reach have 70% higher 
ROI for in-store purchases.4

To ensure our campaign will maximize reach, we 
set out to create a message so captivating it would 
generate conversation throughout the nation 
without singling out any geographic area.

“[Mass] exposure to brand messaging has 
been proven time and again to build brands 
and grow revenue.”  
- Matt Ramella, Social Straight Up5

States reached through 

      research initiatives

Survey
In-store
Interviews

•  Stretch campaign funds too thin and 
	 reduce	efficiency

• Water down Snapple's image by  
	 sending	conflicting	messages
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Snapple’s target consumers are 18-49 years old, with a bull’s eye of 30 years  
old.1 That's quite a large age bracket, containing over 128 million people in  
the United States.6 Using the designated target as our guardrails, we gained  
insight and discovered their influencers: the Sweet Spot.

Allow us to introduce them.

The Sweet Spot
30-year-olds

The Sweet Spot can’t live without their gadgets or the Internet. They commonly 
experience FOLO,7 the fear of living offline: they share everything on social 
media and check in constantly. Although they’re not social media hyper-experts8 
(like younger Millennials and Generation Z), the Sweet Spot is fluent in all 
platforms. They have a discretionary income and prioritize work-life balance.6 
Moreover, the Sweet Spot is optimistic, but not naïve.  They’ve lived long enough 
to know that things don’t always work out, but they’re hopeful and always see  
the bright side. Some of them are beginning to settle down and start families.  
As their households grow, so will their buying power and ability to 
influence a future generation.

The Sweet Spot's value lies in their role as alpha-influencers9: they have the 
potential to affect both older and younger generations. Those older respect 
them for their cultural awareness, and younger Millennials relate to them 
because they represent attainable goals for the not-so-distant future. 

This demographic is one of the most valuable for Snapple. 

As the true bull's eye for this campaign,  

the sweet spot can influence the entire target.

sweet
spot

30

18

49 Demos
71% Annual Income of $50.000+

60% College Graduates
50% Male / 50% Female

Fluent 
in Social
Media

Optimists

Event
Lovers

Confident
Spenders

Domestic 
Travelers

FOLO

Work-Life
Balance



To get more insight from our Sweet Spot and test 
if our segments’ attitudes align with their buying 
habits, we interviewed four heavy users, three light 
users, and four non-users from both the Heartland 
and the Non-Heartland. We learned that our 
segments were spot-on, and our theory up until 
now was correct. But more importantly, it turned  
out the four non-users used to drink Snapple.11

This made us wonder... 
is there value in these non-users?
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Reawakening Snap from the Past -- a vast untapped pool 

of consumers -- is the key to reestablishing Snapple, increasing  

market share and seeing an overall lift in sales.

Glass Half-Full 
Heavy Users 

They drink Snapple pretty regularly. They’re 
playful with the little things in life and don’t take 
themselves too seriously - especially when it comes 
to beverages. If they want a sweet drink, they’ll 
have it without worrying about health concerns. 
They choose Snapple simply because they enjoy 
it. They’re most likely reading the “Real Fact” while 
eating a deli sandwich at lunch.

“I always have 
Snapple in my 
house. It's part 

of my every day 
routine.” 
- Matt, 35

Key Problem: Snapple is a subconscious habit. Nothing more.
Opportunity:  Snapple could become a Lovemark.10

We referenced our online surveys and found a 
significant number of people who used to drink 
Snapple, but just don’t anymore. This further  
proved that many of our non-users were actually  
dormant users. We found that by grouping  
them with the light users to make up one  
segment, we actually increased the size of  
our potential market by 20%.12

Snap from the Past then became crucial.

Here's why. Negative binomial distribution 
suggests that “most purchases are made by light 
buyers; the long-tail emerges with fewer and fewer 
heavy buyers.”13 Market share growth is actually 
rooted in increasing a customer base, not in 
increasing loyalty or purchase frequency among 
high-volume consumers. This is why our Snap 
from the Past segment is absolutely vital to  
achieving our campaign objectives.

C onsumption habits weren’t dependent on geography after all. When we  
realized consumers’ attitudes determine their relationship with Snapple,  
we broke our target down into two segments.

Snap from the Past
Light & Dormant Users 

Though they used to drink Snapple and they 
remember it fondly, they’ve lost their connection 
with the brand. They like to have fun, but when  
it comes to beverages, they stick to the basics.  
To them, appearing healthy and achieving a  
perceived sense of adulthood is important.  
When they splurge, they do so on food, wine,  
and beer. 

“I’ve simply grown 
out of this sweet 

drink. If I’m going to 
splurge, I’d rather do 

it on other things.”
 - Nicole, 33

Key Problem: They believe they’re too “grown-up” for Snapple.
Opportunity: Snapple could regain brand relevance in their lives.

Y: number of purchases per year

“When brands grow, they can expect most of their  
growth to come from having a larger customer base,  

rather than from the increased buying rate.”14 
- Biron Sharp

X:
 to

ta
l c

on
su

m
er

s

You’re about to meet our two segments. 
Just remember: the Sweet Spot is our bull’s eye, 

the ones right in the middle. 



W ith a clear understanding of our entire target, we then took a further look into 
the brand and its market.

Snapple used to be playful and outspoken – and owned it. The brand lived by 
its belief, “unexpected delights make life great.”1 However, responses from our 
nationwide survey provided a universal truth: no one really cares about Snapple 
(anymore).12 Originally famed for being inventive, quirky, and culturally relevant, 
Snapple’s personality had fizzled out after several shifts in ownership.15 They lost 
touch with the soul of the brand, along with their greatest fans.

Revitalizing Snapple’s genuinely fun and unique voice by reintroducing it in an 
irresistibly engaging way became our focus. 

But Snapple needs to make a statement that’s truly its own – a message no one 
else can claim. So we conducted a thorough competitive analysis, and the results 
were eye-opening.  In a sea of flavors, ingredients, gimmicks, celebrities, and 
attempts at creating shock value, we found that our direct competitors were 
all shouting the same thing: nothing.

Did our consumers feel the same way? We gave participants within our Sweet 
Spot key images from our competitors’ campaigns without their brand’s logo. 
Only 15% of them could match each brand correctly with the corresponding 
advertising. In addition, our online survey confirmed that Snapple has more  
brand recognition than any of its competitors: 97% are aware of the brand. 
Unfortunately, only 47% of our respondents currently drink it.12

We realized Snapple’s iconic personality of the past had yet to be duplicated 
by any brand. And even though consumers recognized Snapple, it was still 
somehow lost in the crowd. 

Snapple’s former fame was there for the taking. Now the true challenge began.

       Strengths
Well-established, recognizable brand

Large consumer base in the 
Heartland

Significant Facebook followers 

Unique and distinguishable 
product attributes

   Opportunities
Unattached brand perception 

Decline of competitor performance

Growing tea demand

Convergence of Heartland and 
Non-Heartland

Dormant users

    Weaknesses
Low top-of-mind awareness across 
the country

Poor reach in most social media 
channels

Inconsistent brand message

Disconnect with dormant users 
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       Threats
Market shift towards healthier 
refreshments

Consumer interest in artisanal  
and local food and beverages

Rapidly expanding category



Our first creative concepts started at Snapple’s 
core: its positively playful attitude. Using bold 
installations, we explored what would happen if  
our consumers stumbled upon playful surprises.

Our original idea of inspiring playful spontaneity 
fell short. While fun and engaging, we realized that 
to truly change how people feel about the brand, 
we needed to do something arousing that would 
resonate with them - not just entertain them.

We realized that we couldn’t simply bring back 
Snapple’s personality. Something was missing.

So we took a further look into Snapple’s 
history and asked bigger questions: 

 

Both Howard Stern and Rush Limbaugh, two unorthodox 
choices, were Snapple's spokespeople in its early prime.18

The quirky campaign was the ultimate counterpoint to the 
profit-driven obsession of the 1990s.17

What was it that worked so well  
for the brand when it first started? 

What kind of conversation 
was the brand having?

Snapple and its fans were eccentric people, 
enthusiastic about frivolous pleasures. Generating 
profits wasn’t as important to Snapple as having a 
good time with their customers. The brand poked 
fun at corporate culture through playful executions, 
and challenged relevant topics with a quirky 
perspective. Consumers became obsessed with the 
brand and drank it to experience Snapple’s story.15 

Then it became clear:  
Snapple wasn’t just a playful brand...
it was a culturally relevant, playful brand.

This realization then begged the question:  
What happened and where did  
that iconic brand go?

In 1994 it was sold to Quaker, who stripped  
Snapple of its attitude.15
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In the late ‘80s and early ‘90s, Snapple was proudly 
run by amateurs and known for going against the 
grain. The founder Lenny Marsh even boasted,  
“if we like it, they’ll like it,” and considered testing 
the drink in focus groups unnecessary.16



W ith a new perspective on what made Snapple 
successful in the past, all we had to do was work to 
make them relevant once again. How hard could 
that be, right?  We spent time analyzing today’s 
culture, searching for current truths that relate to 
Snapple and its beliefs. We were determined to tell 
a new story true to Snapple’s iconic, playful past.

After exploring various avenues, we stumbled 
upon an insight that sparked a fruitful conversation. 
Today’s landscape is forever changing. Society strives 
to be as culturally, socially, and technologically 
savvy as possible. But with ultra-fast technology  
and over-calculating our “best” options, our world 
has complicated what should be simple.

Take coffee, for instance: choices galore. Store-
specific words, eight eccentric ingredients at a time, 
hot - cold - cold-brewed–all to enjoy a cup of caffeine. 
Or no caffeine. Or half caffeine.  And social media?  
There’s a different social platform for just about every 
type of sharing and every type of relationship. The  
list goes on and on. 

Thankfully, our Sweet Spot actively works to bridge 
the gap between simple and complex. They 
participate culturally, socially, and technologically 
as often as possible. But as their lives become busy 
with careers, families, and children, they move 
further away from being “with it.” 

The young end of our target is with it every day. 
They’re wired in: always connected and uber-aware. 
The older end of our target is treading water, trying 
their best to keep up and not seem too old.  
How does Snapple fit in to all this?

Ironically, 
simple has become

complicated.

8



Snapple will always be Snapple. Duh. The truth was staring us in the face the entire time. To prove our 
point, we took it to the streets. We ventured to three high-traffic locations and presented overly elaborate 
descriptions of Snapple’s top flavors to 52 random passersby resembling our Sweet Spot. Intrigued,  
they made their selection. To their surprise, we presented them with a Snapple. Though they didn’t 
expect it, they were delighted.19

“It’s simply Snapple.”
                                 - Daniel, 31

“It’s pretty good, it’s just tea.”
                                                       - Gaspar, 36

“It’s just a beverage.”
                               - Rebecca, 28
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DRINK SELECTION

FLAVOR 1:
We searched high and low for peaches that kind of wow us. This tea’s 
fruity flavor is balanced by hints of peach for the cooler days and peachy 
notes for the warmer ones.

FLAVOR 2: 
Drawing inspiration from koala bears, this classic harbors a blend of 
festive kiwi and traditional strawberry for a festive, I-don’t-really-know-
what’s-going-on taste with a smooth finish.

FLAVOR 3:
A fan-favorite tea, infused with a delectable delicacy. Our skinny version 
is crafted with a little shake and whirl for a subtly balanced punch.

FLAVOR 4:
Move over lemonade. Step aside iced tea. Hello revolutionary. We took 
something everyone does and coaxed out the perfect blend. In one 
bottle. Yeah, we went there. Like everyone else.

DIET RASBERRY

DIET HALF N HALF

PEACH TEA

KIWI-STRAWBERRY

Snapple used to be a cultural icon, but who’s to say 
it can’t re-emerge? For the brand to reclaim territory 
in the consumer’s mind, it needs to walk its own 
path once again - one that no other ready-to-drink 
brand has ever been able to follow. 

For Snapple to become one of America's most 
beloved beverages once again, we have to:

 • Address one of today’s most relevant topics in 
  a fun and quirky way 

 • Create a conversation that relates to our target

 • Design a campaign that will allow for constant 
  content creation

Promoting Snapple’s personality is an appealing 
idea for any campaign, as it plays up their strengths 
in the overall category. However, we’re going a step 
further to give the brand depth, allowing it to come 
to life and hold a relevant and unforgettable place 
in culture.

Snapple will ultimately remind consumers to 
laugh at themselves and see that there are some 
things in life that shouldn’t be taken so seriously. 

So, Let's uncomplicate things.



Trying to keep up with the latest everything is...exhausting.  
Trends are ever-changing, technology is always evolving,  

and culture is continually shifting. 

It takes a 25-character password to log into a 35-digit Wi-Fi 
account and a controller to figure out how to use the controller. 

Somewhere between retweeted memes and Snapchats of  
a half-caff, double non-spiced, cinnamon latté, we lost the  

beauty of a simple “hello”.

The easier we try to make things, the harder they become.

So let’s uncomplicate things.

Drinking a Snapple is easy. We know that. There’s no need to 
overthink it. One sip will remind you how simply refreshing 

life is meant to be.

Snapple.
Easy as Shake, Pop, Sip. 
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The campaign kicks off with a bang just after the 
New Year. It’s safe to say that just about everyone 
relates to the, “OMG I just hit REPLY ALL” moment. 
Yes, that one. The one where your fingers scramble 
desperately for the nonexistent “unsend” button. 
Your email is already out there...for everyone to see. 

On an ordinary day in early January, Lenny Oldman, 
the CEO of Dr. Pepper Snapple, accidentally sends 
an email to the entire company, instead of just his 
trusted counterpart, Sarah. OOPS! And there it 
went. Oldman’s rant about Snapple’s downward 
spiral suggesting to “clean house” and “make room 
for fresh minds,” is out for the entire corporation 
to see. Unfortunately, it doesn’t end there. A 
disgruntled employee shares the gossip on his 
Facebook and Twitter page. Word and panic  
begin to spread. 

With the help of social influencers, the email 
and press conference pick up momentum. Just 
like that, one CEO’s mishap spreads like wildfire.  
#Snapplegate begins. 

Snapple’s social media will start a conversation, but 
earned media will bring it into the limelight. With 
credible news sources and popular talking heads 
highlighting the mistake, Snapple will start its return 
to relevance.

While the launch is, of course, fabricated,  
it’s rooted in truth. Snapple has struggled to 
remain relevant and has been trying to find its 
way back. Like many companies, they believe 
the up-to-date Millennial is the answer  
to their problems.
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With publications, advertising trade press, and late night 

variety shows buzzing about Snapple's slip-up, we'll garner more 

attention than Snapple's had in a while. 
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Snapple knows they have to apologize. Quick. 
HQ calls an emergency press conference, but 
once Oldman begins his apology, he goes rogue. 
Suddenly, there’s no filter, and the CEO is saying...
well, let’s just say he’s saying things he shouldn’t. 
Uh oh. Lenny pulls a total “Trump.” The 
whole thing becomes a scene. And 
the press can’t get enough of it.



Jack can’t resist a good Twitter scandal. When he tweets 
at @Snapple that he’s the solution to their problems,  

he’ll land a job. Then, the real fun begins. 

W ell, that was messy. In the wake of Snapplegate, Snapple is sure to receive all kinds of responses. 
Some supportive and some…not so much. But all news is good news, right? The greatest news will come 
from an over-zealous applicant, Jack. But it’s pronounced, “Jacques”. Don’t worry, if you say it wrong he’ll 
correct you. In a tweet, @JacquesNotJack, will declare that he IS Snapple’s solution. Jack is the man for 
the job: he’s ridiculously on top of every trend and addicted to every social media platform. That 
much remains to be seen, but Snapple likes his confidence. After sifting through many hopeful Millennials, 
Snapple announces that they’ve found their newest hire. He’s eager, he’s trend-savvy, he’s fresh out of 
college, and he carries a journal filled with eccentric ideas. Meet Snapple’s new “Cultural Consultant,” Jack.

In order to make our character relatable, we’ll give fans a glimpse of his past. 

It’s pronounced, “Jacques”

12

Jack never goes 
anywhere without 
his journal. Who 
knows when he’ll 

stumble upon his next 
million-dollar idea? 
#Jacquespiration 

Jack’s social media 
presence is what 

Snapple loved about 
him in the first place. 

He’ll be active on 
Twitter, Facebook, and 

Instragram.

12



Launch TV
On Jack’s first day, the CEO introduces him to his new 
coworkers. Unprepared for his first presentation, Jack 
showcases his knack for creativity.  “Wearable Snapple” 
– “Edible Labels” – “Snapple, now with more fiber!”

Jack continues to rattle off ideas, no matter where he  
is or what other employees are busy doing. Even in  
the bathroom.

At the end of the spot, Jack barges into a board 
meeting to present his favorite new idea, the Neau 
Snapple bottle.  

Some things were never meant to be this complicated.
Snapple. Easy as Shake, Pop, Sip.Jack’s animated attitude will be apparent  

from the moment he’s introduced. From his  
first day at the office, the nation will get a taste  

of Jack’s complicated ideas.

Followers can see Jack's journal entries online. In 
his mind, every one of them is a million-dollar idea. 
Be sure to keep watching, because one may soon 

become a realitea. 

1 2

43

65

87

F irst impressions are key, and Jack wastes no 
time jumping into things. In his first TV spot, it’s 
abundantly clear what he brings to Snapple. He 
has very little experience in the business world, but 
that doesn’t stop him. To Jack, his skill-set alone is 
enough to solve Snapple’s problems. And that’s 
exactly why he was hired. 

There’s a current assumption among Baby 
Boomers that Millennials are the answer to  
a business’ social and digital hurdles.20 Jack’s 
outlandish inventions and over-the-top ideas  
will show that, while he may have the social  
know-how, he still has a lot to learn. 

The relationship between Jack and his fellow 
Snapple employees highlights the mutual 
misunderstanding within our target, both young 
and old. Jack embodies this tension, while 
becoming the ultimate personification of our 
complex world. The friction between over-
complicated Jack and refreshingly simple 
Snapple opens the door for endless 
storytelling possibilities.
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CLICK TO WATCH: “JACK’S FIRST DAY”
PASSWORD: NSAC359

https://vimeo.com/160318501


Jack thrives off of drama, and he’s constantly 
tuned in to the latest prime time events.  

@JacquesNotJack will overcomplicate live TV 
events as the year goes on, and @Snapple will be 
there to clear up the complication. The Super Bowl, 
the Bachelorette, the Oscars, the Grammy’s, and 
UFC 220 all provide opportunities for Snapple to 
speak simply. But Twitter users are in for a treat. 
Incentives for joining the conversation will include 
opportunities for free products, prizes, and more. 

While Snapple is tweeting away during the Super 
Bowl, Jack chimes in with his own play-by-play 
analysis of every detail of the game. 

From his multi-course pre-Super Bowl meal to the 
intricate textures of the field, @JacquesNotJack 
will take to Twitter and make a mess of Super 
Bowl LI. Not to worry, @Snapple will be there to 
save the night, providing dry, sarcastic tweets to 
remind the nation to keep things simple, while 
rewarding viewers in exciting ways. The brand’s 
own staged Twitter war will shift the nation’s 
attention from their TV screens to their handheld 
devices – a feat that’s surprisingly easy these days. 

To further pull viewers in during the Super Bowl, 
Snapple will promote their conversation with 
a sweepstakes: an all expense paid trip for a 
weekend in the big Snapple Apple, New York City. 

To promote our sweepstakes, we’ll bring Snapple’s 
message to the most simplified version of news there 
is, The Skimm. For a week, The Skimm will partner 
with Snapple and remind their subscribers about the 
chance to win a trip to Snapple’s Birthplace.

Is it pronounced “gif or jif?” We’re not sure either, but 
one thing we do know is that GIF’s are playful in nature. 
So we’ll place GIF’s online to promote our Super Bowl 
simplification and free Snapple trip to New York City.

14



Soap TV

Jack’s mom always told him his love for the finer things in life would come in handy. It’s no surprise that  
he took that literally. His next pitch will give more than your taste buds a treat. Introducing: Snapple soap. 
Ah, the Millennial mind. Jack’s journals often hint at new ideas, but our next TV spot will allow for one entry  
to come to life. 

Snapple soap creates an opportunity for consumers to engage with the brand, further developing Jack’s 
value as a character. The new artisanal soap will take Snapple out of the drink aisle and into a whole new 
product category. A product-extension as eccentric as a drink-inspired soap generates talk value and 
earned media. This opens the door for Jack and his outlandish ideas in the future, leaving our audience 
curious, entertained, and smelling fresh.

Budweiser brought Canada’s favorite sport right into consumers’ homes. 
Connected through WiFi, Budweiser’s Redlight instantly flashed as soon as a 

hockey goal was scored. Devoted fans in Canada could celebrate in real time. 
Over 50,000 lights were purchased in Canada. Budweiser’s product extension 

generated 30 million impressions and over $7.5 million in total revenue.21

Jack pitches his freshest idea to the office, Snapple Soap. He explains, “Each one is created from a different  
flavor of Snapple,” and begins tossing bars of soap to his confused coworkers who pick out the dried fruit. 

“Long lasting, extra strength, organic, and completely edible!”Jack takes a big bite.

“They only taste alright, but who cares?! With Snapple soap, you can now smell like your favorite beverage.”
Some things were never meant to be this complicated.  Snapple. Easy as Shake, Pop, Sip.

1

5

2

6

3

7

4

8

When Jack 
mistakenly buys 

5,000 limited 
edition soap bars, 
his coworkers are 

dumbfounded. 
With such a 

surplus, people 
will be able to own 
a part of the story. 

The fruity soap 
will be sold on 
Snapple.com.

Lather Me in Snapplé
Made by an artisanal soap-smith in the misty  

mountains of Vermont, Snapple Soap is 100%  
hand-crafted and hand-carved. It’s so fresh that 

you could take a bite out of it (but make it small). 
Available in a variety of flavors: Peachy Clean 

Tea, Oh So Berry Refreshing, and Mmm Mmmm 
Mango Madness. Get yours now before  

the chance slips away!
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Taste Test TV

J ack never lets anyone forget he studied 
abroad in Europe. During his travels, he 
frequented Bordeaux and Tuscany, developing 
a palate for their fine cuisine and lifestyle. While 
reminiscing on his time away, he has an epiphany: 
Snapple lacks a culture that highlights its drinking 
experience, what it pairs well with, the emotions 
it evokes, and just which flavors compliment 
America’s great regions.

This leads him to his next big idea: Limited 
Edition Regional Six-Packs. Each variety pack 
contains six flavors inspired by the diversity that 
makes America beau-tea-ful. For the Northeast –  
Life and Libertea. Southern Hospitalitea – for y’all  
in the South. The midwest – Stuck in the Middle 
with Juice. And those on the West Coast – Chillin’ 
on the Peach.

We will first promote these six packs in a TV spot 
that explains Jack’s disdain for the lack of Snapple 
culture. He decides to lead an official Snapple 
taste test with the next generation of Snapple 

connoisseurs: children. An extended version of the 
spot will be available for consumers to watch as a 
hilarious webisode. Social media will promote the 
packaging and explain how to purchase regional 
six-packs online or in stores.

Providing the nation with customized variety packs 
will create a talk-worthy, low-risk trial opportunity 
for Snapple. Jack may not have known it, but this 
idea is just peachy. 

When Jack was studying abroad he realized 
that Snapple was missing culture. His solution? 
Snapple Taste Testing. 

“We will teach the next generation of social 
influencers how to properly experience a Snapple. 
And we’re gonna get to them early. Very early.” 

We cut to Jack standing in a bar stocked with 
Snapple. “Good morning ladies and gentlemen!” 
The camera pulls back to reveal children. Two are 
fighting, one is sleeping, and the fourth spins in  
his chair. 

Some things were never meant to be this 
complicated. Snapple. Easy as Shake, Pop, Sip.

1 2

4

65

87

3
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CLICK TO WATCH: “SOAP” & “TASTE TEST”
PASSWORD: NSAC359

https://vimeo.com/160370280


Those lucky enough to get their hands on a 
regional six-pack will find a surprise inside. When 
you unfold the packaging, the bottom turns into your 
own personal taste-testing game: Snapple-ology. 
Just sip a Snapple, circle the senses you experience, 
and fill in the blanks of the Snapple-flavored 
adventure to create a witty “mad-lib”-esque story 
that everyone can enjoy. But the fun won’t 
stop there. 

The Snapple Sommelier will appear in a select 
number of grocery stores, offering a unique taste-
testing experience to consumers. Across the nation, 
people will be able feel the tannins of Half & Half 
and breathe in the rich aromas of Raspberry Tea.

Regional packaging will also be advertised in an 
online interactive Real Fact Game. Consumers will 
be prompted to play via banner ads, social media, 
and other digital promotions. The game will test 
their knowledge of the nation by challenging them 
to match a quirky state fact to the region which 
they think it belongs. Got them all correct? No way! 
You just won yourself a coupon that allows you to 
virtually send your friends their very own six-pack.

When you twist the cap, it sounds an awful lot 
like __(1)__. The rich bouquet of __(2)__takes 
you back to a simpler time, and you disappear into 
__(3)__. After the first delectable sip you’ll be 
immersed in__(4)__ as you embark on a roller-
coaster of flavor that feels just like__(5)__.

−Freshly cut grass 

−Unicorn farts

−A well hydrated 

cactus  

   
 SM

ells Like

1

2

3

5

   
Sounds Like

−A plan, stan! 

−A chorus of 

popping bubble 

wrap 

−An explosion of 

100 balloons 

   
 Lo

oks like

−Strawberry fields, 

for a little  

−A kitten’s dream

−A magical wishing 

well    
tas

tes like

−Cotton candy        

clouds 

−Tangy tears of 

joy   

−Grandma’s 

candy drawer  

4

−Butterflies playing 

tag in your stomach 

−Rolling down a hill 

like a sac of potatoes  

−Diving into a pile of 

marshmallows 

m
ak

es
 me feel like

Circle your sen
ses, fill in the blanks,

Share sweetness 
by sending one  
of our regional  
six-packs to a 

friend afar. 

Is it illegal to 
take a lion to the 

movies in Southern 
Hospitalitea or 

Stuck in the Middle 
With Juice? If you 
know the answer, 

we’ll be giving out 
Snapple coupons 

through our digital 
game. 

Awaken all of your senses and then have a laugh  
at the results as you play our regional packaging 

taste-testing game. 
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some things were never 

meant to be this complicated.

Easy as Shake, Pop, Sip.

now your paper rock is ready to roll

Throughout the campaign, print and out-of-home 
(OOH) ads will provide an opportunity to reach 
more consumers and develop our story in a way 
that isn’t dependent on Jack. Snapple will poke 
fun at moments in everyday life that are far more 
elaborate than necessary, to help remind everyone 
to keep things simple. 

Take the airport for example. Which bin does my 
laptop go in? What about my iPad? Don’t even 
get us started on the boarding process. And the 
struggle of navigating subway systems? Yikes! Wait, 
is it train A or B? Northbound green, purple, or...
what? I’ve been on the wrong train for 25 minutes!

We haven’t forgotten about those who enjoy 
reading traditional print magazines. Snapple-gami 
101 will provide an expert’s guide to the art of 
creating the perfect Origami Rock. (Hint: just fold 
here, twist there, crumble a little and crinkle a lot).  

Print and OOH executions will greet our target 
right in the middle their day, giving them a 

lighthearted reminder to keep things simple.
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N ow that Snapple’s message of simplicity has become integrated into our 
consumers’ lives, we’ll incorporate the brand in grocery and convenience stores. 
Shopping carts, floor mats, and refrigerator decals will remind consumers that 
their trip to the store shouldn’t be so complicated. And of course, to add Snapple 
to their long list of groceries. Spotify: 30 seconds

When looking for that perfect listening experience, things can quickly get out  
of hand. With so many options, finding the one that fits your mood is an 
unexpected challenge. That study mix seemed perfect until “Funkytown” took 
you out of the zone. Why does this workout playlist have The Wiggles? If I hear 
“Hit Me Baby One More Time” one more time I might actually hit someone. 
Finding the right music shouldn’t be complicated and neither should finding  
the right drink. Snapple. Easy as Shake, Pop, Sip. Still looking for good tunes? 
Click here to check out Snapple’s very own playlists.

Snapple’s message will be present both on Spotify and radio in 30-second 
spots. Spotify has over 75 million users, providing a great opportunity to reach  
a large portion of our demographic. 22

When a spot airs on Spotify, clicking will redirect listeners to two Snapple sponsored playlists: 
Jacques’ Jams or Feelin’ Snapply. Playlists will feature infectiously uplifting music – inspired 
by both Snapple and Jack. Listeners can dance with the brand’s easy, playful picks or jam with 
Jack and his shuffled, quirky favorites. The two playlists will aim to lighten up your day and 
uncomplicate things in the most timeless way – with a smile. 

The radio spot will feature a man practicing his intricate coffee order continuously in his head, 
working to get it just right. Practice makes perfect. When he gets to the counter, he’ll freeze. 
Barista: “Hey! What’ll it be?”
Customer: “Ahhhh good, how about you?” 
Luckily, Snapple doesn’t need a dress rehearsal to order. 
Some things in life were never meant to be this complicated.
Snapple. Easy as Shake, Pop, Sip. 
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W hat if you could see the world the way Jack sees it? How do you think it would look? Wonder no more. 
The newly-designed Snapple.com features a unique dual-viewing option to let you see the site through 
Jack’s eyes with just a click. It’s the perfect complement to Snapple’s message of simplicity. Jack, of course, 
has to give his elaborate and peculiar commentary. On the site, we will allow Jack’s followers to get an 
inside look into his complete journal of Snapple ideas, along with his corporate pitches, webisodes, the 
timeline of his life and more. 

The site will give us a look into the What’s New tab at Snapple. This is where our Lather Me in Snapplé soap 
and regional packaging will be sold, giving our consumers the chance to own a piece of the story. 

Simple like snapple the way jack sees it

snapple.com landing page

Want more Jack?  Good news, his antics extend beyond your TV screen.  
Check out extended webisodes on YouTube and Snapple.com



Media Objectives
• Expose a vast majority of our target  
 to our message 

• Increase offline success as a result  
 of online reach 

• Create a lasting impression on  
 our target 

• Create a media strategy that complements  
 creative deliverables 

• Spark earned media conversation 
 

W e laid out specific media objectives to ensure our campaign accomplishes Snapple’s overarching 
goals. Our media strategy is designed to guarantee Snapple is present in our target’s lives. The vehicles 
chosen maximize the impact of our campaign, generating earned media and talk value for the brand.

Although it seems appropriate to use a DMA targeting approach, we avoided this expected route.  
This would, in fact, limit national reach and completely negate our efforts. By utilizing a unified, 
nationwide strategy, we’ll engage the country to increase trial, grow brand relevance, and build our 
fanbase. Overall, creating a lasting national impression will grow Snapple’s volume.

Glass 
Half-FullSnap from 

the Past

Social 
Digital

Radio/Stream

Launch TV
OOH
Print

Digital

In-Store
Product Extention Extension

Curiosity Awareness
(Top-of-Mind) Relatabilty Arousal Love

PurchaseCraveFandomConversationReawaken 
Interest
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Consumer Journey
In order to predict consumers’ interactions with 
Snapple, we created a progressional map of  
their experiences throughout our campaign.  
With our executions and media mix, our target  
will embark on a journey building up to the  
ultimate goal: purchase.

As we know, Glass Half-Full drinks Snapple 
simply out of habit – not because of an emotional 
connection. Because they’re already aware of the 
brand, their path begins with relatability. Snap from 
the Past currently doesn’t see Snapple as an option, 
so we have to spark their curiosity. Once we capture 
the attention of both segments, we’ll guide them 
to eventually fall in love with the brand, making it 
dominant in their consideration set and ultimately, 
encouraging them to purchase regularly.

Product
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TV
PRINT

Cosmopolitan
Entertainment Weekly

GQ
Rolling Stone

OOH
Boxed Subway Ads

Bus Shelter
Airport Spectacular 
Aiport Security Bins

Interior Mall Banners
WEBSITE

Vice
Gawker

The Skimm
APPS
ESPN

RADIO/STREAMING
Spotify

Radio
SOCIAL

Facebook
Twitter

YouTube
IN-STORE ACTIVATIONS

Shopping Carts
Convenience Store Decals

Grocery Store Floor Decals
Sommelier Taste Testing
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Our media mix will bring Snapple to the 
forefront. When selecting media vehicles, we 
based our choices on the Sweet Spot. Since 
they’re alpha-influencers, both ends of the 
target follow everything the Sweet Spot watches, 
reads, or talks about. In other words, our 
primary consideration is cultivating media 
impressions across the entire target by 
pulling massive reach.

Our schedule builds up toward the summer 
months – Snapple’s peak in sales.1 During a 
brand’s off season, people are less receptive  
to its message, so we’ll maximize our time  
when our audience is listening.

Television provides the largest reach of any 
medium. We decided to air spots on specific 
shows rather than channels for pinpointed 
reach. This strategy brings regular exposure 
to our target during prime time. Naturally, we 
chose shows that our Sweet Spot loves, like 
Empire, The Walking Dead, and The Voice. These 
shows create an emotional experience for their 
viewers, allowing our spots to be received in the 
same manner. Moreover, invested viewers will 
contribute to higher ad recall and participate  
in live Twitter conversation.23

We’ll place print ads in highly circulated 
publications that index high with our Sweet  
Spot and provide content that complements  
our message.

Digital is crucial for Snapple. Pre-roll and banner 
ads will reach the target during the day, when 
they’re most inclined to crave a Snapple (right 
around lunch time). To promote our sweepstakes 
and Super Bowl Twitter-takeover, we’ll advertise

in the notoriously simplified news source, 
theSkimm, with over 1.5 million subscriptions 
and a loyal following.24

On and offline radio spots, alongside sponsored 
Spotify playlists, are innovative ways to engage 
consumers, inviting them to jam with the brand. 

Since our online surveys proved that 65% of 
consumers purchase ready-to-drink beverages 
in grocery stores and convenience stores, in-
store activations will remind them to consider 
the simple option.12 Big box stores provide the 
ideal location for higher engagement with our 
Sommelier, giving shoppers a little extra nudge.

For OOH only, we’ll use a DMA approach 
to send messages in cities with high Sweet 
Spot population to maximize reach and cost 
effectiveness. We placed bus shelters and 
subway wraps in cities where 75.6% of those 
who use public transportation daily are within 
our target. We also selected airports because  
79% of the target are avid travelers.6

TV
PRINT

OOH

WEBSITE

APPS - ESPN
RADIO/STREAMING

SOCIAL

IN-STORE ACTIVATIONS

OTHER

GQ

Cosmopolitan
Entertainment Weekly

Rolling Stone

Boxed Subway Ads
Bus Shelter

Airport Spectacular
Airport Divestiture Bins

Interior Mall Banners

Vice
Gawker

The Skimm

Spotify
Radio

Facebook
Twitter

YouTube

Shopping Carts
Convenience Store Decals

Grocery Store Floor Decals
Somelier Taste Testing

NY Sweepstakes
Google Adwords

Production Costs (TV)
Production Costs (Digital/Social)

Production Costs (OOH/Print)
Product Extensions

Datalogix
Contingency

$ 23,416,782
$ 2,285,175

$ 4,500,000

$ 4,666,019

$ 805,545
$ 614,700
$ 445,040
$ 419,890
$ 2,706,600

$ 7,325,000

$ 1,091,266
$ 741,540

$ 3,150,000

$ 1,750,000

$ 720,000
$ 1,080,000
$ 534,600
$ 324,000
$ 48,000

$ 4,500,000
$ 2,300,000
$ 525,000

$ 300,000
$ 441,540

$ 1,200,000

$ 200,000

$ 2,000,000
$ 1,800,000
$ 600,000
$ 100,000

$ 4,519
$ 100,000
$ 2,100,000
$ 300,000
$ 350,000
$ 764,500
$ 47,000
$ 1,000,000

961,000,000
183,312,000

556,248,821

165,500,000

22,500,000
30,998,441

2,296,193,850

130,161,020

54,672,000
75,000,000
28,000,000
23,790,000

448,000,000
10,032,000
35,718,000
35,718,000
26,780,821

100,000,000
64,000,000

1,500,000

27,272,727
3,725,714

1,646,153,850
650,000,000

40,000

12,810,000
66,000,000
51,240,000

25,620

TOTAL 

MEDIA TYPE COST

$ 49,882,328

IMPRESSIONS

4,343,978,732

MEDIA BUDGET
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In order to project the success of our campaign, we had to begin by understanding where Snapple 
currently stood. This meant piecing together the provided information and missing links, starting  
with a breakdown of Snapple volume.25

Essentially, the ask was just shy of a jaw-dropping 49% increase in sales volume.

While it’s understandable that a brand would want to increase sales so significantly, it is also imperative to 
bring things into perspective. We aren’t aiming just to satisfy a request; we’re striving to create the most 
realistically effective campaign that not only revives Snapple as a brand, but positions Snapple to grow and 
thrive for years to come.

Notable, successful campaigns from brands of all sides of the spectrum have only been able to increase 
so much in sales in a given year. In light of this, it’s fair to say that expecting a 49% sales increase from one 
year-long campaign with a $50 million budget isn’t just challenging - it’s unattainable.

Based on our calculated impressions and factoring in the potential of Snapple’s dormant users (which 
increases our target market by 20%), we predict our campaign will increase total sales volume by 19%. 
We expect our campaign to reach 87.8% of our 18-49 year-old target.

Ultimately, our campaign is projected to generate a 210% ROI.

Dormant users increase sales volume by about 0.5% in our campaign. However, the real value of this  
group lies in their customer lifetime value. By identifying and converting dormant users into consistent 
buyers, we’ll produce an otherwise overlooked $250 million in revenue over the course of their 
relationship with the brand. This figure assumes that dormant users do not increase (which is unlikely)  
and that they maintain a purchase average of one bottle per year (a number that is likely to increase).

24

CAMPAIGN BUDGET GROWTH

$400 millionCoca-Cola’s Sochi 
2014 Olympics

26

27

28

11% increase 
in sales

$11.4 millionOld Spice’s “Smell 
like a Man, Man”

11% increase 
in sales

$418 millionAllState’s 
“Mayhem”

4.3% increase 
upon launch

x
x

=
= 49% increase

x = 19% increase

637,924,122
949,231,093
759,279,515

SALES PER BOTTLE REVENUE GROWTH

$1.5
$1.5
$1.5

$ 956,886,183
$ 1,423,846,640
$ 1,138,919,273

2015 Sales
2017 Ask

Our Campaign



Our campaign is specifically designed to accomplish the objectives proposed by Snapple. 
We’ve laid out key performance indicators to ensure these objectives will be met.  

Objectives
Grow Snapple’s brand relevance
Trending and increased social media following will ensure growth in  
Snapple’s brand relevance.

Convert Snapple’s high awareness to top-of-mind brand awareness
Earned media and strategic media placement will validate Snapple’s shift  
from high awareness to top-of-mind awareness.

Increase trial & grow purchase frequency
Both sales from product extensions and in-store activations will prove an increase  
in trial and growth in purchase frequency.

Increase Snapple sales volume overall
Total profit and market share increase will show Snapple’s national success.

Key Performance Indicators

Through the media vehicles we chose, we’ll gain approximately 4.3 billion impressions. 
During our year-long campaign, we predict $1,138,919,273 in sales from Snapple’s existing 
product line along with the Lather Me in Snapplé soap and Limited Edition Regional 
6-Packs. We estimate 19% increase in Snapple sales volume in existing products alone.       

Measuring Success
We will conduct monthly evaluations on the 
following touchpoints throughout 2017:

• Revenue and market share increase
• Lather Me in Snapplé sales profit
• Limited Edition Regional 6-Pack sales profit
• Website/microsite UVPM
• Media placement GRPs
• Earned media 
• Increased following: Twitter, YouTube,  
 Instagram, and Facebook

By employing Datalogix as our data tracking 
company, we can track offline success through 
online reach. This program tracks in-store sales 
resulting from people who have viewed our digital 
ads. Data tracking will help measure awareness 
and relevance in real time as it peaks and falls with 
our target audience, allowing us to monitor our 
campaign and assess for optimization as necessary.

We formulated a media plan that encompasses 
a path to build the consumer’s love for Snapple 
while maximizing national reach. Our approach 
may seem ambitious; however, we’re aware of 
our advantages and prepared for any potential 
weakness. This strategy promises to accomplish  
our objectives in a way that is both cost-efficient  
and favorable for Snapple in both the short term 
and the long run.
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• ROI 

• Profit 

• Sales

• Sales Growth Percentage 

• Impressions 

• Dormant Customer Lifetime Value

We estimate 4.3 billion impressions and a 

210% ROI from our $50 million media plan.



We also looked for any way to improve our 
executions. A number of viewers felt a specific  
line could be misconstrued and send the wrong 
message. We immediately re-wrote the copy. 
Furthermore, when 40% of viewers claimed they 
were thrown off by the legibility of our print and 
OOH ads, we reformatted and rearranged visual 
elements to optimize our message.

To ensure our ideas weren’t so...complicated, we 
spoke to 35 individuals within the Sweet Spot to 
test reactions to our creative concepts. Participants 
representing both segments enjoyed our ads. 
Nearly everyone related to the creative; 90% of 
participants said their perception of Snapple 
improved after the reviews.
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Before Before After

A Snapshot of the Future

After

We are confident that our bold solution 
would revamp Snapple’s image nationwide 
- so we put together a look into the future. 
Where will Snapple be a year from now if 
they decide to follow our lead? Watch our 
case study and find out.

CLICK TO WATCH: 
SNAPPLE. 

EASY AS SHAKE, POP, SIP. 
CASE STUDY 

PASSWORD: NSAC359

https://vimeo.com/160365487

	FINALCOVER
	RESEARCHSECTION_FINAL
	CreativePages_FINAL
	MEDIAPAGES_FINAL

