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Overview
While Millennials are complex and hard to define, this eclectic group shares one common
thread: a search for authentic relationships. This fuels the desire of Millennials to be a
community-driven, experience-sharing, and content-creating generation. There lies
an expectation that the world around them should emulate these same principles,
thus begging the question, what do Millennials expect from brands?
Ultimately, Millennials demand a brand that is as connected, transparent, and
genuine as they are.
The Embrace the Bittersweet campaign seeks to highlight these three
main ideas to connect with the 24-34 year-old audience.
With an array of tactics distributed over the platforms where this
target audience interacts most, the Embrace the Bittersweet
campaign will showcase Ocean Spray as a connected and
on-trend brand.
By sharing the growing moments that have shaped
the brand to what it is today, Ocean Spray will exhibit
transparency; a defining characteristic that will
separate them from their main competitors.
Highlighting Ocean Spray’s most vulnerable
moments will create an opportunity to
communicate to Millennials the power of
embracing life’s bittersweet moments.
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Objectives & Brand Positioning
Ocean Spray has a valuable brand history and stands as the top cranberry supplier in the United States. The objectives concentrate on utilizing the
meaningful heritage that Ocean Spray has established throughout the years by executing a campaign that will engage the Millennial consumer,
encapsulate the brand history, and embrace their salience within the food and beverage market.

1. Generate a 7%+ increase in brand equity among Millennial audiences
(24-34) by embracing what makes Ocean Spray meaningful, different, and
salient within the food and beverage market.

2. Grow household penetration by 0.5% among Millennials over the next two
years by driving relevancy with Millennials through creating a meaningful
brand identity. 1

Current Positioning
Ocean Spray controls 80% of the United States cranberry market 1 making cranberries the centerpiece of most of their products. Leading
competitors use oranges (Tropicana), grapes (Welch’s), and lemons (Minute Maid), while Ocean Spray’s competitive advantage lies in their
willingness to embrace the bittersweet cranberry. However, Millennials’ failure to view Ocean Spray as an essential household staple, paired with
the lack of awareness of their cooperative business model, yields Ocean Spray’s current position: a brand that is undervalued and unrecognized.
Optimal Positioning
Ocean Spray has strong company values, high-quality products, and a heritage full of fruitful traditions. However, primary research shows that most
consumers are not recognizing Ocean Spray as a cooperative business or an authentic brand. By communicating the value of a cooperative business,
and showcasing transparent bittersweet moments, Ocean Spray can achieve the optimal position of consumers viewing the brand as connected,
transparent, and genuine. Ultimately, a strong brand personality will result in Ocean Spray becoming sought out by Millennial consumers.
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Research
Over 8 months of primary and secondary research was conducted,
including ethnography, taste testing, and Brand Recall Index testing, to
identify key insights about how Ocean Spray can effectively reach the
target audience.
This campaign will focus on the following Designated Market Areas
(DMAs) which were chosen through SRDS, after considering the
Category Development Index (CDI), the Brand Development Index (BDI),
and the Millennial population in the area. 2

Survey Respondents:
422 from 35 US States
and five different ethnic
backgrounds.
Surveyed
Not Surveyed

Top six DMAs:
Washington, D.C.
Boston, MA
Baltimore, MD
Portland, OR
Albany, NY
Denver, CO

Additional DMAs:
Raleigh, NC
Sacramento, CA
Atlanta, GA
Santa Barbara, CA
Harrisonburg, VA

With a large Millennial population, high brand awareness, and moderate
juice sales, these DMAs serve as the sweet spots for this campaign.
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732

422

77

7

Secondary
Sources

Survey
Respondents

1 on 1
Interviews

Focus Groups

54

30

Hours of In-Store
Observations

Stores Visited
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SWOT
STRENGTHS

1. Ocean Spray has a large variety of products catered to fit the needs and wants of its consumers.
a. 56% of the target audience in Brand Recall Index testing had Ocean Spray as top of mind when thinking of popular drink brands.
2. Ocean Spray controls 80% of the U.S. cranberry beverage market. 1
a. 66% of Americans said the #1 reason they eat cranberries is for the taste. 3
b. 60% of Taste Testing participants prefer the taste of Ocean Spray cranberry juice over other related juice brands.

WEAKNESSES

1. Millennials are currently unaware of Ocean Spray’s cooperative business.
a. Based on focus group responses and consumer insight, 68% of Millennials lack awareness of the concept, function, and
benefit of a co-op.
2. Ocean Spray has low consideration products among Millennials.
a. 100% of survey respondents said they spend the least amount of time in the juice aisle.
b. 49% of survey respondents explain they only consume cranberry related products 1-2 times a year.
c. 60% of focus group participants have either never purchased juice, or only purchase juice for specific occasions.

OPPORTUNITIES

1. Ocean Spray can build a compelling narrative around the cooperative business model to further engage the Millennial audience.
a. After learning the benefits of a co-op, 100% of the target audience from focus groups stated they would consider purchasing
from cooperative companies over competitors.
2. As a brand, Ocean Spray can strengthen the relationship with the Millennial consumer by producing relevant and relatable
storytelling tactics.
a. 70% of the target audience from focus groups stated they prefer advertising messaging that relates to their lifestyle and values.

THREATS

A SWOT analysis was developed based on primary and secondary research. This provided valuable insight into Ocean Spray’s current brand
strengths and weaknesses, and highlighted potential opportunities for the brand to resonate with the target audience.

1. In general, overall juice consumption has decreased due to a higher focus on sugar content.
a. The $19.8 billion juice market is expected to decline 7% between 2016 and 2021. 4
2. An oversaturated market causes Ocean Spray to be lost amongst itself and its competitors.
a. 50% of the United States juice market is comprised of powerful brands like Coca-Cola, PepsiCo, Campbell’s Soup Company,
and Welch’s. 5
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Competitor Analysis
In order to achieve the campaign objectives, Ocean Spray must fully understand their competitors’ strengths and weaknesses. By recognizing
competitor positioning, Ocean Spray can strategically highlight the unique opportunities for their own brand.

Dole

Strengths: A strong focus
on food safety, and a wide
variety of products. 6 6
Weaknesses: Not grower
owned; production
happens overseas. 6
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Minute Maid

Strengths: Advertising is
promoted globally, yet the
consumer feels as if it is
a local product based on
messaging strategy. 7
Weaknesses: Internal
competition with powerful
beverage brands such
as Sprite and Coca-Cola,
along with low shelf
placement away from eye
level. 7

Bai

Strengths: Perceived as
a modern company that
fully understands the
Millennial desire to pursue
a healthy lifestyle. 8
Weaknesses: A lack of
variety in products
offered. 9

Welch’s

Strengths: Strong
positioning of a family
owned business appeals
to Millennials’ desire to
shop with non-corporate
businesses. 10
Weaknesses: The static
product line only features
grape products. 11

Tropicana

Strengths: Advertisements
with strong positioning
and emotional appeal
help consumers perceive
products as a healthy part
of their everyday routines. 12
Weaknesses: Low
quantity of products and
high prices make it a low
consideration brand. 13

Target Audience
Passionate, connected, and empowered. 14 Millennials are uniquely fast-paced with a goal to live an ambitious, experience-driven life. 15 As the
largest and most diverse generational cohort yet, it can be difficult to precisely identify the Millennial mindset. However, through consumer
research, three different lifestyles were identified within the 24-34 year-old audience that highlight the Millennial experience. 16

Jessica, 32

Molly, 24

John, 29

Life goal: Maintain a healthy balance
between my exciting career and family life.
Defining Words: Efficient, conscientious,
hectic lifestyle
What makes you consider purchasing
a brand? I’m more likely to purchase
items I’ve sampled, or items on sale.
How do you define bittersweet?
Bittersweet means a rite of passage.
They're big or small changes, not
necessarily good or bad, but I still have
mixed feelings about how to handle them.

Life goal: Enjoy my life, while making a
positive impact on the world.
Defining Words: Conscientious, connected,
passionate
What makes you consider purchasing
a brand? I need the brand to have a strong
personality or culture. I want to know that
what I’m buying is making an impact on
someone, something, or somewhere.
How do you define bittersweet?
Bittersweet is an emotionally charged
moment that usually happens during a
change in my life.

Life Goal: Experience everything the world
has to offer so I can share it with others.
Defining Words: Connected, statusseeking, passionate
What makes you consider purchasing
a brand? If the product is new, or my
friends have mentioned it before, I will
purchase it so I can establish my own
opinion on it.
How do you define bittersweet?
Bittersweet is the feeling you get when
you’re starting a new adventure.

Millennial Mom
Denver, CO

Hip-ennial
Portland, OR

Gadget Guru
Washington, D.C.

9
7

Big Idea
Bittersweet: a word that can uniquely define both a taste and an emotion. It’s a perfect concoction of happiness and sadness, pleasant and
painful, excitement and anxiety.
Ocean Spray is not a stranger to this feeling. In 1930, three cranberry growers faced a difficult and defining moment. In order to save their farms,
the growers knew they would be stronger together if they joined forces to form a cooperative business. 17 This co-op would create the world’s
first dried cranberry and supply the best-selling brand of cranberry juice. As with all changes, this moment was bittersweet.
In a world where the only constant is change, Millennials understand the complex feeling of bittersweet. It’s a binding factor in the human experience
and a feeling that people can connect to. As something that will always happen, and always be felt, it’s a powerful thing to embrace the bittersweet.

8

Strategy
Research shows that Millennials crave relatable and authentic brands. 16 They actively seek out brand identities that promote a transparent
connection and brands understand the Millennial experience. In order to establish a genuine connection with this target audience, Ocean
Spray will capitalize on a relatable human emotion: bittersweet.
In order to find out how to connect through the universal emotion of bittersweet, Ocean Spray must find a central voice when communicating
to the diverse population of 24-34 year-old Millennials. It’s a generation that thrives on a distinctly individualistic outlook on life, and has pride
in the diverse perspectives they hold. By segmenting the target audience, Ocean Spray doesn’t limit or singularly define Millennials, but rather
provides insight into their different lifestyles. This precise segmentation allows for a more personable study on the target audience; their wants,
needs, and desires can be identified by Ocean Spray, and used to build a more authentic connection. 16
With over half of the Millennial population actively seeking out brands that support a cause, Ocean Spray holds the powerful potential to
connect with their audience by emphasizing their co-op. 18 This campaign will accentuate Ocean Spray’s grower-owned cooperative, and utilize
this business model as a way to create a connection between empowered Millennials and the Ocean Spray brand.
The Embrace the Bittersweet campaign will focus on promoting four Ocean Spray products:

Pact Juice

The tasty, healthy drink
for the holistically healthconscious Millennials. 19

Craisins

The dried, on-the-go berry
that satisfies the hungry
gaps of the day. 20

100%
Cranberry
Juice

The classic bittersweet
drink for all to enjoy.

Mocktails

The alternative for those
who want to enjoy a
premium, non-alcoholic
juice. 21

The strategy behind the Embrace the Bittersweet campaign seeks to encapsulate the Millennial lifestyle,
emphasize the heritage of Ocean Spray and highlight the value of a co-op. Overall, this campaign strategy will
establish a genuine relationship between Ocean Spray and the target audience by connecting Ocean Spray's
bittersweet moments to the bittersweet moments of Millennials.
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Website Redesign & SEO/SEM
The digital presence and visibility of a brand plays an impactful role among Millennial audiences. In a world full of curated content and fastpaced technology, primary research shows that Millennials crave agile designs and compelling aesthetics. A website redesign and the utilization
of SEO and SEM will result in a powerful level of salience and differentiation for Ocean Spray within the food and beverage market.

Website Redesign

A new design will allow Millennials to easily navigate the site and learn more about the brand’s identity. This encourages the target audience
to engage with Ocean Spray and gain a better understanding of the co-op. Since 53% of Millennials find it important that a brand fits their
personality, additions to the website will include a more personalized approach. 22 Consumers can take a “Find Your Product” quiz to determine
which products would best fit their lifestyle, 22 as well as a link to the Ocean Spray Spotify channel.

SEO/SEM

Search Engine Optimization and Search Engine Marketing drives consumer traffic to the website, increasing brand visibility and relevancy.
Words to purchase: Cranberry, Cranberries, Cranberry Bog, Bittersweet, Juice, Cranberry Juice, Bittersweet Moments, Embrace Bittersweet,
Co-op, and Cooperative.

10
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YouTube & Instagram
YouTube

Within the 1.58 billion YouTube users, over 363 million of them are Millennials. 23
To engage with these 363 million users, Ocean Spray’s YouTube channel will
feature 15-30 second videos, a 45 second campaign kick-off commercial, and 5
user-generated videos from the Bittersweet Moments contest. In addition to
this channel, Ocean Spray will run pre-roll ads on videos that correlate to the
demographic and psychographic data of the three personas.

Link to 45 second video: bit.ly/636commercial

During the awareness phase of the campaign, Ocean Spray will send the
Bog Guys on a trip around the world. Throughout this trip, they will have the
opportunity to try bittersweet foods, add cranberries into recipes, and share their
experience on Ocean Spray’s YouTube channel. This is a way to utilize the current
messaging of the brand and introduce the concept of bittersweet, using it as a
transition into the Embrace the Bittersweet campaign.

Vimeo password: NSAC18Team636

Instagram

Instagram is a powerful platform for storytelling and engaging content.
Research shows that Millennials are more receptive to brand storytelling over
straightforward ads. 24 Therefore, to tell Ocean Spray’s story, personal bittersweet
moments will be featured in carousel advertisements and 15-30 second videos
featuring the #EmbraceTheBittersweet.
Influencers
Millennial audiences have been shown to value the opinions of social media
influencers. 25 Additionally, studies indicate that influencers prefer Instagram over
any other social media site. 26 Ocean Spray will utilize those influencers to raise
awareness about the brand promoting the Bittersweet campaign.
Micro influencers will receive a PR box from Ocean Spray and will be asked to
create a post featuring selected products. Macro influencers will be asked to
share bittersweet moments through Instagram stories and link them to the
Bittersweet Moments contest.

Link to 20 second video: bit.ly/636snackable
Vimeo password: NSAC18Team636
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Facebook & BuzzFeed
Facebook

The new Facebook algorithm favors dialogue between users, therefore,
Ocean Spray will focus on creating content that drives an interactive
dialogue. 28 A contest that promotes user-generated content,
“bittersweet memes,” and paid 15-30 second videos will allow Ocean
Spray to be part of Millennial conversations on Facebook.
User-generated content engages with the target audience and allows for
a more genuine interaction with Millennials. 29 Ocean Spray will interact
with their consumers by hosting a contest that allows them to share
their bittersweet stories with a video via Facebook. Ocean Spray will
post the top five stories on their Facebook page and the users will have
the opportunity to vote for their favorite story. A voting system of shares
and likes will encourage interactions and increase organic impressions.
The winning bittersweet moment will have their story turned into a
commercial and will receive an all-inclusive trip to the Bahamas, a
destination Millennials desire to visit according to SRDS.

BuzzFeed

BuzzFeed offers a platform filled with engaging and relatable
content. Over 50% of BuzzFeed visitors are Millennials between
the ages of 18-34. 27 Ocean Spray will utilize BuzzFeed by creating
quizzes, articles relating to each lifestyle, and Tasty videos to display
Ocean Spray products. Not only is this content engaging, but it
gives Millennials the opportunity to identify their lifestyle, and the
products that best suit it.
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In-Store
Ocean Spray will meet Millennials in the store and heighten brand awareness by
placing interactive end caps, tote bag giveaways, coupon beacons, and sampling
tables in stores within our DMAs. All in-store tactics will keep Ocean Spray products
top-of-mind when shopping.
End Cap
Research shows, compared to other locations in the store, end caps capture twice
the amount of shopper attention. 30 Therefore, Ocean Spray will create an end cap
in the top six DMAs that highlights three lifestyles with curated products to fit each.
Consumers can take the “Find Your Product” quiz on the Ocean Spray website
through a tablet incorporated into the end cap. This quiz will help shoppers identify
if they are The Adventurer, The Entertainer, or The Multi-Tasker, which will suggest
and help them choose corresponding products to fit their lifestyle.
Sampling
According to research, an increase of sales by potentially 300% can be seen on the
day of sampling. 31 Based on this insight, Ocean Spray will feature 100% Cranberry
Juice, Pact, Mocktails, and Craisins at Bittersweet sampling tables in the top six
DMAs throughout the selected time period.
Coupon Beacon
Through bluetooth connection Ocean Spray will send notifications directly to
consumers’ phones, as they pass the end cap. This will keep the products top-ofmind and offer incentives as shoppers are making purchasing decisions. 32
Tote Bag
Research shows that consumers are more likely to purchase a product if there is a
tangible incentive or if the company supports a worthy cause. 18 In order to reflect
Ocean Spray’s commitment to sustainability and align with Millennials’ desire to
support environmental causes, 33 a custom designed tote bag will be created and given
to consumers who purchase $10 worth of products. These tote bags will be placed on
the end caps and consumers will also have the option to buy them separately.
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Guerrilla Tactics
Rainy Days

It’s hard to face a rainstorm without an umbrella. To combat this bitter
situation, an Ocean Spray Brand Ambassador Team, will take over the streets
to hand them out during rainy, spring days throughout the top six DMAs.
These cranberry-red, branded umbrellas will remind recipients, and everyone
they see throughout the day, to embrace the bittersweet.

Parking Tickets

There’s nothing more bittersweet than expecting the worst but receiving the
best. Ocean Spray will be using this bittersweet feeling to catch the attention
of Millennials. The team of brand ambassadors will place "parking tickets” on
cars parked throughout all 11 DMAs. However, they are not real tickets. Inside
a brightly colored envelope, there will be an air freshener and an Ocean Spray
lottery ticket that will reveal a coupon for an Ocean Spray product.

Bus Stop Games

Waiting for the bus can be a bitter moment, but Ocean
Spray will make it sweet by keeping Millennials occupied. An
interactive touchscreen monitor will be placed underneath
10 different sheltered bus stops within each of our top three
DMAs. These monitors will feature an interactive game in
which players will pop the floating cranberries as fast as they
can. This gets Millennials involved with the brand and turns a
bitter moment into a sweet and entertaining one.

14

Spotify & Hulu
Spotify

Based on secondary research, 26% of United States Spotify users are 25-34 years-old, making them one of
the largest groups to use this music platform. 34 By using Spotify, the brand will connect with Millennials
through the art of lyric and sound. Ocean Spray understands that life is filled with bittersweet moments,
so two separate playlists will be created to accommodate each mood: Bitter Beats and Sweet Songs. The
link provided on Ocean Spray’s website will help drive traffic to the channel.

Hulu

Research shows that 30-second video ads generate a 61% increase in top-ofmind awareness and a 22% increase in purchase intent as compared to linear
TV ads. 35 Ocean Spray will capitalize on this opportunity by featuring 30-second
advertisements during Millennials’ favorite shows.
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Tier Two Tactics
Bittersweet Touchpoints

What does an airport delay have in common with a grocery store line?
Neither of them are places that people prefer to spend their time.
However, sweet surprises can come in the most bitter of places. Ocean
Spray will send their brand ambassadors out to meet consumers
during bittersweet touchpoint moments in their days. The Ocean Spray
team will hand out “Cran-Packs,” a mini kit that includes a mix of Ocean
Spray merchandise and helpful tools such as a portable toothbrush,
headphones, craisins, and a water bottle. The Cran-Packs will also
include Spotify listen cards that will have a QR code linking to the
Bitter Beats and Sweet Songs playlists. #EmbraceTheBittersweet will
be printed on the back of the pack prompting recipients to share their
experience. This will ensure that consumers will let everyone know how
Ocean Spray can make a bitter moment sweeter.

Additional SEO/SEM

These words will be added: Coachella, Murals, Spotify Podcast, Tote
Bags, Growers, 100% Juice, Music Festival, Coachella Giveaway,
Coachella Tickets, Cran-Chella.

Improved In-Store

Ocean Spray will continue the in-store tactics from Tier One including:
sampling, end caps, tote bags, and coupon beacons. The following five
DMAs will be added in order to increase the reach of the campaign: Raleigh,
NC; Sacramento, CA; Atlanta, GA; Santa Barbara, CA; Harrisonburg, VA.

Spotify Podcasts

Podcasts serve as a concise, audio storytelling platform. Research
shows that 28% of the total US population of podcast consumer
are Millennials. 36 A weekly Spotify podcast will have celebrity guests
share their own bittersweet moments. At the end of the podcast,
listeners will be encouraged to check out the Ocean Spray Instagram
for more bittersweet moments. The podcast will aim to create a genuine
connection with listeners and develop an authentic brand personality.
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Create Bittersweet Mural Event

Millennials within our target audience prefer sharing leisure content
such as travel and art posts more than any other generation on social
media, 37 and street art provides the perfect backdrop for “instaworthy” shots. 38 Over three weeks, local artists will spend one day
in the top six DMAs turning the bittersweet moments of bystanders
into a mural, while a well-known singer accompanies them in
drumming up excitement and social media shares. At the end of the
three weeks, the public will vote for the winning city’s mural by using
#embrace[CITYNAMEHERE] on Instagram, which will result in more
user-generated content. The winning design will be used on tote
bags displayed in stores throughout the 11 chosen DMAs. While losing
can be a bitter feeling, Ocean Spray will make it sweet by sending all
18 artists on an all-inclusive trip to Coachella Valley Music and Arts
Festival, and by donating $10,000 to one art program in each city,
chosen by the artists. 18

Tier Two Tactics
Coachella Sponsorship

Four out of five Millennials say that attending live events makes them
feel more connected to other people, the community, and the world. 39
The Coachella Valley Music and Arts Festival had 125,000 attendees in
2017 with 40% of those attendees ranging between the ages of 24-34. 40 This
makes Coachella a prime opportunity for Ocean Spray to reach their
desired target audience. 41
Ticket Giveaway
Coachella is an event focused on both art and music which corresponds
to the mural event taking place in the top six DMAs. Tickets for this event
are expensive, fast selling, and many individuals cannot afford to attend.
For some, this is a pretty bitter feeling. Ocean Spray will geographically
target and select 50 individuals who have expressed disappointment
on social media about not receiving a Coachella ticket. These people
will be contacted by Ocean Spray and given the opportunity to attend
this music and art experience with all expenses paid...turning the bitter
feeling of a missed opportunity into a sweet surprise.

Cran-Chella Lounge
As part of the Ocean Spray Coachella sponsorship a “Cran-Chella
Lounge” will provide an oasis for festival attendees to improve their
experience. During the day, the Cran-Chella Lounge will provide shade,
cranberry shaped sunglasses, cranberry-vodka slushies, and Ocean
Spray branded sunscreen. Additionally, participants can lay back and
relax on cranberry themed bean bags. While at night, it will showcase
a cranberry-infused ambience. To document this experience, a team
of professional photographers will be capturing photos of participants
and posting them to Ocean Spray’s social media using #CranChella.
Murals
The 18 mural artists that had participated in the Ocean Spray
Create Bittersweet event will be sent to Coachella as a reward
and appreciation for their work. At the festival, these artists will
have designated areas to paint and express their talent while
simultaneously enjoying the concert.
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Platform Metrics
Instagram

YouTube

BuzzFeed

Guerrilla

Ocean Spray

Sawtooth

• CTR (Click Through Rate)
• Likes, shares, and follows

• Impressions

• CTR
• Time watching pre-roll
• Views
• Website
• Visitors

• CTR
• Shares

• Pre and post surveys to
track consumer
perceptions

Facebook

Millward Brown

Hulu

Spotify

Google AdWords

Google Analytics

• CTR
• Likes, shares, and follows

• CTR
• Playlist follows

• Tracks brand equity

• CTR

• CTR
• Time watching pre-roll

• Tracks both paid and
organic sources
• Traffic

With the meaningful, different, and salient efforts put into these platforms,
Embrace the Bittersweet will capture the attention of the Millennial generation,
while resonating with Ocean Spray’s current audience base. Embrace the
Bittersweet will focus on targeted impressions, creative and engaging tactics,
and bridging the gap between current and future consumers resulting in
surpassed expectations.
20
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Media Schedule
Awareness

DIGITAL VIDEO
Bog Guys Vlog
YouTube
Hulu
DIGITAL AD SPACE
Spotify
BuzzFeed
SEO/SEM
FACEBOOK
Sponsored Posts
Contest Promotion
User-Generated Content
Organic Content
INSTAGRAM
Sponsored Posts
Influencer Marketing
Organic Content
GUERRILLA MARKETING
Bus Stop Games
Parking Tickets
Rainy Days
BRANDED MERCH
Tote Bags
IN-STORE
Sampling
Endcap
Coupon Beacon
PRODUCTION COSTS
Tier One Total
TIER TWO
Spotify Podcast
SEO/SEM
Mural Voting
Mural Event
Bittersweet Touchpoints
Custom Tote Bags
Improved In-Store
Coachella Sponsorship
Tier Two Total
Total

Jun

Jul

Desire for Trial

Aug

Sep

Oct

Action

Nov

Dec

Jan

Feb

Mar

Apr

May

Price
Impressions
$1,170,000
18,714,286
$20,000
N/A
$600,000
3,000,000
$550,000
15,714,286
$336,500
176,305,000
–
100,000
$300,000
170,000,000
$36,500
6,205,000
$110,000
22,000,000
$80,000
16,000,000
$30,000
6,000,000
–
N/A
–
N/A
$48,800 385,040,000
$4,800
5,040,000
$44,000
380,000,000
–
N/A
$66,000
9,477,834
$45,000
3,754,560
$11,000
399,274
$10,000
5,324,000
$700,466 2,187,500,000
$700,466 2,12,187,500,000
$2,068,200
23,316,800
$547,200
820,800
$1,504,800
21,888,000
$16,200
608,000
$500,000
$4,999,966 2,822,353,920
$40,000
100,000
$36,500
6,205,000
–
N/A
$1,536,000
30,000,000
$82,500
16,500
$253,846
1,319,216,008
$1,723,500
19,430,666
$1,327,654
500,000,000
$5,000,000 1,874,968,174
$9,999,966 4,697,322,094
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Evaluation
The dynamic use of diverse media vehicles, innovative tactics, and storytelling strategies will ensure Ocean Spray becomes relevant with
Millennials in an otherwise crowded market. We are confident that the Embrace the Bittersweet campaign will accomplish Ocean Spray’s goals
and continuously put them ahead of their competitors in the eyes of the Millennial generation. To evaluate the efforts, benchmarks will be set
every two months to assess campaign metrics and optimize media spending.

OBJECTIVE

EVALUATION

EXPECTED RESULTS

Increase
brand
equity
by 7%+

Tracking Ocean Spray’s brand equity will be done
through the use of Millward Brown’s Meaningfully
Different Framework. This holistic brand equity
measurement system determines how meaningful,
different, and salient a brand is to the consumer
and in turn, establishes a brand equity score. Social
media analytics will track both paid and organic
leads, as well as mentions and overall impressions.

From June 2018 to May 2019,
brand equity among the
Millennial target audience
(24-34) will grow by 7%+,
giving Ocean Spray an equity
score of 8.8 or higher.

Grow
household
penetration
by 0.5%

Within our selected 11 DMAs, there are over 1,815,616
Millennials that can be reached, giving Ocean
Spray the potential to not only reach, but exceed
the desired growth in household penetration.
Through in-store end cap interactions, sampling,
coupon usage, and profit revenue we will be able
to monitor this growth.

Household penetration will
grow by 0.5% points over
the next two years, with the
opportunity to reach over
415,500 Millennial households.

FINAL METRICS
Tier
One

$4.99 MM
Campaign Spend

2.82 BILLION

Paid & Owned Impressions

TOTAL
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$9.99 MM
Campaign Spend

Tier
Two

$5.00 MM
Campaign Spend

1.87 BILLION

Paid & Owned Impressions

4.70 BILLION

Paid & Owned Impressions
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Cran Bosses

Robin Spring
Class Cheerleader
Faculty Advisor

Gonzalo Rodriguez
Instagram Extraordinaire
Account Executive

Brooke Rosier
Ruler of the World
Account Executive

Bethany Garcia
Best Dressed & Smile
AE & Research Director

Casey VanDerGraaf
Most Adventurous
Creative Director

Olivia Chriss
Best Attitude
Media Director

Kyra Lansky
Best Feedback Giver
IP Director

Nick Cook
Determined to Win
Creative

Christine Melvin
Class Comedian
Creative

Hannah Svendor
Life of the Party
Creative

JJ Michaud
Fear Conqueror
Creative

Tara O’Connor
Neatest
Integrated Promotions

Lauraanna Quinting
Allendale Know-It-All
Media

Hannah Ketelhut
Best Hair
Media

Kathryn Atkinson
Cool, Calm & Collected
Integrated Promotions

Hailey Kilbarger
Meg Scott
Dan Ziegenfelder
Dynamic Duo
Dynamic Duo
Most Extra
Integrated Promotions Integrated Promotions Integrated Promotions

Bri Olson
Future Agency Owner
Media

Danielle Talbot
Class Mom
Research

Madason Puhy
Full of Thought
Research
Blue outline indicates presentation team

Krysta Zoedak
Beyonce's BFF
Research

Courtney Lang
Ultimate Hustler
Research
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