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First created in New York City in 1972, Snapple quickly attracted the attention of consumers 
throughout the Northeastern United States with their fun, refreshing brand and flavorful 
product. Since then, Snapple has continued to grow into a nationally recognized and 
passionately followed brand. Since Snapple’s original launch, the company has expanded 
and created over 38 flavors of teas and juices. Snapple commands extensive consumer 
recognition and high market potential, but has a small, yet incredibly loyal, consumer base 
that accounts for approximately 80 percent of its total sales.
 
The goal throughout the course of this campaign will be to grow brand relevance within 
Snapple’s heartland through engagement tactics with heavy Snapple users and to grow the 
heavy user buying rate from 9x to 10x per year. For Snapple’s non-heartland, these goals are 
shifted to driving trial by converting high brand awareness to top-of-mind, and to grow the 
light user base buying rate from 1x to 3x per year.

Our team will utilize the $50 million budget by executing a variety of strategic media 
placements, direct-to-consumer advertising tactics, in-store promotions, nontraditional 
media, and consumer experience and engagement. These combined tactics will increase the 
positive perception, purchase consideration and top-of-mind brand awareness of Snapple 
products across the United States, particularly within Snapple’s traditional heartland.

The creative strategy of this campaign will accompany the nontraditional elements of the 
media strategy, which, when combined, will communicate a message of originality, both 
from Snapple and in the audience itself. Creatively, executions will reconnect the same 
Snapple brand with consumers in a fresh and accessible way.

EXECUTIVE SUMMARY
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INDUSTRY ANALYSIS

Who is the current target of Snapple?
The diversity of Snapple’s product line is as diverse as its customers, 
coming from all ages, genders and lifestyles. Current Snapple drinkers are 
diverse in age, between the ages of 18-49, and come from a variety of 
genders and lifestyles. These people have positive attitudes and like to 
celebrate the unique things in life that make it sweet. Snapple drinkers 
appreciate that the product is made from the “Best Stuff on Earth.” They 
are not health-conscious; however, they look for wholesome, simple 
and premium qualities in their beverage choices. According to What 
is Marketing?, by Alvin J. Silk, “Buying Snapple juice may give them 
[consumers] a sense of treating themselves to something special, or make 
them feel like they belong to a group of people with a quirky, off-beat 
lifestyle”. This is one of the unique selling points of Snapple as its brand 
personality stands out from its competition.

Past Snapple Campaigns
In 1994, Snapple used innovative, consumer-focused advertising with its 
use of Wendy the Snapple lady reading customer letters in its popular 
national commercials. This campaign generated thousands of customer 
letters, involving customers with the brand and allowing Snapple to 
double its sales from the year before. In 2002 the iconic Real Facts were 
introduced and quickly became synonymous with the Snapple name. 
Their most recent campaign, #LoveSnapple, used tactics such as social 
media hashtags, viral videos and celebrity endorsements to engage 
Snapple drinkers, specifically New Yorkers, to share why they love 
Snapple. The difference between this campaign and their 1994 success 
was the method of consumer involvement. The Wendy campaign was 
consumer expression based, whereas the #LoveSnapple campaign was 
more focused on the product and brand.

Perception Map Analysis 
According to an amalgamation of secondary research on consumer perception, 
among its competitors, Snapple lands in the middle of the perception matrix 
when comparing self-expression, and somewhat higher than average in terms 
of quality. Among its main competitors, Arizona currently beats Snapple in self-
expression, but is lacking in flavor and overall quality of its product.  Brisk falls 
closer to a premium experience but allows for less self expression through its brand 
personality. Fuze is the brand to beat in terms of experience. Being one of the more 
recent competitors to the market, it resonates more with consumers in terms of its 
personality but matches Snapple with their brand experience.  Though Gold Peak 
and Lipton fall below Snapple in both categories, they remain strong competitors 
through annual sales margins and brand recognition for their category. Both self-
expression and premium experience are key elements to a successful brand in the 
beverage industry.

premium
experience

basic 
product

self-expression

conformity

Water
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MARKET RESEARCH
Additional secondary research was conducted through accessing 
variety of reputable sources and databases. Research shows that 
consideration of any beverage purchase is based on the quality, 
experience, perception and convenience of the product. 

Accessibility  
Convenience stores and gas stations offer speed of service to time-
starved consumers who want to get in and out of the store quickly. 
These shoppers recognize these channels of trade for their convenient 
locations, extended hours of operation, one-stop shopping, grab-and-
go beverage service, variety of merchandise and fast transactions. 
When looking for beverage stops, 69 percent of consumers said 
they look for convenience stores with 71 percent of men preferring 
gas stations. A Snapple InfoScout report states that Snapple has the 
highest concentration of consumer purchases in gas stations and 
convenience stores, with 35 percent of all Snapple sales made in 
the afternoon between 2-6p.m. and the second highest at almost 26 
percent in the evening between 6-10p.m.

Quality 
The quality of a beverage and its packaging is important to consumers, 
especially millennials.  A Mintel report shows that 67 percent of 
millennials cite one of the most important features of a beverage is 
how easy it is to open. Consumers in the target markets are also more 
likely to respond to packaging that they personally feel connected to, 
or that has a cause associated with it; 19 percent of millennials indicate 
they will purchase beverages with those features, regardless of price. 

The Snapple glass bottle is 
not only high-end and easy 
to open; it’s eco friendly. 
Millennials care deeply 
about the environment, the 
global community and social 
justice. Glass is 100 percent 
recyclable and can be reused 
consistently without loss of quality. 
Quality means more than the taste of the 
beverage; it relates back to creating a better 
environment as well. 

Experience
Millennials are also putting more money into brands that can offer 
them more than just a product.  Participation is one the most sought-
after millennial values. According to a SDL survey of over 1,800 
millennials, this generation wants a consistent experience when 
interacting with a product. Encounters with the brand should feel 
positive and personalized from start to finish, one reason the Wendy 
campaign was so successful.

Originality 
Consumers are willing to pay more for a brand they see as personable 
and trustworthy. Millennials are more willing to pay for a premium 
product in which they have direct access to a beverage brand’s story. 
According to Beverage World, today’s consumers are basing their 
buying decisions on “more than their pocket books” including aspects 
such as credibility, overall attitude and personality. In order for this 
relationship to feel authentic, consumers must genuinely believe in 
Snapple’s brand personality. 
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Consumer Perceptions of Snapple
In an in-depth survey with a 91 percent completion rate, respondents were asked 
to describe their thoughts on the brand and their favorite memories associated 
with Snapple. Understanding consumer’s opinions was crucial in gaining a more 
meaningful understanding of the target’s perception of the beverage industry 
and Snapple overall. 
Respondents offered significant insight into what they look for when making a 
beverage purchase. The research showed that consumers within the target are 
access-, experience-, positivity-, and quality-focused.

Accessibility 
• “Snapple is for busy people on the 

go”
• “I found Mango Madness after not 

being able to get it for years due to 
unavailability.”

Experience
• “A fun company that wants 

customers to enjoy not only the 
taste of the product, but the 
experience of consuming it”

• “My husband and I bonded over 
Snapple facts.”

• “I was drinking it in a restaurant 
where the atmosphere was great 
after a nice hike.”

Originality
• “They don’t stand out as much as 

they could against the other brands 
I see.”

• “I’ve read some really awesome ‘fun 
facts.’”

• “My favorite thing about Snapple is 
the pop when uncapping the bottle.”

Quality
• “The taste was delicious.”
• “The first time I tried it I instantly 

knew that I would keep buying it.”

Positivity 
• “Fun and inventive”
• “Bright, comical, fruity”
• “Fresh and inviting”
• “A ‘go-to’ friend when I need a lift”

Current Brand 
Perception
• “I have not seen any Snapple 

advertisements”
• “It seems like they don’t advertise 

themselves as much as other 
brands.”

• “The current New York campaign 
comes off as snooty, which is not 
what I think they meant to do.”

PRIMARY RESEARCH
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TARGET ANALYSIS

Artsy Apples
This segment is primarily made up of 
socially active, culturally-aware urban 
women. This target is extremely active on 
social media. They create, view and share 
content across platforms. Fifty-two percent 
uses two or more social media platforms 
including Instagram (43 percent), Snapchat 

(32 percent) and Facebook (75 percent), and 54 percent actively 
streaming content through Netflix and Pandora. Socially connected, 
creative and trendy, almost 70 percent of Artsy Apples place value 
in the opinions of their peers across social media. They are spending 
around 67 hours a week using media. They value high quality brands, 
with 75 percent saying that having a high quality product is the most 
important factor when choosing a brand. They also seek to connect 
with brands, with 53 percent of the target viewing a brand connecting 
with their personality as important when making a purchase decision. 
They want to experience life and not sit on the sidelines and watch 
it pass by. Artsy Apples want authenticity, cultural cachet and social 
presence. This target values more than a product; they value the 
experience of a brand and appreciate Snapple’s emphasis on this.

Roaming Raspberries 
This segment is primarily made up of suburban, 
financially stable male commuters. Roaming 
Raspberries are often busy between work and 
family responsibilities and value convenient 
user and shopping experiences. Men between 
the ages of 18 and 29, such as those in this 
target, are the group most likely to frequent 

gas stations with 71 percent of men preferring gas stations. They are 
also 53 percent more likely to frequent a convenience store than their 
older counterparts.  This group values digital and mobile platforms for 
functional information, including map routing and weather forecasting.
Roaming Raspberries readily adopt products, platforms and concepts, but 
prefer ones that have become more established, exemplified by 84 percent 
being active on Facebook and only 27 percent having adopted Instagram, 
the more recent platform. This target appreciates the established, yet 
unique taste and brand personality of Snapple, and is willing to adapt a 
new campaign message as a result. According to Mintel men between 18-
34 say they have visited a gas station more than once per week. This puts 
the segment in the perfect spot for an impulse buy.

Indirect Target 
This tertiary, peripheral segment is nostalgia-driven, older, and still carries a level of brand recognition with Snapple based on the level of national 
exposure reached by the brand in the 1990s. Matured Mangoes are familiar with Snapple’s unique brand personality and are more predisposed 
to respond positively to the brand’s wit and originality. Their level of familiarity with Snapple’s existing brand personality may allow fresh media 
exposure and creative messaging, primarily targeted towards Artsy Appels and Roaming Raspberries, to influence them toward increased trial and 
purchase rates.

Research shows that Snapple is known for its unique brand personality, and consumers and sales have reacted positively to this. From our 
insights based on current Snapple drinkers, this campaign is centered around an age range of 25-34 year olds. This group is made up of digitally 

connected men and women of all ethnicities with an average income of $50,000, based on a Mintel report on glass bottle purchasing behavior.
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TARGET DMAs

The highest concentrations of 
our target can be found within 23 
DMAs. A percentage of our target 
in each city was selected by cross-
referencing cities with the highest 
population and target composition.

1. New York City - NY 44.8%  
2. Los Angeles - CA 47.6% 
3. Chicago - IL 50.5%
4. Philadelphia - PA 47.6% 
5. San Francisco - CA 53.8% 
6. Washington DC - 54.9%
7. Boston - MA 56.6%
8. Atlanta - GA 54.2% 

9. Houston - TX 49%
10. Seattle - WA 54.9%
11. Minneapolis - MN 55.1% 
12. Miami - FL 48.3%
13. Cleveland - OH 44.3% 
14. St. Louis - MO 49.2% 
15. Charlotte - NC 50.5%
16. Portland - OR 47.2%

17. Indianapolis - IN 47% 
18. Nashville - TN 50.4%
19. Salt Lake City - UT 51.4% 
20. Las Vegas - NV 53.8%
21. Louisville - KY 44.3% 
22. Omaha -NE 42.7%
23. Ann Arbor- MI 45.4% 
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KEY INSIGHTS

It’s about 
Accessibility 

Accessibility is crucial when it comes to 
purchasing a beverage on-the-go. Consumers 

want ready-to-go teas and juices in easily 
accessible places. Providing products that can 

be purchased on the way to work or while 
shopping is important to both targets. Each 
segment has active lifestyles and interests, 

and no time for inconvenience. Gas stations 
and convenience stores are important to both 
targets and offer a quick and simple solution 

to their premium beverage needs. 

It’s about 
Positivity 
Personality and positivity sells. 

Consumers agree that they are willing 
to pay more for a product that has a 
trustworthy and personable brand. 

Products that are considered convenient 
or a “pick-me-up” work together to 

drive purchases. By creating a positive 
relationship between Snapple and 
the consumer, brand loyalty will be 
established and will increase sales. 

It’s about 
Quality

Snapple is a premium beverage. The unique 
glass bottle is what makes Snapple stand out 

in its market. The premium bottle directly 
reflects the high-quality product that it 

contains. The bottle is 100 percent recyclable, 
making it eco-friendly, which research has 
shown that the campaign’s targets place a 

large amount of value on. Quality is not just 
about the consumer; it relates back to being 
eco-friendly and helping maintain a clean 

environment.

It’s about 
Originality

Consumers respond well to companies that 
consider self-expression important. The 

targets want a brand that feels original and 
encourages their consumers to embrace 
their own originality. When it comes to 

making brand decisions, they are going to 
choose the brand that embraces that every 

consumer is different and original.

It’s about
Experience

It’s not just about the product. Snapple consumers are also putting more 
money into brands that offer them more. For the target, getting the best 

deal means receiving the most benefits at a fair price, which includes the 
ability to experience and feel their voice being heard. Primary research 
survey responses show that the best memories for Snapple consumers 

have involved sharing “Snapple Facts” with others and the satisfying ‘pop’ 
of the cap. Working to connect with the consumer on another level is 

important to brand perception and resonating with the target consumers.
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Conative 
Use digital and social 
platforms to drive the 

consumers to interact and 
engage with Snapple’s 
products and events.

BIG IDEA

UNCAP 
ORIGINALITY
Snapple’s personality is no longer standing out as much as it can in 
the over-saturated industry, and the Uncap Originality campaign will 
take Snapple to the top of premium self expression in the beverage 
categories. Snapple’s signature sweetness and variety of flavors make 
it distinct from normal tea. Its trademark glass bottle and popping cap 
creates a distinct product experience. Snapple’s consistently positive 
and playful personality set the brand apart as a wholesome, earnest and, 
most importantly, unique choice for refreshment. This campaign will 
bring Snapple to the top of self-expression and premium experience in 
the tea and juice categories.

When people drink Snapple, they drink it for the product experience 
and the feeling it gives them: an overwhelming sense of positivity and 
originality. With Snapple’s convenient, premium bottle and unique taste, 
the consumer is able to experience and uncap a highlight to their day. By 
uncapping a Snapple, anyone can enhance their self expression.  

Consumer Promise
Snapple’s unique flavor, premium packaging and charismatic brand 
personality combine to make the product a convenient, upscale beverage 
choice for consumers, while also retaining its status as a one-of-a-kind 
brand. The premium and charismatic elements so apparent in Snapple’s 
taste, packaging and personality resonate with its consumers, offering 
them a product that matches their own originality.

Positioning
Premium packaging and personality gives consumers an original, quality 
beverage experience.

Campaign Objectives
1. Grow brand relevance within  
 Snapple’s heartland.
2. Grow the heavy user buying rate from 
 9x to 10x per year; grow the light user  
 base buying rate from 1x to 3x per year.
3. Drive trial by converting  
 high brand awareness to top-of-mind.

Claim Support
The concept of the Uncap Originality campaign is to channel 
Snapple consumers desire to be a part of something unique and original. In this 
campaign, Snapple will provide a personalized experience to multiple regions 
throughout the United States in order to increase Non-Heartland sales and brand 
loyalty. This is extremely important, as according to a study by KissMetrics, 93% of 
consumers base their buying decisions on the visual appearance of the product, so it is 
extremely important to make the product, and Snapple brand visually stand out. New 
packaging will allow consumers all over the country to uncap a Snapple and embrace 
their own originality. By using creative executions and distribution methods in store, 
Snapple will visually stand out from the competition and catch the attention of young 
“creatives” and the on-the-go consumers who are looking for a brand experience that 
feels unique. Through executions such as the impulse-buy coolers, the interactive, 
touch-sensitive labeling and other message-focused distribution methods, consumers 
will find interest in the fresh take on traditional executions featured in this campaign.

Affective 
Position Snapple 
as a premium and 

convenient beverage that 
is quirky, unique and an 

original experience. 

Cognitive 
Communicate the unique 
brand characteristics of 

Snapple while introducing 
the concept of “Uncap 

Originality” to the target 
market.
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TONE & MANNER

Visual Engagement 
Each campaign element will be simple, bright 
and feature Snapple’s original and hand-drawn 
illustrations present on the product.

Copy 
Execution copy will promote the product 
experience and benefits of Snapple, and 
coincide with the call to action of “Uncap 
Originality.” Copy and packaging in non-
digital advertisements will direct consumers to 
Snapple’s online presence.

Color Rationale 
A color scheme of yellow, blue, and orange will 
be used throughout our advertisements. Yellow, 
the official color of Snapple, is associated with 
optimism and grabs the attention of shoppers, 
while orange and blue attract impulse shoppers. 
We will utilize these colors in our executions to 
attract our target.

Headlines 
The headlines will introduce and reinforce 
the Uncap Originality campaign themes of 
individuality and positivity. When coupled 
with the visuals, the headlines will draw the 
consumer in and lead them to associate these 
concepts and images with the brand.

The Uncap Originality campaign will showcase the 
product features and experience of drinking Snapple, 
while simultaneously highlighting the lifestyle benefits of 
attending Snapple’s events. Executions will be centered 
around relatable visuals and copy, focusing on the 
relationship between Snapple’s uniqueness and that of target 
consumers. The call to action, embodied by the campaign 
tagline, “Uncap Originality,” will encourage consumers to 
engage and experience the brand and central campaign 
concept. This messaging will effectively address the three 
business objectives. 
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ORIGINAL PACKAGING

New Thermal Labels
The Uncap Originality campaign will include eco-friendly, thermal-
based packaging. First, the wrapper around the bottle, with the featured 
doodles, will appear as black and white. When heat is applied to the 
bottle, such as a consumer’s hand, the label will change to full color. 
This will help us achieve our business objective to position Snapple as 
the most unique and premium beverage experience in the tea and juice 
categories. 

New Regional Packaging
Snapple bottles will also include regional packaging targeted toward the 
top 10 regional areas, with each region having specific packaging. These 
labels will be based on a design inspired by each individual region and 
will be featured on all Snapple flavors sold within that region. These 
regional labels will build a connection with the consumers by creating 
a sense of pride in the region they reside in. The millennial target 
responds well to personalized packaging and 19% are willing to buy 
personalization regardless of price. 

This packaging will be a reminder to the consumer that Snapple 
embraces the differences between each region of the United States and, 
in turn, the distinct personality of each of its consumers.
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OUT OF HOME
Billboards & Overpasses
The Uncap Originality campaign will purchase four 
billboards and an overpass advertisement in each 
of the 23 targeted DMAs. Of those surveyed, 71 
percent of drivers said they take notice of billboard 
and overpass messages while driving, making this 
an ideal fit for the Roaming Raspberries segment as 
they commute to and from work each day. 

Subway & Train Stations
In cities such as New York, there are around 1.75 
billion subway riders each year. Executions will be 
placed in major subway lines and train stations, 
next to seating. Guerrilla marketing will be utilized 
as ads are positioned on the ground near passengers’ 
feet featuring Snapple’s signature fact caps. This 
will target the Roaming Raspberries segment that 
use public transportation to commute to and from 
work. 

Taxi Top Advertising 
In New York City, Los Angeles, Chicago, 
Philadelphia and San Francisco, Snapple will place 
advertisements on the top of taxis. In these targeted 
cities, there is an average of 9,000 to 12,000 views 
per ad per day.  Roaming Raspberries and Artsy 
Apples spend time in urban areas, giving them 
ample opportunity to see these advertisements.

Bus Stops
Public buses serve more than 660 million people 
each year. During the Uncap Originality campaign, 
Snapple will place print advertisements at bus 
stops in the top 15 targeted DMAs. Just over half 
of the Roaming Raspberries segment uses public 
transportation to commute to work and will be 
exposed to these advertisements. 

UNAWARE
OUT OF 
HOME

TELEVISION RADIO SPONSORED 
APPS

TRUCK
TOUR

SOCIAL IN STORE SPONSORSHIPS
READY TO BUY
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TV AND PRE-ROLL

Television
This campaign will mainly use cable television and one network channel to hit 
the Roaming Raspberries target audience. Research shows that 53 percent of 
this audience likes to come home and watch TV to relax after work. Using mostly 
cable television allows for a large reach while still remaining cost-effective. For 
cable, Snapple will place 15 thirty-second spots on five different channels: TBS, 
USA, History, FX and AMC. Shows utilized will be Conan on TBS, which hits 1.3 
million viewers, Suits on USA, which hits 2.05 million, American Horror Story 
on FX,which hits 2.89 million, Vikings on the History Channel hits 2.3 million, 
and Better Call Saul, which hits 2.4 million, in addition to Into the Badlands 
with 3.86 million, both shown on AMC. All of these shows have high ratings 
with the Roaming Raspberries. The 
spots will air between 6-10p.m., when 
the target is arriving home from work 
and ready to unwind. 

 

The only network television show with commercial spots will be Saturday 
Night Live on NBC. This show has an average of 9.3 million viewers, and shares 
a home with Snapple: New York City. During the Uncap Originality campaign, 
SNL actors will be endorsing Snapple in 15 second commercial spots. This will 
create a strong brand connection with the actors and Snapple during the show. 
The Saturday Night Live commercials will air before the start of the program.

YouTube
The Uncap Originality campaign will use in-search video advertisements on 
YouTube to promote Snapple video content. Within the Artsy Apples segment, 
67 percent of the target frequent YouTube, spending 11.3 hours a week watching 

videos. A Snapple bottle will be featured on top of the YouTube 
search engine, and Snapple will promote the beverage by using 
well-known YouTube celebrities within their videos, as well as pre-
roll advertisements before the individual celebrities’ videos.

Hulu
Connective TV has been growing drastically and is predicted to 
continue to grow. Within the last year, there was an 81 percent 
increase in the number of connected TV users. Hulu is a television 
streaming service that continues to redefine and reinvent the TV 

viewing experience. During this campaign, Snapple will 
be sponsoring television shows such as The Walking 

Dead, American Horror Story, Grey’s Anatomy and 
Jane the Virgin before the program starts on Hulu. 
This will hit both Roaming Raspberries and Artsy 

Apples, as those targets make up 82 percent 
of all Hulu users.

UNAWARE
OUT OF 
HOME

TELEVISION RADIO SPONSORED 
APPS

TRUCK
TOUR

SOCIAL IN STORE SPONSORSHIPS
READY TO BUY
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STORYBOARD

Zoom in on a stereotypically drab and boring 
office building. 

While working, the man accidentally knocks 
over a Snapple bottle on his desk. It rolls off 
the side and rolls towards the camera leaving 
a trail that contrasts the drab environment 
with bright colors and smooth motion. The 
man gets up to follow the trail.

The camera zooms into the window and 
transitions to the man from before taking 
his tie off and beginning to play basketball. 
Color fills certain parts of the area and it 
begins transitioning between other people 
seamlessly.

Inside the building, office workers are droning 
away on their keyboards and computers. The  
camera moves forward with a focus on one of 
the male workers at his desk.

A woman and a few coworkers are having 
a Snapple. The woman gives the man a 
Snapple and they open it while standing in 
front of a window. The Snapple cap pops, 
and the chorus plays. 

End slate with a Snapple *pop* and the tag 
line. 

UNAWARE
OUT OF 
HOME

TELEVISION RADIO SPONSORED 
APPS

TRUCK
TOUR

SOCIAL IN STORE SPONSORSHIPS
READY TO BUY

Below is an example of a 30 second TV spot to be aired during various television streaming services and YouTube. This 
advertisement will increase top-of-mind brand awareness and get our audience talking about Snapple’s new packaging.
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MUSIC STREAMING

Radio
About half of the Roaming Raspberries segment 
drive to work using their own vehicle and 30 
percent of those say they listen to the radio 
while driving. Our secondary research indicates 
that the targets in the Roaming Raspberry 
segment mainly listen to stations which feature 
morning talk shows and rock music. Radio 
advertisements will be placed on these types of 
stations in all 23 DMA’s.

Pandora & Spotify
Advertisements on music streaming services, 
such as Spotify and Pandora, will be the most 
effective in increasing brand and product 
awareness. The Roaming Raspberries are 53 
percent more likely to be listening to Pandora 

on a weekly basis, while 41 percent of the Artsy Apples 
segment is listening to music via Spotify. For the Uncap 
Originality campaign, there will be a mixture of both 
banner ads and audio advertisements, as well as a 
Pandora takeover. 

UNAWARE
OUT OF 
HOME

TELEVISION RADIO SPONSORED 
APPS

TRUCK
TOUR

SOCIAL IN STORE SPONSORSHIPS
READY TO BUY
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DIGITAL DISPLAYS

Snapple Home Page
Snapple’s mobile responsive homepage will be 
utilized to feature the campaign’s new packaging, 
along with a feature that allows the consumer to 
find the closest location that sells Snapple.  The 
home page will have a social media news feed 
to encourage site visitors to follow them on all 
platforms.

Sponsored Apps
During the Uncap Originality campaign, Snapple will sponsor 
several apps such as Google Maps, GasBuddy and the Weather 
Channel App that connect to the target audience. Roaming 
Raspberries will be targeted through Google Maps and The 
Weather Channel App, as 56 percent of that market uses 
Google Maps and 69 percent use The Weather Channel 
App. GasBuddy is used among both targets and will 
therefore connect with them both.  Ads featured will be 
original banner ads.

Sponsored Content
According to the Alexa Top 500 Global Sites, Buzzfeed 
ranks 123rd and is continuing to rise. Buzzfeed has 
over 200 million monthly viewers, and 50 percent of 
those are between the ages of 18-34, matching the 
Roaming Raspberries and Artsy Apples segments. 
During this campaign, Snapple will have a series of 
sponsored posts on the Buzzfeed website and app, 
featuring videos, quizzes and articles. An example 
of a sponsored quiz would be ‘How many Snapple 
facts can you guess right?’ or ‘What Snapple flavor 
are you?’. Buzzfeed not only publishes hard news, but it 
maintains fun and entertainment-oriented content that matches 
the Snapple personality. 

UNAWARE
OUT OF 
HOME

TELEVISION RADIO SPONSORED 
APPS

TRUCK
TOUR

SOCIAL IN STORE SPONSORSHIPS
READY TO BUY
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EMBRACE ORIGINALITY TRUCK TOUR
The Embrace Originality Tour will feature a Snapple sponsored truck traveling to the campaign’s top 15 DMA 
cities in the United States throughout the duration of 2017. Snapple will use its social media platforms 
to keep consumers updated on the location of the truck and which stops are next. The Embrace 
Originality Tour, sponsored by Snapple, will host exclusive events centered around unique holidays 
and locations, as well as make appearances at pre-existing, popular events among the targets.

The Embrace Originality Tour will be just that: original and one-of-a-kind. The truck will be 
visually cohesive with the creative executions and will feature the Snapple inspired doodles, 
painted with UV sensitive ThermaPaint that changes color in the sun.   

The Embrace Originality Tour will give the audience the ability to experience a 
special event that no one else has offered. Should the targets be unable to attend 
a specific event, Snapple will be broadcasting the Embrace Originality Tour events 
via Periscope, a live streaming application. These events will also be recorded to help 
provide engaging and creative content to post and promote across each of Snapple’s 
social media platforms. In order to show return-on-investment for this tour and each 
individual event, Snapple will hand out coupons with barcodes unique to these events. 
This will allow Snapple to track event attendance and participation based on how many 
customers are redeeming these coupons. Along with this, event goers will be able to subscribe to 

Snapple’s text messaging services that will send them coupon codes, specials 
and keep them updated on further Embrace Originality Tour events.

Premium Merchandise
In addition to hosting events, the truck will have unique, event-specific merchandise as 

giveaways. This merchandise will include exclusive shirts and hats that will be catered 
toward the event and Snapple’s personality. Additional limited edition merchandise 

will also be for sale. The truck will also hand out UV-sensitive stickers. Merchandise 
will be black and white until coming in contact with UV rays, which will reveal the 

color of the items. 
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The 15 events throughout the duration of the Embrace Originality Tour 
will include a mixture of exclusive events, as well as sponsorships 
of pre-existing events such as concerts and food festivals.  
Some example of tour events include:

Tahoe Tessie  
Fishing Tournament
This event will take place at Lake Tahoe 
in Sierra, Nevada. In addition to
 being  the state’s largest freshwater lake, Lake Tahoe has 
long been rumored to be home to both an underwater 
Mob graveyard and a large, underwater creature 
known as Tessie. June 18 is National Go Fishing Day 
as well as Father’s Day. The Embrace Originality Tour 
will host a fishing tournament at this location for 
the Roaming Raspberries target to celebrate both of 
these national holidays. The winner will receive a 
Tessie inspired Snapple Trophy and limited edition 
Snapple merchandise.

World UFO Day
The Embrace Originality Tour will be making a 
stop in New Mexico on July 2 at World UFO Day to 
host a chili cook-out featuring local restaurants, 
right outside of Area 51. The opportunity to be 
a part of a celebration for an out-of-the-box 

holiday would appeal to the Artsy Apples’ desire to travel and 
experience life.  This event appeals to the Roaming Raspberries’ desire 
to enjoy active hobbies that help them unwind from work.

International Moment 
of Laughter Day
The International Moment of 
Laughter Day is on Friday, April 14. 
This event will take place in Dallas, 
Texas. The Embrace Originality 
Tour will set up a block party in 
the downtown area of Dallas. 
This block party will consist of a 
stage where local comedians can 
perform. During the peak of this 
event, Snapple and its event-
goers will attempt to break the 
Guinness World Record for 
“Largest amount of people 
laughing at one time”.

National 
Relaxation Day
August 15 is National Relaxation Day. This 
event will include unique activities and means of relaxing. These 
would include a massage area with professional massage therapists, a 
hammock area, a “Puppy Play Area” for people to play with adoptable 
puppies, an oxygen bar, an area for Laughter Yoga, and an area to play 
fun games like Frisbee. The entire event will take place in the relaxing 
environment of a forest reserve in Philadelphia, Pennsylvania, Sadsbury 
Woods Preserve.

Partnered Events:
According to primary research, Roaming Raspberries and Artsy Apples 
are most likely to attend concerts (57 percent) and food festivals (51 
percent). The preexisting events that the Embrace Originality Tour will 
be stopping at will include Taste of Chicago in the Illinois, Bonnaroo in 
Tennessee, Lightning in a Bottle in California and SXSW in Texas. 

EMBRACE ORIGINALITY TRUCK TOUR
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SOCIAL MEDIA
Of all Internet users, 74 percent are active on social media, and this number 
continues to rise. Throughout the course of the Uncap Originality campaign, 
social media users will be encouraged to use the hashtag #UncapOriginality 
to post photographs, stories and testimonials on what makes them original 
in a way that also connects them to Snapple. Along with engaging and 
creative daily posts, Snapple will post their favorite submissions for the 
#UncapOriginality campaign on their official social media pages.

Facebook
About 87 percent of the Artsy Apples segment and 73 percent of the 
Roaming Raspberries segment are active on Facebook, making it an 
attractive medium for the Uncap Originality campaign. Not only will 
Snapple make regular posts on its Facebook account, but during 
the Uncap Originality campaign, paid sponsored posts will be 
utilized, along with ads in the side column. 

Instagram
Instagram brings in 300 million 

users a month. About 53 percent of 
the Artsy Apples segment have 
an Instagram account, 71 percent 
of which check their account 
daily. Instagram’s per-follower 
engagement rate for top brands 
is 58 times higher than Facebook 
and 120 times higher than Twitter. 
Ad recall from sponsored posts on 
Instagram was 2.9 times higher than 
Nielsen’s form for online advertising. 
Snapple will utilize Instagram to 
engage with the consumer using 

the #UncapOriginality hashtag and 
sponsored posts.

Twitter
Within the Artsy Apples segment, 37 percent are active on Twitter, making them 
the primary audience for this network. Roaming Raspberries are also socially 
engaged, making up 25 percent of the users. Snapple will be utilizing Twitter 
with sponsored posts and hashtags such as #UncapOriginality to start Snapple 
trending during the Uncap Originality campaign.

SEO
By using search engine optimization (SEO), the Uncap Originality campaign will 
increase the number of times the target audience is exposed to Snapple when 
entering certain search terms. Purchases of words that relate to Snapple, tea, 
and juice will generate Snapple related results. There will also be purchases of 
misspelled words to account for user error.
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IN STORE PROMOTIONS
iDoors 
The Uncap Originality campaign will utilize 
iDoors that offer a visually unique in-store 
experience. iDoors are LCD screens that 
replace standard cooler doors and display 
full HD graphics, images or videos while still 
allowing the customer to see the products 
behind the screen. There are 600,000 regular 
doors installed nationwide that could be 
retrofitted into iDoors, at the cost of $5,250 

each. These doors would give Snapple an 
advantage over its competitors because it will be 

featured on the doors at the same time 
that Snapple products will be placed 
behind the doors.

Gas Station Television 
(GSTV)
According to GSTV’s media kit, 
78 percent of GSTV’s audience is 
between the ages of 18-49. Of those 
viewers, 58 percent of them will 
enter a convenience store today, and 
71 percent will purchase a snack or 
beverage while inside. Using GSTV 
will effectively communicate the 
campaign’s message to both targets, 
placing Snapple at top-of-mind when 
entering convenience stores.

Impulse Buy Coolers
In Shell and 7-Eleven Gas Stations, there 
will be a Snapple bottle-shaped cooler 
near the register to promote impulse 
buys. Within the Artsy Apples segment, 
75 percent are more likely to buy on an 
impulse. These custom coolers will have 
the same art design style as the packaging to 
keep the campaign cohesive. By having easy 
access to Snapple at the check-out counter. 
This execution will increase purchases and 
Snapple awareness within convenience stores. 

Refrigerator Clings
As an in-store promotion, the Uncap Originality 
campaign will have static clings on gas station 
and convenience store refrigerator doors. The 
designs will be used as a way to increase interest 
and encourage Snapple purchases. With 
intriguing visuals, they will gain 
the attention of the target 
audiences who are planning on 
purchasing a drink but may be 
indecisive.
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PARTNERSHIPS & SPONSORSHIPS
Snapchat
Snapple will pursue a partnership with Snapchat for the 
duration of the Uncap Originality campaign. Snapchat 
is widely popular among the target with an audience of 
roughly 100 million. Research shows that 71 percent of 
Snapchat users are aged between 18 and 34 years old, 
along with 13 percent being between 35 and 44 years old. 
Snapple will have a nationwide sponsored Snapchat filter 

on December 15 (International Tea Day) and June 
10 (National Iced Tea Day) to create 

brand awareness and capitalize 
on these holidays. Snapple will 
also have sponsored national 
Snapple Stories on the Summer 
tour dates to highlight the 

interactive and exciting Embrace 
Originality Tour experience. 
Artsy Apples will actively engage 
by sharing on Snapchat and 
contributing to Snapple stories.

GasBuddy
Snapple will partner with the mobile application, GasBuddy. 
GasBuddy is an app to help find the lowest gas prices in 
the user’s area. GasBuddy is extremely popular and widely 
used with over 50 million monthly visits, 40 million total 
downloads, and 60 thousand daily downloads. If a gas 
station listed on GasBuddy sells Snapple in its store, Snapple 
will place an icon next to the gas station’s name to indicate 
a Snapple is available at that specific location.

Saturday Night Live
With a diverse audience of over 9.3 million, SNL has 
been the embodiment of humor and originality in the 
United States since the 1970’s. Snapple will sponsor 
this show from the fall through the spring. SNL 
personalities will endorse the brand, exemplifying 
the personality of Snapple. Commercial segments 
will be placed during airtime with SNL characters 
endorsing it. Both Artsy Apples and Roaming 
Raspberries will view the episodes and will 
appreciate the context the actors put Snapple in.

Social Influencers
YouTube is a main influence on popular culture 
in America, with 68 percent of 19-24 year olds 
visiting Youtube daily. Famous vloggers, such as 
Lilly Singh, Ingrid Nilsen or Tyler Oakley have an 
immense influence on a vast audience of about 
six million subscribers total. A sponsorship from 
one of these “YouTube famous” vloggers would 
spread the brand image far and wide among the 
Artsy Apple target.
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MEDIA RATIONALE

Objectives
The main objective in the media plan for the Uncap Originality campaign is 
to reach 65 percent of the target audiences with a frequency of 15. 

Strategies
The Uncap Originality campaign will target two primary segments to extend 
reach and increase market share. This will be achieved by using traditional 
and nontraditional media within the targeted DMA’s. There will be a series 
of promotions to engage the consumer with the product. 

Scheduling
To reach the target audiences, cable television, radio, social media, out-
of-home, sponsored apps and online will have frequent advertisement 
placements. The highest frequency will be based around a yearlong social 
media and online efforts. Cable television will have the highest frequency 
during the late fall until the early spring. The radio and out-of-home 
advertisements will follow the growing zones of the targeted DMA’s.

Share
The target audiences are heavily involved in social media. About 88 percent 
of people between 18 years old to 49 years old use social media. The Uncap 
Originality campaign will use scheduled posts during peak times to prompt 
social media users to share posts from Snapple to their friends.

Paid
Mobile
Online

Television
Social Media

Digital & 
Traditional OOH

Owned
Website

Social Media Pages

Earned
Social Media

 Word of Mouth
Viral Videos

shared
Social Media

 Sponsored Ads
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MEDIA SCHEDULE
Artsy Apples
This segment is creative and innovative. They spend the majority of their time 
on social media and streaming music. This campaign will reach this audience 
through mobile ads and in-store promotion. Gas station ads and coolers will hit 
this market, as 75 percent of this market will buy on impulse.

Roaming Raspberries 
This segment is on the go. On their way to work, they tend to stop at gas 
stations for a snack. According to News Generation, 93 percent of this 
market is reached by the radio, listening while on their way to work. They 
are also influenced by out of home advertisements, and come home after 
work and watch TV.

TV TV
online

artsy apples
SOCIAL MEDIA

SOCIAL MEDIA
RADIO

TV

MOBILE/ONLINE

MOBILE/ONLINE

OOH

OOH

IBP

IBP

roaming 
raspberries

online
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BUDGET

UNAWARE READY 
TO BUY

OUT OF HOME
19.4% - $9.7 MILLION

TELEVISION
19% - $9.5 MILLION

ONLINE
20.5% - $10.25 MILLION

IMC
30% - $15 MILLION

CONTINGENCY
5% - $2.5 MILLION

SOCIAL MEDIA
2% - $1 MILLION

packaging
0.6% - $300,000

PRODUCTION
2.5% - $1.25 MILLION

RADIO
1% - $500,000

The Uncap Originality campaign will utilize the $50 million budget to reach and engage 
the separate target segments and meet Snapple’s business objectives of growing heavy 
and light user buying rates, driving trial and achieving top-of-mind brand awareness. IMC 
will take up the largest portion of the budget, with $15 million, as the unique events and 
promotions will generate a large reach through word-of-mouth and social media buzz, 
as well as conform to the brand image and campaign rationale. Online advertisements 
will have $10.25 million, as both targets have a heavy online presence. A combination 
of TV, OOH, radio, and social media advertising will combine to reach the target across 
multiple vehicles with the budgets for all four adding up to $20.7 million. The thermal 
bottle packaging will cost $300,000, and will account for packaging for 30 million 
Snapple bottles to be sold throughout the United States. Maintenance and production 
of campaign elements will take up $1.25 million, along with a $2.5 million contingency.
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EVALUATION

Pre-and-Post Tests
One month prior to the launch of the 
campaign, there will be an analysis 
of the target market’s perception and 
top-of-mind awareness of both the 
Snapple brand and their products. The 
same test will be conducted following 
the campaign, and the differences in 
results will identify the effectiveness of 
the Uncap Originality campaign.

Monitor Sales
 Perform pre-and-post campaign 
analysis of sales in gas stations, 
convenience stores, grocery stores and 
high-margin channels such as small 
retailers and vending machines. These 
results will be categorized regionally in 
order to measure the increase in non-
heartland sales. 

Nielsen Ad Ratings 
Nielsen Digital Ad Ratings will cross-
reference aggregated and anonymous 
demographic information from online 
data providers, with demographic 
information gathered through Nielsen 
Cross-Platform Homes Panel data, in 
order to gain insight how many people 
Snapple is reaching online.

Attendance at events
Approximate attendance will be 
tracked at each event on the Embrace 
Originality Tour. This will gauge 
event success, as well as the potential 
customers that Snapple gains through 
these interactive experiences. Online 
buzz surrounding these events will 
also be measured through social media. 
Coupons will be given out at these 
events, providing further metrics as 
coupon sales will be tracked. 

Gross Rating Point
GRPs will be measured to calculate 
the effectiveness of the various media 
placements. 

Social/Mobile/Web
Built-in social media analytics will be 
utilized on various platforms to measure 
the impressions, interactions and 
overall growth of followers on Snapple’s 
social media platforms throughout 
the Uncap Originality campaign. Click 
through rates and Google Analytics will 
measure the effectiveness of Snapple’s 
online advertisements through 
measuring online ad-generated traffic 
numbers and average site visit time.

To ensure the effectiveness of the Uncap Originality campaign’s objectives, we will 
use a mix of third-party research firms, built-in social media analytics and other 
methods to evaluate the campaign’s effectiveness across all campaign elements.
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Stemming from a unified strategy, the separate elements of the Uncap Originality 
campaign combine to provide a unique method of communication with Snapple’s 
consumers about the same elements of the brand they know, in a fresh manner. 
Conveying the key insights of accessibility, positivity, quality, originality and 
experience, this campaign will remind consumers of Snapple’s quality as a brand and 
reconnect them with their unique personality. Snapple will be the top of mind in both 
self expression and premium beverage choices. In combination with specific tactics 
and strategic media, the Uncap Originality campaign will provide a reinvigoration of 
Snapple’s brand, a redefining presence in consumer brand perceptions, and reach or 
exceed Snapple’s goals for their brand in 2017 and beyond.

UNCAP 
ORIGINALITY

CONCLUSION

Recommendations
Purchase premium shelving space in 
convenience stores and gas stations
Primary research suggests that, although people are aware of what 
Snapple is, they do not often notice it in stores. Buying premium 
shelving space, located at eye-level, will catch consumers’ attention 
and increase the likelihood of impulse purchase. 

Expand Product Offerings Into 
Carbonated Ready-to-Drink Teas
While already a staple within the ready-to-drink tea category, 
Snapple can expand their brand appeal by expanding into the 
carbonated ready-to-drink tea category. By providing carbonated 
twists on their recognizable tastes, Snapple will appeal to the ever-
evolving tastes of consumers within the target market. 

Introduce Snapple Water Enhancers 
Introducing a product extension by creating Snapple-flavored 
water enhancers will help increase sales and top of mind 
awareness. Bottled water is the second largest nonalcoholic 
beverage category. Introducing this product extension will increase 
Snapple’s marketplace effectiveness and better compete with 
its competitors whom have already introduced water enhancer 
product extensions.

Increase the placement of  
Snapple vending machines. 
Dr. Pepper Snapple Group would like to increase sales in high-
margin channels, such as vending machines. Placing Snapple 
vending machines in high traffic areas will be an effective way to 
showcase the many flavors that Snapple has to offer, which the 
target is unaware of.
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APPENDIX

Mintel
Nielson
Pew Internet
One Page CRM
Prizm
Forbes
AdWeek
Bloomburg
Adage
Media Post
AIMIA
Civic Science
News Generation
Glass Packaging Institute
The Wrap
Blue Line Media
Dr. Pepper Snapple Group
Harvard Business Review 
Market Realist
American Marketing Association 
InfoScout
Highbeam Research
Software and Documentation 
Localization

Secondary research for this 
campaign was accumulated 

from reputable consumer 
databases and sources 

including:

Recieved First Place 
in the  District 6 Blue 
Track at the National 
Studen Advertising  
Competition.
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