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Millennials are something else, aren’t they? They jump into everything 
they do...no, they Dive In. Head first, no hesitation, no looking back. 
Between finalizing the big project at the office by 5 o’clock and making it 
to that cardio drumming class at 6, Millennials ages 24-35 are making a 
splash in the world around them with ambition and passion. And they’re 
open-minded and courageous enough to dare to swim against the current. 

You asked us to develop a campaign that will drive relevancy of the Ocean 
Spray brand for 24-35 year olds across both food and beverages. We think 
that you’re onto something here. These Millennials have heart, and with 
the cooperative structure and unique history of Ocean Spray, 
we think you have the authenticity they’re craving. Actually, 
between 1,702 surveys, 17 concept testing respondents, 32 
word association surveys, 30 in-store observations, and 
extensive secondary research, we’re sure of it. Millennials 
drink juice more than any other demographic, 
and flavor is their top priority. There’s definitely 
something here.

Our campaign utilizes both the $5 million and $10 
million budgets by executing a variety of strategic 
media placements and in-store promotions to 
promote consumer experiences and engagement. 
These combined tactics will increase the positive 
perception and purchase consideration, as well 
as top-of-mind brand awareness of Ocean Spray 
products across the United States, creating 
relevance with Millennials. 

This campaign will give the brand a voice that 
resonates with Millennials. Ultimately, the Dive 
In campaign will increase brand equity among 
24-35 year olds by 7%+ by May 2019.  Purchase 
frequency will grow to 13 times a year, which will 
increase the amount of Ocean Spray products in 
households by 0.5% points. 

Ready to see what all this raving is about? Well, 
make like a Millennial and Dive In!
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company
Ocean Spray was founded nearly 90 years ago by three cranberry 
growers who realized that they could be successful by working 
together rather than against each other (NSAC, 2017). Today, 
Ocean Spray operates as a cooperative under the same principle 
by ensuring 100% of its profits go back to their growers. And in 
the past decade, Ocean Spray has been working to introduce new, 
innovative drinks that branch out from 100% juice, grow its dried 
cranberry business, and continue to invest in cranberry health 
research (Euromonitor Passport, 2017). 

Ocean Spray is a category leader within the cranberry beverage 
industry, a leader in sales of cranberry sauce, and the world’s largest 
supplier of premium cranberry ingredients (NSAC, 2017). However, 
cranberry beverage sales for Ocean Spray for the last 52 weeks, 
ending November 25, 2017, were $848.9 million, down 3.1 points 
from the previous year (Ocean Spray SS JCDK & Craisins Overview, 
2017) with a market share of 6.6% (Euromonitor Passport, 2017). 
Within the dried fruit and vegetable snack industry, Ocean Spray 
has a 6.2% market share (IBISWorld, 2017). 

With juice sales declining 2.5% over the last five years (NSAC, 
2017), the U.S. juice market reported sales of $21.57 billion 
in 2016 (MarketLine, 2018). Juice companies with the highest 
market shares have experienced the largest declines, while private 
label brands saw a growth of 6.4% and smaller brands have 
continued to take market share from juice leaders (Mintel, May 
2017). However, juice sales are expected to grow approximately 
5% between 2016 and 2021 (Mintel, May 2017), providing 
opportunities for Ocean Spray. 

Additionally, total dried fruit and trail mix sales are up almost 10% 
since 2012, but Ocean Spray is down 12%, largely due to private 
labels (Nielsen XAOC, 2017). In 2017, the dried fruit and vegetable 
snack industry reported $4.6 billion in revenue, with 1.6% 
annual growth from 2012-2017 (IBISWorld, 2017). There is also a 
projected annual growth of 1.6% for 2017-2022, putting industry 
revenue at $4.9 billion by 2022 (IBISWorld, 2017).

industry

$848.9
billion
in sales

situation analysis
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Parent 
Company

2016 
Sales 

(in U.S. Millions)

Market 
Share 
(Ranking)

Brand 
Name

2016 Ad 
Spend

Share of 
Voice Passion

Ocean Spray $1,068 6.6% (3) $20,795,042 12.40%

 Pepsi Co $4,456.40
4.8 (4) $54,168,062 32.28%

1.2% (18) $455,150 0.27%

Coca-Cola 
Company $4,550

7.5% (1) $26,500,216 15.80%

7.5% (2) $18,302,192 10.91%

0.2% (34) $4,295,392 2.56%

Campbell’s 
Soup 

Company
$1,137.80 

2.0% (13) $26,545,845 15.82%

1.3% (17) $8,948,022 5.33%

 
Dr. Pepper 

Snapple 
Group

$706.20 0.7% (21) $33,158 0.02%

Welch’s 
Food Inc. $80 2.5% (10) $7,770,285 4.63%

passion: The higher your passion score, the more people are repeatedly disussing your brand 
(Social Mention, 2018).

 Sources: Beverage Industry Magazine 2017; Euromonitor Passport 2017; Red Books, 2018; Social Mention, 2018

35%

16%

5%

8%

6%

24%

9%

8%

20%

28%

competitive landscape
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Detroit
1.37%
122

Philadelphia
2.49%
116

Boston
2.06%
141

Denver
1.53%
109

Miami-
Ft. Lauderdale

1.47%
145

Atlanta
2.13%
107

Portland
1.08%
117

San Francisco-
Oakland-San Jose

2.62%
104

Los Angeles
6.24%
113

Phoenix
1.69%
115

Seattle-
Tacoma
1.79%
126

Washington 
D.C.

2.34%
104

Orlando-
Daytona Beach-

Melbourne
1.21%
118

Tampa-
St. Petersburg

1.27%
118

Through extensive research combining DemographicsNow 
2017 population data and the Ocean Spray Sales Heat 
Map (2017), these 14 Designated Market Areas (DMAs) 
show strong potential for increased ad spending efforts. 
These 14 DMAs represent the strongest areas in the 
United States for Ocean Spray sales, coupled with high 
concentrations of Millennials, reaching 29.3% of all 24-35 
year olds in the United States.

geographic analysis

City
Percent of U.S. 

Millennials
Ocean Spray
Brand Index



the cranscape

• Traditional competitors are extending their lines and many retailers are giving space to private label brands to 
increase their margins (NSAC, 2017)

• Health conscious consumers concerned over sugar in juice are searching for healthier alternatives (Mintel, May 2017)
• Cranberry sauce sales are down 7.5% (Nielsen XAOC, 2017)
• Total dried fruit and trail mix sales are up, but Ocean Spray is down, largely due to private label competition (Nielsen 

XAOC, 2017)
• Competing superfruits are becoming more widely available, overshadowing cranberries and increasing pressure on 

the Ocean Spray business (Euromonitor Passport, 2017)

• Ocean Spray is the leading brand in the cranberry market (IBISWorld, 2017)
• Ocean Spray is a leader in sales of cranberry sauce (NSAC, 2017)
• PepsiCo and Ocean Spray have partnered to handle distribution across the U.S. (PepsiCo, 2009)
• Brand awareness among Millennials is high, with 64.2% knowing Ocean Spray is a juice brand and 

67.3% knowing Ocean Spray is a snack brand (Primary Research, 2018)

strengths

threats

• Sales of refrigerated orange juice fell by 5% in the 
last year (Business Insider, 2016), opening the door 
for Ocean Spray

• Unique history and cooperative structure of Ocean 
Spray may be relevant to Millennials (NSAC, 2017)

• Millennial parents seek to make responsible 
choices for their kids (Mintel, July 2017)

• Ocean Spray products fit Millennial consumer 
preferences for unique flavors and naturally 
occurring antioxidants (Euromonitor Passport, 
2017) 

• Juice sales are projected to grow 5% by 2021 
(Mintel, May 2017) 

• Ocean Spray has low to moderate ad spending 
and share of voice when compared to major juice 
competitors (Red Books, 2017)

• Ocean Spray has a low passion score according to 
Social Mention (2018)

• Consumers have negative perceptions of 100% 
cranberry juice and high sugar in other juices 
(Mintel, May 2017)

• Straight from the Bog campaign comedic duo may 
be associated with an older audience 

• A focus on functional benefits rather than 
emotional connections to consumers may be 
limiting

weaknesses opportunities

67.3%
food brand
awareness64.2%

juice brand
awareness
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69.4%
69.2%

68.7%

brand awareness
tropicana

minute maid
v8

68.4%welch’s
65.5%mott’s

64.5%naked juice
64.2%ocean spray

Are familiar with the 
Ocean Spray brand} 64.4%51.1% Think of Ocean Spray when they 

think of cranberry products}
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insights

primary research analysis

1,702 
Ocean Spray brand perception 

surveys across the United States
word association 

surveys

32
concept testing 

respondents

17
in-store 

observations

30

we found...

60.8% Find fruit or fruit-flavored 
beverages to be appealing}

• Ocean Spray has high brand awareness but low purchase frequency among Millennials
• Millennials are most satisfied with the taste and quality of Ocean Spray juices and fruit 

drinks
• Taste is cited as a main reason to purchase juice by Millennials – opening doors for Ocean 

Spray to become a lifestyle brand as Millennials seek to drink flavorful drinks and cocktails 
that they can easily make themselves

• Millennial parents are more likely to use Facebook more frequently than those without 
children

• Millennials describe themselves as passionate, authentic, vibrant, creative, and ambitious

Have purchased Ocean Spray 
in the past month} 17.6%



Generate a 7%+ increase in brand equity among Millennials 
ages 24-35 to achieve an equity score of 8.8, which is 
based on a combination of salience, differentiation, and  
meaningfulness.Then, showcase how the campaign will 
grow household penetration among Millennials by 0.5% 
points over the next two years.

current users

new users
revenue of

$29,671,650

ROI of
$19,671,650

budget of
$10,000,000

-

=

29,407,093 
Nielsen (2015) reports that 66% of 

Millennial non-users are willing to try a 
new brand

2,058,497 
We convert 7% of those Millennials to 

achieve our brand equity increase

$23,442,159
They buy 13 more after initial trial 
- one every three shopping trips

601,081
Of these new users 29.2% become 

loyal customers

$6,175,491 
And convince non-loyal customers to 

try it once

6,707,709 
Our survey reports that 15% of 24-35 

year olds drink Ocean Spray on a 
weekly basis.

38.4/yr
On average, Millennials shop 3.2 
times a month (Business Insider, 

September 2017)

new repeat users
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To drive relevancy of the 
Ocean Spray brand for 
Millennials across both food 
and beverages, here’s what 
we’ll do:

the 
ask



who we are talking to
Our target audience is Millennials who are 24-35 years old. This group is the largest generational group in 
the U.S. at 44.5 million strong, and represents 13.7% of the total U.S. population (DemographicsNow, 2017). 
With purchasing power of $200 billion last year (Schroeder, 2017), Millennials make up 37% of U.S. adults 
who claim sole responsibility for grocery shopping in their household (Mintel, July 2017), making an 
average of 39 trips to the grocery store per year (Nielsen, December 2015). 

Millennials are optimistic and educated (Mintel, June 2017), and they value experience and authenticity 
above all else (FONA, 2016). But the Millennial self-concept is...complicated, to say the least. They call 
themselves passionate, yet careless. Brave and adventuresome, but also stubborn and nervous. Most of all, 
though, Millennials are trustworthy, with 82.2% identifying themselves as such (Simmons, 2017).

digital footprint
With 81.8% of Millennials on Facebook, 64.5% 
on YouTube, 52.3% on Instagram, 41.8% on 
Twitter, and 38.6% on Snapchat (AudienceSCAN, 
2017), it’s no wonder that they are 15% 
more likely than the average U.S. adult to 
share a good experience on social media 
(AudienceSCAN, 2017). They’re also more likely 
to use social media to connect with brands 
(Mintel, June 2017), with 66% following brands 
on social media, 60% doing so to learn about 
new deals and coupons, and 41% saying they 
enjoy when brands interact with them online 
(Millennial Central, 2014).

Millennials drink juice more frequently 
than any other demographic; of all adults 
who consumed juice in the last six months, 
28.5% were ages 25-34 (AudienceSCAN, 
2017). Further, 9.73% of U.S. adults in this 
age range have consumed cranberry juice 
in the past six months (GfK MRI Reporter, 
2017). Millennials seek bold flavors and 
according to our primary research 
(2018), 82.7% of our target audience 
are likely to purchase juice for its taste, 
with 54.8% saying that they like to try new 
drinks (Simmons, 2017). Healthy labels also 
attract Millennials; they like to know that 
their juice is organic and free from the bad 
stuff (FONA, 2016), and they are some of 
the largest consumers of Organic/Non-
GMO juices (Comax Flavors, 2017).

Juice has long been considered a breakfast 
item, and 46.3% of Millennials say that 
breakfast is the most important meal of the 
day (Simmons, 2017). But they also like 
to enjoy juice with cocktails, fitting into 
their “clockless” eating habits (FONA, 
2016). And they already enjoy cranberries, 
with 69% adding 
cranberries to their 
meals, 49% adding 
them to smoothies, 
and 45% adding 
them to cocktails 
(PRNewswire, 
2016).

“Juice goes far beyond 
breakfast for Millennials” 

(FONA, 2016).

They’re open-
minded and 
tolerant, outspoken 
and candid, 
creative and funny, 
confident, dignified, 
and bright 
(Simmons, 2017). 

fruitful insights

the juicy details

spotlight: 
Millennial parents
Among those ages 25-34, 65.5% have children living 
at home with them (AudienceSCAN, 2017). Nearly 
90% of new moms are Millennials, with the average 
age of 26 for first-time moms (Keagy, 2017). 

Millennial parents are highly receptive to branded 
content; 3 in 4 say that they are open to watching 
sponsored videos when seeking advice on parenting 
topics, and 72% watch video reviews when 
considering purchases for their children (Ogilvy, 
2017). Additionally, 27.8% of Millennials say that 
their children have a significant impact on the 
brands they choose, and 25.6% say that advertising 
helps them choose products to buy for their children 
(Simmons, 2017).

Flavor is the number one attribute driving 
purchases for Millennial Parents (Comax Flavors, 
2017). Millennial Dads especially value flavor, and 
may gravitate toward messaging surrounding 
flavor, format, location, and occasion, rather than 
nutritional benefits (Mintel, July 2017). Millennial 
Dads are also spending the most time in the grocery 
aisles, increasing grocery purchases by 62% since 
2013 (Refrigerated & Frozen Foods, 2016).

target audience

8

Millennials: making a splash



Mom by day, RN by night, and sometimes vice versa; 
Brandi’s busy. This work-life balance is tough to achieve, but 
it helps that she loves what she does. D.C. is home, but on her 
off-days, you can catch her experimenting in the kitchen with 
a new recipe, and she can bake a mean apple cranberry pie. 
Her kids, Olivia (age 6) and Jaden (age 2), are her best friends 
(next to her husband and their lovable pup, Beans, of course).  

Brandi is a firm believer in buying local and American, but 
Target is her weakness. Does anyone not walk out of that 
place with everything they never knew they needed? The 
easiest way to catch her attention is by featuring deals and 
sales, and her phone is a mighty tool in helping her snatch up 
mobile coupons. If Brandi is happy with a product, all of her 
friends will know about it and she’s usually the first one asked 
for a second opinion. It’s not easy being a mom/nurse/savvy 
shopper extraordinaire, but after she tucks her kids into bed 
at night, Brandi finally gets some time to unwind. Her drink of 
choice? Ocean Spray Cranberry Juice mixed with a little vodka. 
And in the morning, she’ll use the same juice (sans vodka, of 
course) with her kids’ breakfast. Two birds, one stone, right?

Armed with his degree from Cal State and a short 
internship, Nick began his sales career in L.A. just a few 

years ago. Now, he’s pretty comfortable and is ready to see 
what’s next…to dive in to something new! Nick lives an active 

lifestyle, so when he’s not daydreaming about his next big 
move, he’s capturing what’s going on right now and sharing 

it with not just his Insta followers, but his Facebook friends 
too (Gran loves to see his pics!). Don’t think he doesn’t know 

how to kick back though. On lazy Sundays, Nick’s vegging out, 
watching shows on Hulu or rooting for the Lakers.

Nick’s finally starting to get the hang of adulting. California 
living ain’t cheap, so he saves change where he can. Nick 

lives within his means, but sales and coupons are lifesavers. 
His roommate might leave the lights on all the time and 

good grief, does he not know how to wash the dishes? But 
hey, he pays his half of the rent. And Nick doesn’t have a car, 

but luckily, L.A. is super walkable anyway. Without thinking, 
Nick reaches for his snack of choice, some Ocean Spray 

Craisins Trail Mix. It’s the perfect snack for him to throw in his 
backpack when he bikes to work, and keeps him from getting 
hangry during that awkward post-breakfast, pre-lunch period.

nick, 25 brandi, 32

personas

adulting the new supermom
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the big idea

Millennials have a culture all their own. They are a totally 
different breed, like nothing anyone has ever seen before – 
passionate about causes they care about, ambitious in their 
goals, and always diving head-first into new and exciting 
experiences. They are changing markets – deciding against 
owning homes, committing to marriage at much later ages, 
having pets as their kids, you get the gist. They are a force 
to be reckoned with. And Millennials love experiences that 
exhilarate them. Those experiences make them feel alive.  

Walk. Run. Hop. Slide. There’s no other way to describe how 
Millennials go about their everyday lives besides dive. They 
Dive In head-first to everything they do; from launching their 
career, to starting a family, to discovering the next big thing. 
They strive day in and day out to make their dreams a reality 
and seek adventure and fun in their free time.
 
Ocean Spray doesn’t just line Millennial shelves, it’s part of 
their life every step of the way. The first juice in their child’s 
sippy, a fruitful addition to any party, or a mix-in to alleviate 
a stressful day at the office - Ocean Spray is part of the 
Millennial lifestyle.

the insight

Through digital and social interactions, raise 
AWARENESS of how Ocean Spray is an integral part of 
Millennials’ lifestyles.
Generate TRIAL of Ocean Spray brand products. 
Encourage EXCITEMENT about Ocean Spray products 
that enhance the Millennial lifestyle.

creative objectives
1.

2. 
3. 

why it works

the message

Dive In connects with Millennials as they seek to live life 
with adventure and meaning. This call-to-action invites 
Millennials to do more than just buy Ocean Spray, it invites 
them to experience Ocean Spray. Dive In encourages 
Millennials to try new flavors and products that fit their 
lifestyle and has a long-lasting message that can grow and 
be built upon as time passes.

“Dive In makes me think of Ocean Spray cranberry 
juice because of the bog” (Primary Research, 2018).
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click to watch
password: NSAC18Team577

https://vimeo.com/260843876
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Music streaming services are more popular than ever with Millennials spending over 25 
hours a week listening through services such as Spotify and Pandora (Roettgers, 2015). 
72% of all Spotify users are Millennials who listen 143 minutes every day (Cummings, 
2016). Pandora reaches 62% of Millennials who tune in 8.1 hours a week (Roettgers, 
2015), while Millennial Moms spend an average of 12 hours a week listening to online 
radio, with 56% of that usage on Pandora (Response Media, 2015). The commercials 
are 30-second spots that can be used for either Spotify or Pandora. In addition to the 
audio, the ads feature our cranberry splash and the slogan Dive In along with the 
Ocean Spray logo.

streaming radio
Pandora & Spotify

According to our primary research (2018), 44% of our target audience will follow 
brands because of high quality videos.

More than 6 in 10 Millennials (61%) are using a subscription video on-demand 
service such as Hulu (eMarketer, June 2017). With Hulu’s largest audience being 25-
34 year olds with an index of 173 (MRI University Reporter, 2017), Hulu represents 
a perfect venue for Millennials who have “cut the cord”. On Hulu, Ocean Spray 
will feature 30-second spots that cannot be skipped by viewers. The single core 
message that our Dive In commercial communicates to its targeted listeners 
(Millennials) is, “Dive in to everything you do with Ocean Spray.” 
 
We will also utilize spots on YouTube, where 95% of 25-34 year olds have said they 
use the service to stream videos (Statista, February 2018). On this platform, the 
Ocean Spray spots will center around a 30-second video (same video as used on 
Hulu) uploaded to the Ocean Spray YouTube channel, with the addition of bumper 
ads at the beginning of Millennial Influencers’ videos to reinforce the message and 
reach more viewers. According to eMarketer (January 2017), 59% of Millennials will 
only watch a video until they can skip it. To combat this, bumper ads are only six 
seconds long, and because they are short, they are not skippable.

streaming video
Hulu & YouTube

Dive In

click to listen
password: NSAC18Team577

https://vimeo.com/260872582
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81% of Millennials view their Twitter 
account on a daily basis, 60% tweet once a 
day, and 15% access Twitter more than 10 
times a day (York, 2017). In order to reach 

our active Millennial audience, Ocean Spray 
will hashtag and tweet for the festivals and 

sporting events where Ocean Spray will 
have sponsored geofilters. We will also use 
promoted tweets to encourage consumers 
to share with us photos of how they make 

their splash on the world and #DiveIn.

Our new Snapchat filter will feature a static 
image of a pair of diving goggles with 
cranberries replacing where the bubbles would 
be. We will also create a Snapchat Geofilter for 
large music festivals such as Faster Horses in 
Michigan and sporting events across the U.S., 
reaching 40-60% of all daily Snapchat users 
(Fontein, 2016). The geofilter itself will include a 
wave graphic on the bottom border and the title 
of the event along with the top border with our 
campaign slogan, Dive In directly beneath.

A great way to draw more attention to the Ocean Spray 
Instagram page is by introducing a photo contest, showing how 
consumers Dive In with Ocean Spray and incorporate Ocean 
Spray into their daily lives, especially since according to our 
primary research (2018), 38.3% of our target audience follow 
brands because of contests. From their miserable Monday 
morning at the office made a bit more bearable with PACT, to 
their nightly wind down routine with their favorite Ocean Spray 
mocktail, consumers will submit their pictures to Instagram 
using #DiveIn to be featured on our site, in our Instagram ads, 
and on oceanspray.com. Winners will also receive 2 free tickets 
to their choice of festival or sporting event where Ocean Spray 
will have sponsored geofilters. 

Ocean Spray sponsored posts will appear 
on Millennials’ Facebook pages as they 
scroll through their newsfeed. The ad 
will consist of a tranquil image of a bog 
with a text graphic over it asking “How 
do you Dive In?” Below the bog image 
are 3 more images depicting consumers 
actively incorporating Ocean Spray into 
their lives. Directly below will be a link 
to join the Ocean Spray Cranberry Club. 
This ad will inspire consumers to post 
their own Ocean Spray lifestyle images 
and to visit oceanspray.com.

Millennials represent the largest age group 
on Twitter, accounting for 22.5% of U.S. 

users (ComScore, February 2017). 

With 52.82 million U.S. Facebook 
users between the ages of 24 and 35 
(eMarketer and SquareSpace, 2018), 
Millennials account for the largest 
demographic on Facebook.

As one of the fastest growing social media platforms, 
34% of Millennials say they use Instagram daily 
(eMarketer, August 2017).

30% of U.S. Millennial internet users use 
Snapchat regularly, and active Snapchat users 
open the app an average of 18 times a day 
(Aslam, 2017). 

Millennials are accustomed to publicly sharing online – from posting 
pictures on Instagram to raving about their favorite purchases on Twitter 
– Millennials are in constant communication with one another. And, with 
55% of Millennial shoppers saying that a recommendation from a friend 
encourages them to try a new brand (Adroit Digital, 2016), social media 
serves as the perfect outlet. With this in mind, we recognize that Ocean Spray 
has the opportunity to grow brand awareness through social media. facebook

snapchat and geofilter

twitterinstagram
2 HOURS AGO

http://https://vimeo.com/260856749


BuzzFeed allows users to create content like quirky quizzes, and videos. And with 
BuzzFeed quiz and video content drawing an average of 38 views per Millennial 
per month, BuzzFeed content will reach 83% of all Millennials in just one month 
(Nielsen, 2018).

Through Ocean Spray created quizzes, such as “What Kind of Mocktail Are You?”, 
Millennials can relate to and play along with the brand. After taking quizzes, 
consumers will then be able to share their results through social media platforms 
with friends. Sponsored quizzes will increase brand exposure in a fun way. 

We will also utilize the BuzzFeed-owned 
cooking channel, Tasty Kitchen, that features 
fast-paced food and beverage tutorials, with 
engagement rates at 10 million impressions 
within 24 hours for most videos. Videos 
can be posted to a variety of social media 
platforms at varied lengths to fit each social 
media site. One of our videos here will 
demonstrate how to make an Ocean Spray 
White Cranberry Vodka Cocktail.

more ways to dive in
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24-35 year old Millennials spend 
2.6 hours a day on apps (ComScore, 
August 2017).

With 54% of all 24-35 year old smart 
phone time spent in-app (ComScore, 
August 2017), Ocean Spray will use 
in-app ads as a means of reaching 
our Millennial audience on the go. 
According to the 2017 U.S. Mobile 
App Report (ComScore, August 2017) 
and Nielsen (2017), Amazon, Gmail, 
Google Maps, and The Weather 
Channel, represent some of the most 
used apps by Millennials outside 
of social media. Advertising on the 
Amazon app should also boost our 
sales simultaneously since Ocean 
Spray products are readily available 
on Amazon.com. 

Ocean Spray appears to be weak 
on keyword spending in search 
marketing. We believe this can be a 
ripe investment area for Ocean Spray 
in support of the #DiveIn campaign 
awareness and local activation. 
Google AdWords allows the use of a 
daily budget to calculate total daily 
impressions and clicks, so using $100 
a day ($36,500 annually) we would 
generate 686+ clicks and 43,000+ 
impressions daily.

Suggested Keywords:
Berry, Drink, Mocktail, OceanSpray, 
Ocean Spray, Juice, Cocktail, Mixer, Dive 
In, Divein, Cranberry, Splash, Pact, Pure

search
buzzfeed and tasty kitchen

influencers

click to activate
password: NSAC18Team577

Amber Fillerup Clark (27 years old) 1.3 million followers on Instagram
Vaga Brothers (Marko 30 YO and Alex Ayling 29 YO) 567,442 Subscribers

The use of influencers positions Ocean Spray as relevant to Millennials in 
an authentic manner. Amber Fillerup Clark is an Instagram inspiration to 
young moms and young adults, with pictures featuring her and her children 
reaching tens of thousands daily. The Vaga Brothers are young travel gurus 
with a hit YouTube channel that showcases the adventurous destinations 
they visit. We have selected Amber and The Vaga Brothers based on their 
audience reach and their ability to continue to grow side-by-side with our 
target audience. These influencers will put their own spin on the brand 
conversation to push Ocean Spray content in front of new audiences. This 
is especially important as 32% of Millennials say that social advertising 
influences their brand decisions (Adroit Digital, 2016).

in-app ads
click to play

password: NSAC18Team577

click to make
password: NSAC18Team577

http://https://vimeo.com/260856749
https://vimeo.com/260856749
https://www.buzzfeed.com/divein/tell-us-what-you-would-do-in-these-bizarre-situati-3cs14?utm_term=.rt5wZlQZxX#.raKKakXade
https://vimeo.com/260696735


end caps and main aisle displays
Currently 12% of sales for any grocery trip are for beverages, 
providing an excellent opportunity for Ocean Spray (Nielsen, 
2011). With 1/3 of shoppers’ attention directed at in-store displays 
(Brennan, 2014), and 16% of unplanned purchases driven by those 
same displays (KDM, 2014), end caps and main aisle displays will be 
placed in retail outlets and grocery stores across the U.S.

Our objective is to use main aisle stand-alone displays, end caps, floor 
graphics, iBeacons, and cross merchandising to increase trial, awareness, 
and sales by creating an interactive shopping experience for Millennials. 
By capitalizing on in-store potential, companies can expect to see a 5-15% 
increase in sales (Bain Insights, 2014).

Cross merchandising 
is a strategy that can 
increase consideration 
and purchase of Ocean 
Spray products by 
placing complementary 
items near one another, 
such as Ocean Spray 
Mocktails on summer 
patio furniture in Target, 
or next to vodka brands 
in the grocery store.

cross merchandising
floor graphics
Retail stores have shown a 20-30% increase in 
sales when using floor graphics as part of their 
advertising efforts (SignIndustry.com, 2018) and 
when floor graphics are placed in front of shelf 
displays, 64% of shoppers stop and engage 
(WideFormatOnline.com, 2018). In order to 
grab the attention of the Millennial audience, 
multiple eye-catching floor graphics will be 
placed throughout the store.

dive in store
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Ocean Spray will use iBeacons (in-
store devices that communicate with 
a shopper’s smartphone to send real 
time messages) to send coupons to 
consumers walking near Ocean Spray 
products. Millennials are interested in 
and more likely to purchase products 
advertised on their phone with an index 
of 161 (Experian Marketing Services, 
2014), so this is a great opportunity to 
encourage trial of Ocean Spray products. 
iBeacons are especially appealing to 
Millennial moms. They spend more than 
50% of their mobile time looking at retail 
products and searching for promotions 
(Ansible/Millennial Media, 2014).

ibeacons



connecting the dots
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With our $5 million budget, selected media will run year round, 
with additional weight placed in the fall, late spring, and summer 

months to reach our target audience. Facebook, Instagram, 
and Twitter ads will also run year round with our influencers 

promoting Ocean Spray. With $10 million we will feature 
additional months for streaming radio, a philanthropy event 

during the school year, in-app ads and the sponsored spots on 
Tasty Kitchen and Buzzfeed.   

The Reach/Frequency Model suggests optimizing both reach and 
frequency, and the Ostrow Model suggests a minimum effective 

frequency of 4.2. Based on this research, the goal is to obtain a 
85/4.5 reach/frequency during the first two months (June and 

July) of the campaign. All other months of the campaign will 
maintain a reach and frequency of 80/4.  

The media buy for our plan will be national with heavy-up spot 
buys in 14 DMAs. 10% of the budget will be spent in these spot 
markets. Approximately 29% of our total target demographic 
reside in these cities (as shown on page 4): Phoenix, Los Angeles, 
San Francisco, Denver, Washington D.C., Miami, Orlando, Tampa, 
Atlanta, Boston, Detroit, Portland, Philadelphia, and Seattle. These 
cities also represent markets with moderate to high BDIs for 
Ocean Spray.    

Our Ocean Spray Dive In 
campaign adapts to address 
consumers at different points 
in the purchase funnel. The 
campaign features Dive In 
moments that best fit in the six 
chosen media categories.

To reach Millennials, it’s not 
just what you say and how you 
say it, but also where you say it.

scheduling and timing

reach and frequency

digitalsocial philanthropyinfluencers retail in-store

geography
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the mix

Impressions: 133,333,333
Cost: $400,000
Rationale: Snapchat ads reach 41% of 
Millennials in the U.S. daily (Perlberg, 2016). 
Ads will run in June, July, September-
December, April, and May.

snapchat

spotify

Impressions: 128,125,000
Cost: $1,025,000
Rationale: Just like Spotify, 91% of 
Millennials are exposed to ads by not 
paying for streaming services (Lister, 2017). 
According to ComScore, Pandora reaches 
54% of the entire digital Millennial audience 
(Pandoraforbrands, 2015). Again, 30-second 
spots will run during the morning and lunch 
periods which are peak dayparts for juice 
consumption (Produce for Better Health 
Foundation, 2015). 

pandora

Impressions: 14,417,915
Cost: $1,050,000
Rationale: 85% of Millenials are on their 
phones while shopping (Jaekel, 2018), 
and since 15% of Millennials and 38% of 
Millennial Moms are reached by iBeacons 
while shopping (Retail Dive, 2015), iBeacon 
ads will target Millennials by sending push 
notifications and coupons directly to their 
phones. Consumers will receive the message 
right when they enter the store and near 
Ocean Spray products generating brand 
awareness when and where they are most 
likely to buy.

ibeacons & coupons

Impressions: 50,742,866
Cost: $250,000
Rationale: Influencers will increase Ocean 
Spray awareness across major social media 
platforms, allowing adventurous people 
and relatable families to reach our target 
audience. Ocean Spray will sponsor up and 
coming Influencers Amber Fillerup Clark 
(233,384 subscribers) and the Vega Brothers 
(567,442 subscribers) to engage Millennials 
and influence purchase decisions. 

influencers

Impressions: 231,000,000
Cost: $130,000
Rationale: 91% of male and 76% of female 
Millennials are influenced by in-store 
advertising (eMarketer, August 2015). Ocean 
Spray will utilize end cap displays in stores 
across the country in June, July, and October-
January to entice our Millennial target 
audience. 

end caps

Impressions: 50,377,834
Cost: $200,000
Rationale: Main aisle displays will be placed 
in a variety of grocery stores nationwide. 
Up to 82% of consumers’ product decisions 
are made in store, and with Millennials 
being the largest demographic to not use a 
shopping list, POP displays can increase in-
store sales within our target audience (Food 
Marketing Institute, 2015). Advertisements 
will be implemented during 8 months of the 
campaign year: June, July, October-January, 
April, and May. 

main aisle displays

Impressions: 13,870,000
Cost: $36,500
Rationale: 55% of Millennials use search 
engines to learn about products (Google, 
2018), and with Google accounting for 
91% of all U.S. organic search engine visits 
(Merkle, 2017), it’s a perfect venue for 
Ocean Spray to increase brand awareness 
and sales by utilizing Google AdWords. 

search

paid & owned impressions 
1,039,289,791

Impressions: 55,165,289
Cost: $267,000
Rationale: Snapchat Geofilters can be seen 
by 40-60% of daily users (Fontein, 2016). 
The Geofilter will reach and interact with 
Millennials at large festivals and sporting 
events across the U.S. 

snapchat geofilter (spot)

Impressions: 42,894,737
Cost: $450,000
Rationale: 35% of Millennials say they 
prefer viewing and searching for content on 
YouTube, with 62% of Millennials being more 
likely to take action after viewing an ad on 
YouTube (ComScore, June 2016). In particular, 
Millennials view the most food video content 
on YouTube, watching 30% more on average 
than any other demographic (Delgado, 
Johnsmeyer, and Balanovskiy, 2014). YouTube 
spots will center around 30-second videos 
with the addition of 6-second bumper ads, 
and run June-August and October-December 
due to higer streaming rates during these 
months (Statista, 2018).

youtube

Impressions: 40,286,482
Cost: $450,000
Rationale: In 2017, Facebook had 58.3 million 
users between the ages of 25 and 34 years old 
(eMarketer and Squarespace, 2018). Also, 25% 
of Millennials state that they use Facebook to 
learn about new products (MarketingCharts, 
2016). Ocean Spray can capitalize on this 
audience by utilizing sponsored posts on 
Millennials’ Facebook pages as they scroll 
through their newsfeed. 

facebook

Impressions: 5,139
Cost: $2,000
Rationale: Ocean Spray will run a photo 
contest on Instagram allowing Millennials 
to engage with the brand through shared 
photos using the hashtag #DiveIn. Instagram 
provides the perfect platform for the contest 
with 27% of Millennials being daily users 
(eMarketer, August 2017). 

instagram contest

Impressions: 90,000,000
Cost: $450,000
Rationale: Through the use of programmatic 
data, we will discover Millennials who shop 
for alcohol that compliments Ocean Spray 
cranberry juice, and those who have saved 
recipes that require cranberry products. With 
more than half of Instagram’s user base being 
Millennials (Etherington, 2016), Instagram 
feeds of these users will be the main target 
for our paid Instagram placements. 

instagram

Impressions: 7,116,987
Cost: $196,500
Rationale: 22% of Millennials use Hulu and 
with 45% of Millennials saying they enjoy 
watching ads (Hulu, 2017), Ocean Spray will 
run 30-second commercials during long-term 
commercial breaks October through January 
due to higher usage rates of streaming video 
during these months (Statista, 2018). Ads will 
appear on shows that have a high average 
audience of Millennials: Rick and Morty, 
Family Guy, The Big Bang Theory, This is Us, 
and Modern Family (Nielsen, 2017).

hulu

Impressions: 289,256,198
Cost: $1,050,000
Rationale: 81% of Millennials view their 
Twitter account on a daily basis, 60% tweet 
once a day, and 15% access Twitter more than 
10 times a day (York, 2017). Here we will use 
promoted tweets to encourage consumers to 
share with us photos of how they make their 
splash on the world and #DiveIn. 

twitter

Impressions: 215,000,000
Cost: $1,075,000
Rationale: Ocean Spray will target the 91% 
of Millennials who don’t pay for streaming 
services and who are then exposed to ads on 
Spotify (Lister, 2017). 47% of Millennials get 
their music from Spotify (Brown, 2017), so 
30-second spots will run during the morning 
and lunch periods which are peak dayparts for 
juice consumption (Produce for Better Health 
Foundation, 2015). 

Impressions: 53,689,567
Cost: $211,000
Rationale: Floor graphics will draw attention 
to the location of Ocean Spray products in 
the aisle. Sales increases of up to 30% have 
been associated with floor graphic marketing 
(Marketing Tango, 2015).

floor clings (spot)

$
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 make an even bigger splash
Our media strategy has been designed to work well within the $5 million budget. But what if you had a little more to spend? Team 577 is ready to 
assist you! Below you will see some additional media buys that will not only generate over 2 billion additional impressions, but will also contribute to our 
goal of generating awareness and trial, and ultimately increasing sales for Ocean Spray.

BuzzFeed has over a million daily visitors with 38% being Millennials between the 
ages of 25 and 34 (Kantar Media SRDS, 2017). To reach 3 out of 5 U.S. Millennials 
a month (BuzzFeed Advertise, 2018), Ocean Spray will use this platform to 
sponsor unique content in articles and quizzes related to Ocean Spray and the 
juice industry. This content will run for the campaign year and enable Ocean 
Spray to reach new Millennial prospects and inspire additional user-generated 
content. 

buzzfeed

1,363,636,364 impressions

$450,000

philanthropy
According to the U.S. Department of 
Agriculture (2017), in 2016 over 5,000 
children had to turn to food pantries and 
emergency kitchens to get by. Since 84% 
of Millennials would like companies to 
become more active in local communities 
(Cone Communications, 2016), Ocean 
Spray will develop the “Fueling the Future” 
before school program to provide children 
with Ocean Spray juice products in schools 
around our DMAs with high numbers 
of students who can’t afford breakfast 
and lunch (SchoolDigger.com, 2018). By 
donating juices directly to these individual 
schools, we ensure that the communities 
surrounded by our DMAs are supported. 
Using 4.2 oz boxes of cranberry juice 
for $0.40 each, feeding 1,976 students 
would cost $790.40 per day. Using the 
measurement of 36 school weeks in a year, 
the final cost would be $28,454.40 for a 
weekly program.  

$28,454.40

71,136 impressions

88% of Millennials use mobile apps (Mintel, October 2016). These ads will 
consist of original banner ads on Amazon, Gmail, Google Maps, and The 
Weather Channel as they represent some of the highest used apps by Millennials 
(ComScore, 2017; Nielsen, 2017).

in-app ads $1,216,000

243,200,000 impressions

Cross merchandising strategies will take full advantage of the vast product 
inventories at Target and Walmart, and use it to increase consideration and 
purchase of Ocean Spray brands by Millennial audiences. We will do this by 
strategically placing Ocean Spray products in different sections of the store near 
products that Millennials might use with Ocean Spray products such as alcohol, 
patio furniture, summer toys, suntan lotion, swim wear, hot dog and hamburger 
buns, etc.

cross merchandising $52,500

Tasty Kitchen is a website full of delicious recipes for every skill level, diet type, 
and foodie out there, with 25-34 year olds comprising the largest demographic 
of daily visitors (Kantar Media SRDS, 2017). According to Ann Conroy, planning 
director at McGary Bowen, Millennials are cooking much more. “It isn’t a chore 
as much as an ability to create an experience. They want to dive in to everything, 
experiment with new recipes, and learn new skills” (Cooper, 2015). And with 68% 
of Millennial moms saying that they also watch videos while cooking (Cooper, 
2015), Tasty Kitchen provides an opportunity for Ocean Spray to reach many 
thirsty and hungry Millennial browsers. Ocean Spray spots will run June, July, and 
October through February where spots contain products such as cranberry juice, 
Craisins, and cranberry sauce increasing brand awareness when consumers are 
planning to buy.  

tasty kitchen $1,000,000    

298,507,463 impressions
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To guarantee that the Dive In campaign metrics are met, key performance indicators (KPIs) will be tracked against each campaign 
objective. Primary KPIs will monitor sales volume and purchasing frequency. Secondary KPIs will focus on brand awareness and equity.

objective expected
resultsevaluation

Generate a 7%+ increase 
in brand equity among 
Millennials 24-35 years old.

IRI data will track sales among 24-35 year olds 
nationwide. We will also obtain Millward Brown 
measurements of brand equity.

Increase brand equity among 
target market by 7%+ percent 
by May 2019.

Loyalty programs will track purchase frequencies 
in retail outlets and grocery stores nationwide. 
Surveys will test brand awareness before and 
after the campaign.

Track the increase in followers on all social 
media accounts once the new campaign has 
been implemented, and measure social media 
engagements via hashtags and Google Analytics.

Interviews, focus groups, and surveys will assess 
brand perception among our target audience.

Increase purchase frequency 
to 13 times a year; increase 
the amount of Ocean Spray in  
households by 0.5% points.

Grow household penetration 
by 0.5% points among 
Millennials.

Increase social media 
following across all platforms.

Increase the percentage of our 
target audience who perceive 
Ocean Spray as part of their 
lifestyle.

Increase social media following 
by 13%+.

Increase the percentage of 
consumers who associate Dive 
In with Ocean Spray.

1

4

3

2

Cross-promote Craisins and 
juice by packaging samples 
of the Craisins with the juice 
products.

Drinksgiving: On National 
Cranberry Juice Day (November 
22), Ocean Spray can promote safe 
driving by partnering with Uber to 
attach Uber discounts on packages.

Partner with bigger city bars, 
clubs, and restaurants to 
encourage them to promote 
Ocean Spray branded cocktails.

In order to tap into Millennials’ 
preference for brands that are 
authentic (Mintel, 2017), create new 
packaging to display farmers and 
regions where Ocean Spray products 
are being grown.

$10 MM
campaign

spend

3,320,696,310
paid & owned

media impressions

9,890,550
additional bottles of 

Ocean Spray sold

7%
increase in 

brand equity

media & 
financial 
metrics

future recommendations


