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goodness, shared.



Introduction

 You don’t often run into a brand with 
69 percent unaided brand recall and 
zippo recall of any competitor’s brand. Most 
brands would kill for 89 percent positive 
association among millennials, and this 
brand has it. Not many brands are part of 
cultural wisdom handed down from one 
generation to the next. In an age of 
widespread mistrust of corporate 

immensity, this brand isn’t a corporation at 
all.
 It’s an unusual brand, to say the least. 
And it’s in an unusual situation in that there 
is a great, big gap between that 89 percent 
positive perception and 28 percent 
millennial household penetration. What 
follows is a plan to close that gap.

1Introduction

Research findings

 Looking at trends in relevant value 
propositions, we find that millennials are 
clearly a “we” generation. Nielsen’s 
2013-2016 Global Survey indicates that 80 
percent of millennials want to see the story 
behind-the-scenes (vs. 63 percent of baby 
boomers), 81 percent want to know more 
about how their food is produced (vs. 65 
percent), and 73 percent are willing to pay 
more for socially and environmentally 
sustainable brands (vs. 51 percent). 
 The precarious political, social and 
environmental climate in America has given 
rise to a new generation of purchasers 
who choose brands that support social 
responsibility while contributing to the 
well-being of their stakeholders. These 
trends represent an opportunity for 
Ocean Spray. 
 We define transparency as the 
consumer’s understanding of both literal 
product attributes as well as 
behind-the-scenes practices. 

 The 2016 Transparency ROI Study 
published by Label Insights asked 
respondents, “How likely are you to be more 
loyal to a product or brand that offers a 
high level of transparency in product 
information, sourcing, business practices, 
etc.?”

 All but 6 percent indicated that they 
are likely or very likely. The report goes on 
to note that millennial parents lead this 
macro trend, and 30 percent said 
transparency is their top factor for 
remaining loyal to a brand, more than any 
other age group. 

Millennials remain loyal to 
brands that are transparent
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 Millennials do not trust lightly, 
especially those institutions that are big, 
impersonal, indifferent. A Gallup study, 
published in The Washington Post in 2015, 
reported that only 21 percent of millennials 
trust big business. The Burson-Marsteller 
Corporate Perception Indicator found that 
40 percent of millennials see corporations 
as a source of fear rather than hope. But 
Ocean Spray is not a big corporation. It is a 
cooperative of farming families, not 
impersonal, not indifferent. Logic suggests

Research findings

that this is a message that would have 
meaning for millennials. 
 Messaging constructed on the 
foundational truth that Ocean Spray 
products come from over 700 grower 
families working together in a co-op 
positions the brand as transparent from 
the first frame.
 Our primary research was designed 
to answer three fundamental questions that 
build on these insights. 
 First, we questioned if millennials see 
Ocean Spray as a healthy product and a 
desirable brand. 87 percent of millennial 
respondents believe cranberry juice has 
health benefits for them. In the same survey, 
89 percent of respondents answered 
positively when asked to describe the way 
they think about Ocean Spray products.
  We inquired about the reasons why 
millennials purchase cranberry products. 
The top three responses were “as a 
cocktail mixer” (30 percent), “because I like 
the taste” (26 percent) and “for my health” 
(24 percent). It is significant to note that “as 
a cocktail mixer” was a predominantly male 
response, whereas “for my health” was a 
predominantly female response.  
 Looking at the full range of Ocean 
Spray products together, 41 percent of 
millennials are frequent users (at least 4-6 
times/year) and 72 percent are frequent 
users of cranberry juice specifically.

Purchased as a cocktail mixer

Purchased because “I like the taste”

Purchased “for my health”

Purchased because “it’s refreshing”

Very positive

Somewhat positive

Somewhat negative

Very negative

No opinion

How would you describe your feelings 
about Ocean Spray products?

Purchasing habits

Do you think cranberry juice has health 
benefits for you?

Yes No No opinion



3Research findings

where they first heard about the benefits of 
cranberry products, 56 percent of 
millennials received the information via 
a parent.

 Early on in this project, we noted 
anecdotally a recurrence of references to 
what we can only call wisdom passed from 
one person to another, chiefly among 
women. We tested to discover whether this 
unusual phenomenon is real. It is.
 We measured how the strong 
positives surrounding cranberry products  
are communicated among millennials. Of 
the respondents who could remember

 The finding was intriguing enough to 
lead us to conduct in-depth personal 
interviews with 20 grandmothers, 20 
mothers and 20 daughters to reach the 
source of the “goodness” of cranberry 
products and the pathways through which it 
is disseminated and perpetuated. 
 What we found was revelatory. Not 
only were most women able to remember 
their first encounter with the passage of 
information, many looked back on these 
experiences with nostalgia and in turn 
passed the knowledge on to their friends 
and children. The phenomenon is so 
pervasive that it lifts our product into the 
rare realm of folklore.
 The presence of folklore and sharing 
are particularly powerful drivers of a
 positive emotional response both toward 
cranberry products and the Ocean Spray 
brand within our target demographic.  

 Secondary research confirms the 
conventional wisdom that nostalgic 
elements heavily resonate with our target 
audience. Lauren Friedman wrote, 
“Alongside hectic work schedules,
unrelenting responsibilities, and more, fond 
memories make us smile – and that leaves 
us open to brand messaging.” It would 
seem, then, that this millennial phenomenon 
is a two-way street: knowledge moving 
forward, memories moving back. 
 If we look at the brand through the 
lens of the Millward Brown calculation of 
brand equity as a combination of salience, 
differentiation and meaningfulness, the path 
forward for Ocean Spray becomes quite 
clear.
 Salience is already a powerful asset 
of Ocean Spray, with a whole 89 percent of 
millennials expressing a positive impression 
of the brand. Differentiation is likewise solid 
for Ocean Spray, with unaided recall among 
millennials at 69 percent – and, importantly, 
no other brand able to claim unaided recall 
above single digits. 
 Given these facts, it is apparent that 
the messaging opportunity to increase 
brand equity is meaningfulness. Fortunately, 
it is messaging grounded in truth and fact.
For a complete list of sources used in 
compiling this plan, please click here: 

LINK: https://vimeo.com/261197725

PASSWORD: NSAC18Team110

Click the mouse to follow 
the hyperlink to references

https://vimeo.com/261197725
https://vimeo.com/261197725


 Millennials value transparency and 
mistrust big corporations. By bringing the 
co-op structure to the fore, we address 
both, while at the same time aligning our 
message of cooperating and sharing with 
the values of the “we” generation. 
 Goodness manifests itself in the 
combination of perceived health benefits,

“Life’s a co-op. 
Everyone deserves a share of 

Ocean Spray goodness.”

taste and the sharing of benevolent 
knowledge generationally and among 
friends. 
 Hence, our strategy expands this 
message to the life millennials visualize, the 
goodness they crave and the sharing they 
embrace:
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Summary and strategy



 Creative executions must convey 
meaningfulness with gentle but 
unwavering focus and with consistency of 
message across all media. 
 Each execution builds on the other to 
establish this dialog in the consumer’s mind: 

Creative rationale

 This is the creative route to increase 
household penetration among millennials.
 The very nature of Ocean Spray, a 
co-op, opens the door to a message of 
inclusion and social responsibility which 
resonates so meaningfully to the millennial

This brand 
is good 

This brand shares 
my values

I would like to 
have this brand 

in my home

I relate to 
this brand

Creative executions

audience. And the key word “goodness” 
encapsulates those perceived aspects of 
the brand and the product – health benefits, 
farm and family, taste, family folklore, 
nostalgia – which have deep meaning 
among the people to whom our message 
speaks, as demonstrated by 
research.
 The campaign rests on building 
blocks of “micro-goodnesses,” the little acts 
of kindness people share with one another 
every day, perhaps without even thinking 
about them. However small, these moments 
of goodness bring people together and 
make life a little bit easier and more 
enjoyable for everyone. 
 The tagline “Goodness, Shared” 
brings together the overall message: the 
goodness of the product, the goodness of 
the brand, the goodness of our consumers. 
And “together” is the functional key.

 Our 30 second radio spot airs through 
Spotify and Pandora. We speak in the same 
voice as our videos. The message is 
accompanied by a static visual of our 
tagline “Goodness, Shared.” along with the 
Ocean Spray logo. Please click here to hear 
our spot:

:30 Radio spot

5Creative rationale

LINK: https://vimeo.com/261180269

PASSWORD: NSAC18Team110

https://vimeo.com/261180269
https://vimeo.com/261180269
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 Ocean Spray’s 30-second video 
executions for streaming on YouTube and 
Hulu during the first half of the campaign 
reinforce our “Goodness, Shared” 
message through the vehicle of everyday 
micro-goodnesses: the small kindnesses 
people do for one another daily. It is 
important to note that these are not 
hard-sell commercials aimed at moving 
product off the shelf today. Rather, they 
aim to make the brand as meaningful as it 
is well-known. (Additional executions will 
come from the farm visit and #CranYouDoIt 
initiatives, which see.)
 The first spot, “Micro-goodnesses,” 
focuses on people sharing small, gentle, 
everyday goodnesses. The second spot, 
“Generations,” emphasizes the passing 
down of knowledge that is key to Ocean 
Spray’s decades-long role in family folklore. 

:30 TV spot

Creative executions

Online display

 Our programmatic buy includes 
OpenX Programmatic Video and static 
online display banner ads. Each online 
banner execution is visually vibrant, with 
copy reinforcing the messaging of the 
“micro-goodnesses” and “generations” 
videos. While the tone and message remain 
consistent, copy varies from one execution 
to the next. 
 Each display ad invites the viewer to 
click to download the free Ocean Spray app 
“for fun and games.” The link is a consumer 
bridge from static messaging to interactive 
messaging, integrating executional 
elements from one platform to another.
 

LINK: https://vimeo.com/265698475

PASSWORD: NSAC18Team110

“Micro-goodnesses”

“Generations”
LINK: https://vimeo.com/265698700

PASSWORD: NSAC18Team110



7

Out-of-home

 In-car posters take advantage of the 
fact that the audience is captive. Riders 
have nothing else to do, meaning they will 
read copy – IF that copy is well written and 
entertaining. 

In New York City, we take the subway 
messaging to another level. Customized 
Ocean Spray MetroCards carry the 
“Goodness, Shared” message, as well as 
a call to action, inviting people to share a 
small and spontaneous act of goodness by 
swiping in a friend or maybe even a 
stranger. 
 In another urban initiative, we paint 
interactive murals on walls in major urban 
areas. Murals spark conversation in 

 Subway posters share the “Goodness, 
Shared” message across 14 markets. The 
unique environment of a subway 
obviates conventional wisdom about 
attention spans.   

Creative executions

passers-by, but the Ocean Spray mural 
will do more. At the bottom of the mural, 
a painted umbrella shields two silhouettes 
from the painted deluge of cranberry juice 
pouring from the giant bottle above. The 
mural is a silent but compelling invitation to 
stand in front of the silhouettes and snap a 
selfie with a friend.
 This will be precisely the sort of photo 
that people will post and share. The 
involving design and subsequent social 
media sharing will amplify that impact well 
beyond the physical painting itself. Please 
click here to view our mural:

LINK: https://vimeo.com/261195435

PASSWORD: NSAC18Team110

https://vimeo.com/261195435
https://vimeo.com/261195435
https://vimeo.com/261187662
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A unified message

 From the floor of a supermarket to 
a subway to the wall of a building, from 
laptop to smartphone to TV screen, the 
messaging is unified and consistent: Ocean 
Spray is goodness, shared.

In-store

 We meet our consumers in the 
supermarket whenever they go shopping. 
We meet them when they enter through 
Beacon Stream. We meet them as they 
enter the aisle through attention-grabbing 
floor decals. And we meet them at the shelf 
through a digital shelf-talker.
 Floor decals are usually boring – 
unless they are 3D decals. These Ocean 
Spray decals use mathematical wizardry to 
create a trompe l’oiel, which makes the 
image appear 3D and pop off the floor. 

In-bar premium

 Research confirms that there is a 
strong association between cranberry juice 
and mixed drinks. This association provides 
us with a creative opportunity in bars all 
over the country through the unexpected 
medium of swizzle sticks. Yes, the humble 
swizzle stick.
 Swizzle sticks are invisible. We 
never notice them. We are aware of them 
only when we touch them to stir our drink 
and take them out of the glass. It is a 
100-percent tactile experience. 
 We can intervene at this moment if 
we unexpectedly change the tactile 
experience.
 We fabricate swizzle sticks with a 
soft, squishable foam cranberry on the top. 
When a consumer touches this swizzle stick, 
he or she will be almost compelled to pick it 
up and examine it. Maybe even play with 
it. And the consumer will see our message, 
“Share a little Ocean Spray.”

Creative executions
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 As the paid and earned media tools of 
this campaign run throughout the year, we 
will integrate two significant partnerships to 
complement and reinforce the narrative. It is 
important to note that these two 
partnerships demonstrate that Ocean 
Spray is acting in a meaningful way, not just 
talking. In short, let’s put our money where 
our mouth is. 

 The physical take-over entails 
temporarily disconnecting the fountain from 
its city water source and interposing for 
three days our own recirculating pump. The 
recirculating water is dyed the color of 
cranberry juice. In addition, we set up 
several nostalgic from-your-childhood 
activities like an inflatable slide, a ball pit 
and a bouncy castle. We also set up a 
bandstand for live music from the ’80s and 
’90s.
 We will also craft several thousand
over-sized plastic cranberries that can be 
opened and closed (think plastic Easter 
eggs). 
 People who come to the event are 
invited to jot down any recent act of 
goodness they have done or that has been 
done for them, along with their contact 
information. The good deed is placed in a 
plastic cranberry and tossed into the 
fountain. Over the three days of the event, 
the fountain transforms into an urban 
cranberry bog, filled with floating plastic 
cranberries.
 In addition to the normal foot 
traffic, we will promote each event over 
three days on Facebook and Instagram. 
When the events are over in all 12 cities, we 
collect all plastic cranberries and draw the 
100 winners at random. We will also post 
their written good deeds on social media.

Spread the goodness

 Over six weeks starting in June, 
partnering with city parks departments, we 
take over one prominent public fountain 
in each of a dozen urban areas across the 
country, for example the Scott Memorial 
Fountain in Detroit and the Buckingham 
Fountain in Chicago. Beyond building local 
goodwill, the purpose of the event will be 
to offer 100 lucky urbanites the chance to 
experience life on a family farm.
 One hundred of our grower-owners 
will invite the winners of this promotion 
to enjoy a four-day farm stay getaway as 
guests in their homes. (We will film several 
of the visits as they happen. We will use this 
footage to stitch together a commercial for 
use in the latter part of this campaign.)

From urban fountains to 
family farm

Fountain locations

Spread the goodness
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 Starting in February, Ocean Spray 
will partner with Lush Cosmetics to sell a 
limited-edition, Ocean Spray-branded bath 
bomb. Just as Lush does with their current 
Charity Pot skin softener, the company will 
donate 100 percent of sales to charity, and 
Ocean spray will match the donation dollar 
for dollar. 
 A cranberry bath bomb is a 
no-brainer. It’s beautiful in shape and color, 
and made from a natural “superfood” with 
an established folklore of health benefits. 
 Although anyone can enjoy the fizzy 
goodness of bath bombs, they are a 
particularly millennial woman phenomenon. 
However, men also buy bath bombs as gifts 
— and for themselves from time to time. 
 Lush is a company with a philosophy 
of active goodness. Furthermore, Lush’s 
values of freshness of products, ethical 
buying and vegetarian ingredients are 
perfectly congruent with the Ocean Spray 
cooperative. 
 We coordinate our social media with 
Lush’s impressive (four million followers on 
Instagram) social media to cross-promote 
the product. Most importantly, we promote 
not just the product but also the charitable 
joint aim of the two brands. 
 The partnership components of this 
campaign have one overriding objective: To 
yield something not just successful but also 
something good: fun at a cranberry fountain 
in a park, an escape to a family farm and 
a fizzy cranberry bomb that  doubles as a 
charity.
 

Lush partnership

Spread the goodness
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 To say that millennials have active 
social media lives is to state the obvious. 
Right now, Ocean Spray does not. This 
campaign will bring the brand into our 
target audience’s social media world in a 
way that is ongoing, engaging and 
meaningful. Here’s how. 

Share the goodness

 Ocean Spray engages consumers 
by inviting them to perform set 
micro-goodnesses based on the act of the 
day. A typical invitation might read: 
“#CranYouDoIt: Check out our daily social 
media challenge and Instagram a picture 
or video of how you complete the task. Tag 
@OceanSprayInc and use #YesICran for a 
chance to be featured in an Ocean Spray 
commercial.” Typical challenges might be
•  #CranYouDoIt: Make a double-batch of 
your favorite Ocean Spray recipe and share 
it with someone. Yum!
•  #CranYouDoIt: Buy two items at a 
vending machine and leave one for the 
next person. 
•  #CranYouDoIt: Write a thank-you note 
to someone who has recently helped you 
achieve a goal.
•  #CranYouDoIt: Treat a friend to dinner 
this week - don’t forget to take a selfie!

The #CranYouDoIt Challenge 

Making the urban 
murals interactive

 While the urban murals (see creative 
section) will have massive exposure on their 
own, we integrate the creative into social 
media and expand that exposure 
exponentially through a month-long 
#CranYouFindIt initiative. 

 In each market, we will have hired a 
local artist to paint the mural. On their own 
social media, these artists will post, “I 
painted a mural. You put yourself in and 
share. #CranYouFindIt. When you do, be 
sure to respond using #OS[City]Mural.”
 We encourage consumers to find the 
mural through geofencing on Snapchat for 
57,000 square feet around the mural.  Once 
there, they put themselves in the mural, take 
a picture and post it on social media using 
#OS[City]Mural. We share some of the 
interactive pictures on our page.
 These innovative initiatives will vault 
Ocean Spray into an active — and 
interactive social media presence that is 
simultaneously contemporary and 
engaging. 

Share the goodness



Share the goodness Spray. My name is Fred and I’ve been a 
cranberry farmer for 40 years. My father 
was a cranberry farmer here before me, and 
his father before him. We’ve grown a lot 
of goodness in this here bog. So when you 
take this bottle home, share it with 
somebody you love. ‘Cause that’s what 
Ocean Spray is: goodness, shared.”
Sharing: Each week, we post new 
educational content. For example, one week 
we post an Ocean Spray instructional recipe 
video or short videos on the goodness of 
family business. We invite users to share on 
social media. 
Game: We embed an AR game in the app, 
a game of “cranberry pong” in which the 
user follows on-screen directions to aim a 
cranberry and fling into their friend’s mouth. 
Users can invite friends to play and 
compete for a high score. Given that 
millennials’ phones are ever-present, Ocean 
Spray will always be available to them for a 
little fun. Follow the link below to view our 
game.

 We will create and launch the free 
Ocean Spray app, promoted across our 
social media platforms. The app will offer 
three engaging features: augmented 
reality, sharing and gaming. Push 
notifications remind our consumers to play 
the game, check the weekly recipe and so 
on. Success will be measured by number of 
downloads.
Augmented reality:  By scanning the logo 
on the bottle, the famous farmers from the 
bog will “come alive” over the label and 
speak to the consumer at the moment of 
purchase decision. There will be five 
15-second AR clips of the farmers, which 
will rotate at random. 
 As an example, the farmer might say, 
“Thanks for picking up this bottle of Ocean 

The Ocean Spray App

12Share the goodness

LINK: https://vimeo.
com/265699245

PASSWORD: 
NSAC18Team110

https://vimeo.com/265699245
https://vimeo.com/265699245
https://vimeo.com/265699245
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The following is a medium-by-medium 
rationale of the tools we deploy to get our 
message to our consumer through media 
that have meaning to that consumer. 
Please refer to the media flow charts at for 
timing. 

Media

 Our target is 56 percent more likely 
to fall into the lowest media quintiles for TV 
consumption and 30 percent less likely to 
fall into the top media quintiles.
 Males in our target are 93 percent 
more likely than average to visit YouTube 16 
times in a week and women are 74 
percent more likely to visit the site 6 to 15 
times per week. Because 36 percent of our 
target market visits YouTube 6 or more 
times weekly, an $800,000 ad spend yields 
200,000,000 impressions over the course 
of the campaign. Our target market is 192 
percent more likely than average to use 
Hulu. Hulu will yield 200,000,000 
impressions annually.

Video rationale

Online display rationale

our consumer, via mobile or computer, while 
online but not watching videos. A spend of 
$1,000,000 will yield 19,9500,000 
impressions. 
 A small spend on Google AdWords 
ensures that Ocean Spray appears at the 
top of the first page of results when people 
search key phrases such as “cranberry” or 
“co-op food,” to name a few. An ad spend 
of $182,500 yields 1,491,780 impressions.

 Over 45 percent of our target market 
is in the top two media quintiles for Internet 
activity.
 An Open X Programmatic Video buy 
allows us to deliver our video ads with great 
efficiency using socio-demographic and 
behavioral data , complementing our 
presence on YouTube and Hulu. A 
$1,000,000 ad spend here yields 90,681,815 
impressions. 
 Like programmatic video ads, 
Programmatic Banner Ads precisely reach

 Men in our target market are 81 
percent more likely to listen to Spotify and 
23 percent more likely to listen to Pandora 
than average, according to Simmons. 
Women are 127 percent more likely to 
listen to Spotify and 96 percent more likely 
to listen to Pandora.
 A $400,000 purchase of :30 spots 
yields us the potential for 10,000,000 
impressions (with an expansion to 
30,000,000 impressions at the $10 mm 
budget level) on Spotify and 10,000,000 
impressions on Pandora, placing us at the 
forefront of their music streaming 
experience.

Spotify/Pandora rationale

Media

Social media rationale

 Women aged 25 to 34 are 195 percent 
more likely than average to visit Pinterest 16 
or more times per day and 151 percent more 
likely to visit the site 6 to 15 times per day.
 Promoted pins give us creative 
control of our pin. Using promoted and 
one-tap pins, which allow us to connect 
directly to Ocean Spray’s website, we will be 
build awareness, traffic and meaningful 
engagement with the brand. With a 
total cost of $400,000 we will create 
80,000,000 impressions. 
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  On Facebook we purchase a carousel 
advertisement. By flighting variable 
executions, we skirt the risk of fatiguing. We 
target millennials ages 24-35 who have a 
strong Facebook presence. Using this type 
of ad, we will reach approximately 250,000 
eyeballs, resulting in 3,900 clicks and 
70,919,500 impressions. 
 Instagram analyses show that women 
aged 25-34 are 226 percent more likely than 
the average American to visit 16 or more 
times per day. As on Facebook, we use 
carousel ads on Instagram, while also using 
story and picture ads. Availability on both 
mobile and desktop translates into 
efficiency, with an ad spend of $400,000 
yielding a potential reach 105,850,000 
impressions. 
 Snapchat Geofilters generate  
awareness and interest for the Ocean Spray 
urban murals. The Geofilters range 57,697 
feet from each mural at a cost of $252 
per mural per month and a total cost of 
$171,696. 
 Snapchat offers a wide variety of 
options for its users to experience 
advertising on their app. We will be able to 
reach Snapchat users through static 
advertisements placed at the end of their 
friends’ stories. A $3,000 monthly 
purchase, flighted over eight months, yields 
80,000,000 impressions. 

 Millennials are moving to urban areas. 
Urban areas have subways. Seven of the 
cities in this media buy are in the Time 
Magazine top 25 cities where Americans 
aged 25 to 34 are moving, with five more 
showing 2 percent annual growth in our 
target age group. 
 Research notes that, on average, our 
target is over 20 percent more likely to 
notice subway ads. Hence, we purchase

Out-of-home rationale

Media

large 21” x 22” poster displays in the subway 
cars to yield 23,520,000 annual 
impressions. 
 The custom Ocean Spray New York 
Metro Card raises this phase of engagement 
to another level. The purchase of the 
Metro Cards in the New York City market 
goes well beyond the 2,500,000 
impressions it generates through buyers 
alone.

According to Simmons Research, 
less than 10 percent of our target 
market uses Twitter compared to 
21 percent on Instagram and 65 
percent on Facebook.   
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 The Curve display shelf-talker is an 
illuminated, motion-activated messaging 
system attached to shelves in-store. The 
low-cost unit that activates whenever a 
shopper moves within 10 feet of the Ocean 
Spray shelf. Its curved design allows it to 
be visible for 180 degrees and provides a 
3.5” x 5.5” display for our POP messaging. 
A spend of $480,792 yields an estimated 
129,444,000 impressions at the moment of 
purchase decision.
 A visually extraordinary 3D floor decal 
will appear in proximity to Ocean Spray 
products in-store, flighted bi-monthly. An 
investment of $610,236 reaches out to
approximately 103,555,200 in-store 
shoppers as they approach our shelf. 
 Beacon Stream addresses the fact, 
verified by a 2016 Deloitte survey, that 93 
percent of consumers use their phone while 
shopping. Beacon Stream ensures that 
those 93 percent will see our message.
 Using low-powered, low-cost 
transmitters branded with the Ocean Spray 
logo, we send push notifications to their 
smartphones as they enter the store. A
bi-monthly ad spend of $877,616 yields 

In-store rationale

181,221,600 in-the-mood-to-buy 
impressions. 

Media

Ocean Spray juice is just an aisle away. Pick 
some up and share it with a friend tonight. 
#GoodnessShared
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Campaign evalutation

 No measurement is effective without 
establishing a baseline before the 
promotion. The same measurements can 
then be repeated periodically to track shifts 
and trends. There are four benchmark 
basics that we need to establish:

A. A definitive pre-launch baseline 
measurement of meaningfulness. 

B. A simultaneous measurement of 
household penetration and positive attitude 
toward the brand, the purpose of which will 
be to allow us to monitor movement of the 
latter upward toward the latter. 

C. The number or followers we have on 
each social media platform used in our 
marketing communications plan  — 
Facebook, Instagram, Pinterest and 
Snapchat. We also need to discern the 
average engagement on Ocean Spray’s 
social media accounts via built in analytics 
provided by these platforms. 

D. Historical patterns and numbers of 
case movements for the two years prior to 
launch. 
 

$5 million budget$10 million budget

849,513,252 impressions1,508,683,895 impressions

Campaign evaluation

 The key measure will not be the raw 
numbers of likes but rather the engagement 
shown by the ratio of shares and comments 
to posts.
 We measure engagement with our 
hashtag campaigns by tracking the number 
of times the hashtags are used.
 The partnership with Lush is 
self-measuring through the number of bath 
bombs moved and the charitable donations 
resulting therefrom. 

 Once we launch the campaign we will 
need to continue to evaluate our 
engagement on social media. We will 
constantly measure our increase in 
followers on Instagram, Facebook, Pinterest 
and Snapchat. We will keep running tallies 
of likes and comments per post on 
Instagram, likes, retweets, likes and shares 
per post on Facebook, repins on Pinterest 
and the frequency of use of the Snapchat 
Geofilters. 
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in-store engagement metrics from our 
beacons by measuring the number of push 
notifications they send to store goers. 
 Historically, precisely measuring the 
impact of broadcast advertising has been 
difficult. Because our campaign runs on 
digital media  — YouTube, Hulu, Pandora 
and Spotify — we do have some tools for 
more precise measurement, for example the 
correlation between clicks and case 
movements. Nonetheless, we should not 
overlook traditional consumer research to 
gauge shifts in attitudes among our 
millennial consumers and, most importantly, 
frequency of consumption. We must repeat 

Campaign evaluation

exactly the pre-launch baseline study to 
track these changes; basic but essential.  
 The path of purchase runs through 
broad-brush advertising on social media, 
Hulu and YouTube to direct, one-on-one 
interactions with our consumers 
(cranberry bog fountains, murals, metro 
cards, in-store), all of which lead to an 
increased appreciation for the Ocean Spray 
brand and its relevancy among millennials. 
All points on this path are measurable and 
give us the ongoing ability to adjust any or 
all elements through the course of the 
campaign.

  With zero as a baseline, we measure 
the success of the Ocean Spray app by the 
number of downloads the app receives.
 We will use the feedback Google 
AdWords provides to evaluate the success 
of our banner ads. Click rates give us the 
ability to quickly adjust either media or 
message throughout the campaign.
 In-store promotions correlate directly 
to seasonally adjusted fluctuations in case 
movements. We can gain a deeper 
understanding of the correlation through



Summary: in 
practical terms, what 
meaningfulness means
 The path to purchase in this 
integrated marketing communications plan 
begins with the brand’s solid salience in the 
minds of 24-to-35-year-old millennials. It 
recognizes that Ocean Spray is clearly 
differentiated from nearly invisible 
cranberry competitors. It has therefore 
addressed the question of meaningfulness 
in their hearts and minds. 
 The path runs through broad-brush 
advertising on streaming and digital 
media to an enlivened social media dialog 
to direct, personal interactions with our 
consumers.  Each component in its own way 
imparts an increased appreciation for the 
Ocean Spray brand and its relevancy among 
millennials. As executed in this plan, 
relevancy resides in meaningfulness.
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 An increase in meaningfulness should 
translate directly to an increase in brand 
equity among the consumers with whom we 
are talking. 
 As we noted earlier, each step along 
this path builds on the other to establish 
over the course of the campaign this dialog 
in the consumer’s mind: “This brand is good. 
This brand shares my values. This brand is 
meaningful to me. I would like to have this 
brand in my home.” 
 This is the route to increasing 
household penetration among millennials by 
0.5 percent. This is our ultimate objective. 

 



19Charts and budgets

Appendix: flow 
charts, impressions 
and budgets

June 2018 - May 2019
10MM media flow chart

June 2018 - May 2019
5MM media flow chart
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we won the bronze!


	https://vimeo.com/261186635

	Button 3: 


