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2 EXECUTIVE SUMMARY

Executive Summary
Since their introduction, Snapple has assumed 
the purpose of delivering unexpected delights. 
They have embodied this ambition in form 
with their unique product experience and in 
function through their distinctive brand voice. 
Today, Snapple’s brand continues to occupy 
an exclusive space within the competitive 
landscape and shares values with consumers 
18-49, laying the foundation to leave a lasting impact 
for a branded effort. 

Agency 147 connected with LRB consumers in both 
the Heartland and non-Heartland and found that 
when purchasing decisions are being made, the 
Snapple brand is not recognized to its full potential, 
causing it to be disregarded as a viable option. 
 
The competitive suite of media outlets accessed by 
the target audience makes it difficult for brands to 

gain a meaningful share of attention. In order to break 
through the noise, Snapple will need to disrupt the 
current of typical branded messaging with a fresh 
approach that is relevant to the consumer’s daily life.

Selling a sentiment is a tired strategy--so Snapple 
is going to get right to the point. Agency 147 will 
reconnect consumers to Snapple by leveraging 
the intersection between the product experience 
and what the brand represents in a manner that 
aligns with Snapple’s laugh-out-loud, whimsical 
voice. This messaging strategy will be combined 
with a media plan that utilizes external factors of 
purchasing potential to maximize the effectiveness 
of buys and placements. The campaign strategy 
will also include promotional tactics and in-store 
activations to provide valuable touch points of 
brand engagement, ultimately raising awareness 
and consideration of the Snapple brand.



RESEARCH 3

RESEARCH

objectives

secondary research

methods
1411  - Surveys

26  - Mind Maps

17  - Personal Interviews

4  - Focus Groups

1  - Concept Test with Dial Testing

competitive matrix
premium

value

eccentrictraditional

• Understand how Snapple’s brand relates 
to others within its competitive set and 
its position within the Liquid Refreshment 
Beverage (LRB) industry  

• Identify consumer behavioral opportunities 
and purchasing barriers  

• Segment the market to encompass audiences 
with high brand involvement or promising 
categorical interest  

• Coordinate insights to inspire an integrated 
holistic marketing campaign that resonates  
with the target audience

Agency 147 analyzed industry articles and secondary databases to gain an 
understanding of the competitive landscape. Snapple exists in a unique space within 
the category. In an industry filled with similar brand experiences, leveraging 
Snapple’s incomparable qualities makes way for an impactful campaign strategy.

swot analysis
S T R E N G T H S

O P P O R T U N I T I E S

• Variety of flavors

• Unique brand personality 

• Product experience embodies  

quirky delights 

• Digital space is not crowded  
by competitors

• Snapple continues to grow  
in declining market

• Consumers share Snapple’s 
 sunny outlook

• No clear product benefit

• Snapple is perceived as irrelevant

• Variety of flavors not widely accessible

• Cluttered competitive landscape

• Increased popularity of premiumization

• Competing business models inhibit growth

W E A K N E S S E S

T H R E A T S

Research
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target audience
After analyzing the population of juice drink and tea consumers ages 18-49, 
Agency 147 concluded buyers 18-44 best represent the target audience 
due to consistency within their beverage purchasing behaviors and media 
habits. The specific needs of the Heartland and non-Heartland were taken 
into consideration to cultivate a segmentation solution to stimulate trademark 
growth. The target audience was divided into two market segments and 
tailored to each regional landscape.

The Urban Tribe enjoys hosting gatherings and appreciates simple delights. 
They take pride in providing for their families, are attracted to quality 
products, and will search online for the best values. They were selected 
because of their current purchasing frequency and opportunity for growth. 

heartland | urban tribe 30-44

non-heartland | free spirits 18-29

Free Spirits will seize any chance to creatively express their individuality. They 
seek variety in the products they shop for and will consider a product if 
it is recommended by a friend. The Free Spirits’ connection with Snapple is 
unsteady, however, they resonate with the brand’s identity and offer a high 
potential to fulfill Snapple’s sales goals. 

cultural clusters | 18-44

Secondary research revealed Black and Hispanic consumers are highly active 
in the tea and juice drink category. Alone, these groups do not contain a 
large enough population to achieve sales goals. As a result, cultural clusters, 
or geographic areas with a large multicultural presence, were identified in 
order to capitalize on their purchasing potential. Creative executions will take 
cultural clusters into consideration while strategic media placement will be 
applied to effectively market Snapple. 

non-heartland free spirits
Foster, 26
Mandolin and flamingo socks? Yes, please. A Los Angeles native and pun 

extraordinaire, Foster embraces this way of life. When he’s not practicing 

with his band “What a Mandolin,” he’s grabbing a bite with friends or 

putting in hours at the accounting firm. His current workplace obsession? 

Crazy sock contests with co-workers. Foster never turns down an 

opportunity to shake things up. He’s especially adventurous when he’s 

making a snack run to the convenience store. If a colorful display catches 

his eye, he’ll stop to check it out. Peach Tea Snapple has been his best 

find so far.

heartland urban tribe
Lisa, 35
Think having two kids is hard? Try having 26. Lisa chases a classroom of 

kindergarteners around daily while balancing her family and bustling social 

life. She spends her downtime crafting for her next lesson plan, taking her 

kids to basketball practice, and picking up a few things at the store for 

her husband, the “grill master.” Lisa has her trips planned out, but will add 

something sweet to her cart  when she needs a little pick-me-up. Her 

favorite? A Kiwi-Strawberry Snapple.

DISPLAY
INTEREST IN

JUICE

SECONDARY RESEARCH SHOWS
Multiculturals70% of

73% of
18-29
30-44

Click to meet the    Target Audience

http://www.supershortscampaign.com/targetmarkets.html
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primary research consumer purchasing process
Agency 147 designed a focus group around the Balance Theory, a theoretical 
principle that strategically induces cognitive dissonance, to gain insight into the 
barriers preventing consumers from purchasing Snapple. Honest feedback was 
gathered from respondents detailing the reasoning and motivation behind their LRB 
purchases. Ultimately, consumers expressed positive feelings about Snapple but 
admitted that they lacked a compelling reason to buy. These results, combined 
with survey responses, mind maps, and personal interviews, outlined the manner in 
which the target audience makes purchasing decisions.

They have formed ritualistic purchasing patterns.

“My grandmother introduced me to it 
and I have been drinking it ever since.”

BRAND LOYAL SHOPPERS IN-STORE INFLUENCE

PRODUCT INFLUENCE

They buy based on product attributes.

“The experience and quality draw me 
 to the brand.”

BENEFIT SEEKERS

-BRYAN, 20

- ERIC, 28

- CRYSTAL, 33

Referrals from friends influence the products  
they purchase.

“If I see something on Facebook and 
someone says they have tried it, I think, 
‘I want to try that.’”

WORD-OF-MOUTH PURCHASERS

81% of those surveyed bought promoted 
product because of coupons/discounts.

57% said flavor was the most important  
drink benefit

47% of consumers bought because of the 
end-of-aisle displays.

42% said brand was important when 
purchasing a ready to drink beverage

81% bought because product displays 
caught their attention.

63% of the target audience said availability was 
key in purchasing a ready to drink beverage

“I would purchase the product if it  
was designed well and promoted in  
a fun and unique way in the store.”
-ANNA,  36

“If I’m buying drinks, it’s usually last 
minute. Convenience stores are faster.”

LRB purchases are more purpose-driven.

CONVENIENCE STORE

LRB purchases recquire active participation  
from shoppers.

“If I see a sign or advertisement for a 
product in a store, I’m much more likely 
to try something different.”

-TODD, 39

-LINDA, 41

GROCERY STORE

Where they Buy How they Buy Why they Buy
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IT COMES TO MIND
BUT WHEN I SEE A SNAPPLE

WHAT IT IS.I

never

know

the problem
Within the tea and juice drink category, Snapple’s unique persona offers 
a competitive advantage. However, the line of communication between 
Snapple drinkers and the voice of the brand has become disconnected. 
To the Heartland consumer, the unexpected quirks championed by the brand 
are taken for granted. For the non-Heartland consumer, Snapple’s relatable 
voice and unique experience has been forgotten. Snapple is not being 
fully recognized or considered. This led Agency 147 to identify Snapple’s 
most substantial barrier when appealing to the national audience. In the eyes of 
the consumer, Snapple has simply been disregarded.

positioning strategy
Snapple has the unique ability to embody the joy small indulgences 
can bring. In a category crowded with similar offerings, they deliver the 
benefit of a distinctive brand experience. By leveraging their historic brand 
identity, Snapple can rekindle their relationship with prior customers by 
celebrating the little things that make life great. This fosters an opportune 
match with the target market who savor unexpected delights that are non-
disruptive to their busy routines. Despite the shared values between the 
target audience and the brand, consumers do not have Snapple top of mind 
when they are making purchasing decisions. To remedy this, Agency 147 will 
implement an engaging marketing campaign that quickly cuts through 
the clutter, gets straight to the point, and reminds consumers that 
Snapple is simply delicious and delightfully uncomplicated. Long story 
short, Snapple is about to make a big impression.

YOU JUST FORGET ABOUT IT...
IF YOU ASK THEM

THE LAST TIME THEY’VE HAD
A SNAPPLE THEY WOULD SAY,

OH, like2007
-SARAH, 24

-JAMES, 41
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Creative
objectives

campaign: Super Short Stories with Snapple

official hashtag: #SuperShorts

slogan: Long Story Short...

tagline: Made from the Best Stuff on Earth

• Differentiate the Snapple brand from 
competitors with a culturally relevant  
creative approach  

• Integrate the creative strategy into the daily 
routine of consumers with quick, socially 
shareable content 

• Create an integrated big idea applicable to 
multiple media platforms while embodying 
Snapple’s quirky personality 

• Employ research insights to shape creative 
executions that resonate with the lifestyles of 
heavy and light users 

This campaign positions Snapple to take ownership of those underrated, “you had to be 
there,” kind of moments.

This slogan is a conversational phrase that provides an intersection between Snapple the 
brand and Snapple the product. It is catchy, recognizable, shareable, and entices the 
consumer to learn more. The sentence will be completed with various words and phrases 
to highlight Snapple’s most memorable traits.

To maintain consistency within Snapple’s brand identity, the Super Shorts campaign will 
continue to use Snapple’s current tagline. The “Best Stuff” will be featured through sweet, 
quirky moments represented in the creative approach.  

the big idea
Agency 147 will leverage Snapple’s exclusive brand position to captivate the target 
audience with a campaign that finds humor in quick, everyday moments. All content 
will get straight to the heart of the matter and offer consumers condensed messaging 
delivered in a playfully overt manner.
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Each Super Short video execution will present the product as the initiator of 
snapply situations, allowing the consumer to recognize the brand by seeing 
the world through Snapple’s eyes. 

video

1. 4.

2. 5.

3. 6.

ESTABLISHING SHOT: Mid-day wide shot 
of a downtown street. Title appears.

V.O.: This has been Super Short Stories  
with Snapple.

MEDIUM CLOSE UP: Tj and Justin meet at 
the corner, and are surprised to see they 
are both wearing striped shirts and holding 
Snapples.
TJ: “Dude!” Justin: “Stripes!” TJ: “Snapple!”

JUMP CUT TO MEDIUM CLOSE UP: Tj and 
Justin simultaneously point, and look across 
the street.
BOTH: “Dude!”

Freeze frame as they high five.
V.O.: Long story short, it’s a perfect match.

MEDIUM CLOSE UP (Tj and Justin’s POV): 
They see Gertrude, wearing a striped dress, 
walking her dog. She looks at them and 
jumps because the dudes have startled her.

Click here to  
 See our Spots!

http://supershortscampaign.com/commercialspots.html
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RADIO COPY:
I talked to Emma today at the water cooler and she said that she heard Monica 
say that Joey is going to Melanie’s party. But Sarah told me yesterday that she 
heard Hannah say Joey isn’t going to the party because his band is playing 
downtown. So I went to Kylie’s office because she’s dating one of Joey’s 
bandmates and Kylie said she heard Lyla say that Monica isn’t having her 
party because she and Joey started dating and she wants to watch his band 
play. So I went to Emma and told her what Kylie said and she told me that she 
talked to Tiffany who talked to Chris who talked to Ryan who talked to Mrs. M in 
accounting, who said that she saw Joey buy Monica a Kiwi Strawberry Snapple 
on their lunch break; which is weird because she is such a Mango Madness 
and he’s a total Half n Half. 
Long story short...it’s juicy.

digital

radio

MILLENIALS RANK

OF 30 SECONDS OR LESS AS

QUALITY OF THE
VIDEO AD EXPERIENCE.

AN

Short Ads

Important

MILLENIALS RANK

OF 30 SECONDS OR LESS AS

QUALITY OF THE
VIDEO AD EXPERIENCE.

AN

Short Ads

Important

Static implementations of the creative strategy will bring 
Super Shorts to life by telling a story and then abruptly get 
to the point, all while highlighting a visual shortcut revealing 
the key message.

Online radio spots will engage Pandora and Spotify listeners with dramatic 
monologues that land on a descriptive attribute of the product. Each spot 
will direct the audience to go to snapple.com to discover flavors and points of 
purchase in their area. 

-ADWEEK

WE WANNA TELL YOU A LONG STORY 

ABOUT WHY YOU SHOULD LOVE SNAPPLE, BUT 

ALL WE HAVE IS THIS SHORT AD SO WE THINK 

Read this really fast  

to get the Full Effect!
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objectives
• Optimize campaign effectiveness by 

generating reach in the Heartland where 
Snapple is heavily consumed and frequency  
in the non-Heartland to increase visibility  

• Apply creative to traditional and nontraditional 
media platforms that are heavily trafficked 
by the target audience to compliment the 
essence of the Super Shorts campaign  

• Create a synergistic relationship between 
the national audience and spot markets with 
engaging promotional activations 

• Allocate the budget in a cost efficient 
way while effectively maximizing  
earned media opportunities

growth strategy

spot markets

Agency 147 will encourage growth by meeting the needs of Snapple’s two dominating 
regions: the Heartland and the non-Heartland. Agency 147 will place emphasis 
on tactics that enhance reach in the Heartland as a means to build top-of-mind 
awareness. In the non-Heartland, focus will be directed to frequency of messaging in 
order to build audience interest for the product and the brand. An emphasis will 
be placed on digital buys to speak to the target segments in a space that is not overly 
cluttered with competition.
 
The product category also presents an opportunity for growth as the non-Heartland’s 
sales are comprised of only 30 percent juice drink. Agency 147 will take advantage of 
the continuous nature of juice drink sales by investing in juice drink category messaging 
during trough periods of tea sales. Focus will be placed on cultural clusters at this time, as 
they offer significant interest in the juice drink category. Attention will be placed on  
tea messaging during peak summer months to capitalize on high sales potential.

When selecting spot markets, Agency 147 identified cities with high concentrations 
of the target audience and thriving interest in the tea and juice drink product 
category. Snapple’s brand performance was also considered to isolate areas with  
the most promising potential for growth. Presence of multiculturals ages 18-44 was  
also taken into account during the selection of cultural clusters.

After evaluating these components, the following 19 cities were chosen for spot markets. 

HEARTL AND
1. New York City*
2. Boston
3. Buffalo
4. Hartford
5. Albany
6. Syracuse
7. Philadelphia*
8. Baltimore
9. Washington D.C*

NON-HEARTLAND
1. Atlanta*
2. Chicago*
3. Denver
4. San Antonio*
5. Portland
6. Los Angeles*
7. San Francisco
8. Dallas
9. Houston*
10. Miami*

*denotes cultural clusters

PromotionsMedia &
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digital and socialtelevision
NETWORK, 
CABLE, AND SPOT TELEVISION

Secondary research revealed that the target 
segments are highly involved television viewers. 
As national reach is a part of Agency 147’s 
awareness strategy, 15-second spots will be 
placed on national networks such as ABC and 
CBS. Cable and spot placements will allow 
Super Shorts to target specific channels of 
interest such as BET, Bravo, Cartoon Network, 
Comedy Central, E!, and FX. On the spot level, 
the Super Shorts campaign will resonate further 
by directly reaching our target segments.

Digital and social media will provide national coverage and serve as a means to leverage seasonality to 
reach opportunistic markets. The national audience will be addressed during peak summer months with 
messaging that speaks to the high purchasing potential of tea. The cyclical nature of tea sales will 
be countered by placing emphasis on juice drink messaging within cultural clusters during months  
when sales taper off. 

REACH: National and Spot
TIMING: Entire Campaign 
NETWORK CPM: $14
TOTAL NETWORK COST: $2,400,000
CABLE CPM: $8
TOTAL CABLE COST: $2,800,000
TOTAL SPOT COST: $32,000 

HULU

Research indicated that 73 percent of Hulu 
viewers fal l  within Snapple’s target  
audience. Agency 147 will purchase  
7-second video commercials, interactive 
interstitial advertisements, and ad selector 
spots. These interactive tools will allow  
unique opportunities for engagement.

REACH: National
TIMING: February-October 
CPM: $25
TOTAL COST: $3,000,000

YOUTUBE

Research indicated YouTube is highly visited by 
both target segments. Agency 147 will leverage 
this opportunity by placing pre-roll ads on 
YouTube which correspond with the Super 
Shorts television spots. Agency 147 will be able 
enhance the effectiveness of this placement by 
directing the message to the target segments 
through demographic, geographic, and 
psychographic criterion.

REACH: National
TIMING: Entire Campaign
CPM: $20
TOTAL COST: $4,000,000

Flip back to Page 8 
& check out the 
spots again!
YOU KNOW YOU WANT TO
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FACEBOOK

According to primary research, of those who 
follow brands on social media, 72 percent 
follow them on Facebook. Engagement will be 
generated through domain ads, multi-product 
News Feed posts, and page post videos. 
These placements will work together to 
provide ample coverage, ultimately driving 
brand awareness. 

REACH: National
TIMING: Entire Campaign 
CPM: $5
TOTAL COST: $1,500,000

INSTAGRAM

Primary research revealed that 57 
percent of the target audience engages 
with brands on Instagram. Agency 147 will 
buy photo, 5 to 10-second video spots, 
and carousel advertisements. Photo and 
carousel ads will utilize consumer focus group 
responses to illustrate images inspired by 
Snapple flavors.

REACH: National
TIMING: Entire Campaign 
COST: CPM $5
TOTAL COST: $1,250,000

TWITTER

Agency 147 will use paid advertising to 
engage the 72 percent of target audience 
members active on Twitter. Player Cards, 
Lead Generation Cards, Promoted Tweets 
and Promoted Trends will be included in 
the social media strategy of the Super Shorts 
campaign. Content will be organized under the 
hashtag, #SuperShorts.

REACH: National
TIMING: Entire Campaign
CPM: $9
TOTAL COST: $2,070,000

@Snapple
@Snapple

@Snapple
Looking for a new flavor to shake things up? Take a 
super short look at our flavor map! #SuperShorts

Short and sweet Mondays may not exist, but it’s worth 
a try with some wishful thinking and a Kiwi Strawberry. 
#SuperShorts

Big things come in small 
packages. Six super 
delicious things come in one 
super convenient package. 
#SuperShorts #PickSix

@Snapple
Loosened ties, road trip 
songs, and ice cold Snapple. 
Long story short, it’s the 
weekend. #SuperShorts
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BUZZFEED BANNER ADS

Primary research indicated that 71 percent 
of the target audience interacts with 
BuzzFeed. Agency 147 will build brand affinity 
by placing six sponsored articles on Buzzfeed 
with content directed to both target segments.

Agency 147 will utilize static banner ads 
as well as animated GIF ads on websites 
frequently visited by the target audience. These 
include placements on Amazon, Buzzfeed, 
Mashable, eBay, IMDB, Groupon, Google, and 
Fandango. 

REACH: National
TIMING: March-September
TOTAL COST: $150,000 

REACH: National
TIMING: Entire Campaign
COST: CPM $3
TOTAL COST: $900,000

ONLINE RADIO

Secondary research revealed 85 percent of 
radio listening occurs on mobile devices. 
Agency 147 will take advantage of this 
behavior by placing 30-second audio 
commercials with branded skins on Pandora 
and Spotify. Direct links will be embedded 
in the ads to connect consumers with 
Snapple’s website.

REACH: National
TIMING: February - November
PANDORA AUDIO: CPM $15
PANDORA BRANDED SKIN: CPM $19
SPOTIFY AUDIO: CPM $12
SPOTIFY DISPLAY: CPM $8
TOTAL COST: $2,856,000

SHORT TAILS
SUPER10

with
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FLAVOR MAP

Primary research indicated 63 percent of the target audience consider 
availability important when purchasing ready-to-drink beverages. To 
make Snapple more accessible to consumers, a flavor map will be added 
to the Snapple website. This allows consumers to locate Snapple flavors in 
their area, offering a valuable online tool to drive in-store traffic within the 
digital space. Users can also request flavors to be introduced to their area. 
Agency 147 will hire a web designer tasked with creating and managing the 
flavor map. 

REACH: National
TIMING: Launching March 2017
TOTAL COST: $77,550

REACH: National
TIMING: April - May
TOTAL COST: $750,000

REACH: National 
TIMING: September 18 - October 20
TOTAL COST: $83,255

#LOOKBEHINDTHELABEL

#MYSIPSTARTS CONTEST

Snapple will team up with the National Alliance on Mental Illness (NAMI) 
to inspire a movement that combats the stigma associated with mental 
illnesses. Participants will be directed to illustrate how they overcame their 
illness by posing for a picture with their journey written on the back of 
their Snapple label and posting them to social media under the hashtag, 
#LookBehindTheLabel. For every picture posted with the hashtag over the 
course of Mental Health Awareness Month, Snapple will donate $1 to NAMI, 
up to $750,000.

Snapple will inspire interaction with the Super Shorts campaign by hosting 
the My Sip Starts contest. Contestants will create their own 15-second stop 
motion video describing moments started with a sip of their favorite Snapple. 
They will then post the finished products on Facebook and Instagram with 
the hashtags, #LongStoryShort and #MySipStarts. Awareness of the contest 
will be generated through Promoted Posts and sponsored content. Five 
finalists will be selected by Snapple and the winner will be chosen based 
on likes and shares. Prizes for the six-week contest include a $50,000 cash 
prize for first place, a Mini Cooper for second place, and a weekend getaway 
to Disney World for third place complete with fast-passes for three guests.

Click here its a Good Cause!

http://www.supershortscampaign.com/socialresponsibility.html
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WI-FI KIOSKS

Agency 147 will take advantage of New York City’s smart city initiative by 
placing ads on freestanding digital Wi-Fi kiosks that will be placed 
throughout the city during 2017. Placements will feature static and video 
executions from the Super Shorts campaign and will reach consumers as 
they explore this new technology.

Out-of-home engagement tactics will engage spot and national audiences 
with quirky activations designed to complement national impressions and 
obtain earned media exposure.

REACH: New York City 
TIMING: May - August 
TOTAL COST: $80,000

out-of-home tactics

SNAPPLE UNDERGROUND

Snapple will engage New York City commuters by sponsoring Wi-Fi in 
the subway. When connecting, riders will be required to sign in through 
Facebook, generating digital word-of-mouth impressions and allowing 
for Super Short banner ads, GIFs and video ads to be viewed. Signage 
will also be placed on subway platforms and trains to maintain top-of-mind 
awareness. To further the effectiveness of the message, interior wraps will be 
placed in select subway cars.

REACH: New York City
TIMING: May - August
TOTAL COST: $1,005,570
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SUPER SHORTCUTSPARKING METER REDUCE. REUSE. RE-SNAPPLE.

Snapple-branded “shortcuts” will be 
placed in metropolitan areas that experience 
high volumes of foot traffic to reinforce the 
connection between super shorts and 
unexpected delights. These pathways will 
be located on corners, courtyards, and other 
places where consumers could cut through. 
Super Short signage will identify this 
short attraction as being placed by Snapple.

On National Tea Day, Snapple will treat 
consumers to free parking with snapply, 
branded meters. Coupons will be available on 
the parking meter wraps for consumers to 
snap a photo of and redeem at a time of their 
choosing. 

Branded public glass recycling bins will be 
placed throughout spot markets to deliver 
an environmentally conscious message that 
highlights Snapple’s iconic glass bottle. The 
outside of the bins will contain the message 
that consumers are taking a small step to 
improve the world around them. 

REACH: Spot Markets
TIMING: July 2 - 8
TOTAL COST: $38,000

REACH: Spot Markets
TIMING: National Tea Day | June 10  
TOTAL COST: $603,364

REACH: Spot Markets
TIMING: Entire Campaign 
TOTAL COST: $20,000 

LONG STORY 
SHORT

it’s your fast track to flavor
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SUPER SHORT SHADOW

Snapple will conduct a promotion during the North American Solar Eclipse on 
August 21, 2017. Viewing parties will take place in Portland, OR and Atlanta, 
GA, featuring a local DJ, food trucks, branded sunglasses, and Snapple 
takeaways. The national audience will be engaged with a relevant Snapple 
branded Snapchat filter featuring purchase-driven messaging, and a 
10-second ad on the eclipse live story. 

REACH: National and Spot 
TIMING: August 21
TOTAL COST: $731,472 

SNAPPLE LOUNGE - #FINDYOURFLAVOR

Snapple will engage passersby in high traffic urban areas with a pop-up 
Snapple lounge. Wedged between buildings in metropolitan areas, these 
seemingly short lounges will feature all flavors of Snapple. Complementary 
messaging will also be available driving consumers to find their favorites 
later on the Flavor Map. To increase opportunities for earned media, a giant 
Snapple bottle will be placed by the lounge, encouraging consumers to take 
a picture and share on social media with the hashtag, #FindYourFlavor. Mini 
Snapple bottles will be available as a takeaway.

REACH: Spot Markets
TIMING: April 4 - June 6
TOTAL COST: $301,800
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BILLBOARDSSUPER SHORT STREET ART

Billboards will be placed in cultural clusters during seasons with 
corresponding digital outreach. These placements will showcase the super 
short experience with unique stories illustrating Super Shorts with a quirky 
visual shortcut.

The Super Shorts campaign will integrate unexpected delights with an 
artistic perspective. Branded street art will be placed at the bottom of 
buildings in high traffic areas. From afar, a Snapple bottle will be spilling out 
an illusion of whimsical waves.

REACH: Cultural Cluster Spot Markets
TIMING: February-April | September-October
TOTAL COST: $2,100,000

Reach: Spot Markets
Timing: April 24 - 28
Total Cost: $500,000
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TWITTER VENDING MACHINE

Touchscreen vending machines will be placed in heavily populated 
areas in the New York City. These activations will give consumers the 
option to pay for a Snapple or receive one for free simply by sending a 
Tweet. If the latter is selected, users will enter their Twitter handles and the 
machine will tweet them a prompt, such as “You had to be there when...  
#LongStoryShort…” the user must reply by including the hashtag and finishing 
the story. Once the reply has been processed, the machine will dispense a 
free Snapple. This presents an opportunity for earned media and increased 
social media interaction. The hashtag, #LongStoryShort will organize a Twitter 
feed of quirky user responses. 

REACH: New York City | Union Square | Herald Square | Grand Central Station
TIMING: May - August 
TOTAL COST: $442,750

MINI FOOD FEST

Snapple will leverage its partnership with Tastemade by hosting a mini-food 
festival in New York City. The festival will emphasize the Super Shorts 
campaign by featuring a variety of miniature sized foods prepared by 
Tastemade chefs. Snapple will feature it’s own miniature creation by giving out 
mini-bottles filled with Snapple as a super “short and sweet” treat. 

REACH: New York City
TIMING: August 31
TOTAL COST: $1,500,000

TASTEMADE PARTNERSHIP

Snapple will partner with Tastemade because they produce short-form 
content that aligns with the Super Shorts campaign and have a large 
following within Snapple’s target audience. Snapple will utilize Snapchat 
by taking over Tastemade’s discover story for one day, focusing on their 
“Tiny Kitchen” segments and recipes featuring Snapple. Videos created 
by Tastemade will be available on social media and will suggest meal 
pairings for Snapple. 

REACH: National
TIMING: Entire Campaign 
TOTAL COST: $300,000
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IN-STORE SNAPPLE BAR

SNAPPLE FRIDGE-ITAL

In-Store activation tactics will be placed throughout ten grocery or 
convenience stores in designated spot markets. In cities that contain cultural 
clusters, three of the stores will be ethnically diverse. 

Primary research indicated that consumers would be more likely to purchase 
Snapple if given the opportunity to try it first. To drive trial, grocery stores in 
our spot markets will feature mini taste test bars. These bars will include fun 
features from the Snapple Lounge such as exclusive Snapple tap handles. 
Miniature bottles filled with Snapple will be given as a takeaway. 

Snapple Fridge-itals, or refrigerators with advanced display technology, 
will showcase videos of quick and easy recipes embedded in the 
glass. The refrigerators will be stocked with Snapple flavors that complement 
the featured dishes. Recipe card takeaways will be available on-site. 

REACH: Spot Markets 
TIMING: April 4 - June 6
TOTAL COST: $113,048

REACH: Spot Markets
TIMING: Entire Campaign 
TOTAL COST: $494,000

in-store activations



MEDIA & PROMOTIONS 21

SNAPPLE SNIPPETSPICK 6

Agency 147 will install Raspberry Pi computers into convenience store 
fridges to catch the attention of browsing consumers. Each time the 
refrigerators are opened, a short pre-recorded, celebratory sound will play, 
diverting attention to Snapple. Examples include cheering, a heavenly 
choir, motivational sayings, and songs. Window clings and popping 
floor stickers will ensure that Snapple takes ownership of this unexpected 
delight.

To leverage the popularity of football season, Pick 6-themed end-cap 
displays will be placed in select spot market grocery stores, allowing 
consumers to put together a customized Snapple six pack. Digital touch 
screens, complete with in-store signage, will invite consumers to play 
short games such as a memory fact matching game. Signage will feature the 
Snapchat ghost, directing consumers to add Snapple to their friend list. 

REACH:  Spot Markets
TIMING: May 1 - August 31
TOTAL COST: $31,821 

REACH: Spot Markets
TIMING: February 6 - 17 | September 18 - 29
TOTAL COST: $282,150



EVALUATION & CONCLUSION

Campaign progress will be tracked through tactical metrics, as well as surveys and focus groups specifically 
designed to uncover where Snapple sits in the mind of the consumer. This will be achieved by distributing  
national research efforts before campaign launch, after six months, and at the campaign’s conclusion. 
In relation to Agency 147’s growth strategy, the sales volume of cultural clusters will be closely monitored and 
reviewed quarterly to determine if the allocation of message frequency needs to be adjusted to the needs of the 
geographic landscape.  

Agency 147 is dedicated to providing proven results and will work alongside Snapple’s marketing  
team to ensure that all facets of the Super Shorts campaign are being optimized to perform at their  
highest potential.

The Super Shorts campaign is engineered to produce cost-efficient frequency and is projected to furnish 
approximately 2.4 billion impressions from the digital media strategy alone. OOH tactics and in-store 
activations will supply supplementary campaign material designed to drive brand relevance and top-of-mind 
brand awareness through meaningful engagement outlets. 

Based on provided sales data and trademark volume goals, it can be determined that a minimum of 388 million 
glass bottle singles would need to be sold to effectively complete the challenge. Agency 147 estimates that a 
minimum of 105 million people would need to be successfully converted for this to become a reality. 

• Market share
• Social media engagement and analytics 
• Sales generated from in-store promotions
• Event participation

• Snapple website traffic 
• Twitter vending machine interaction
• Click-through rates of online ads
• Contest involvement 

measurement

what we offer

performance indicators

metrics

Evaluation & Conclusion
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EVALUATION & CONCLUSION

The Super Shorts campaign will facilitate trademark growth with a strategy that maintains consistency with 
Snapple’s brand identity, while being adaptable to the evolving media landscape. This will be key as Snapple 
moves to reassert themselves within the competitive shelf. The Super Shorts campaign will overcome Snapple’s 
low consideration by integrating themselves into the lives of consumers in a manner that is relevant to their 
interests. This campaign gives Snapple ownership over the “you had to be there” kind of moments, offering the 
opportunity for longevity. Media and promotional activations were designed as carefully considered touchpoints to 
connect the target audience to the Snapple experience with whimsical bouts of impactful brevity. 

The Super Shorts campaign is the solution Snapple needs to re-establish their presence within the category and 
reconnect with today’s consumer. Long story short, we are committed to your growth and would be honored to 
earn your business.

conclusion

budget

Total: $50,000,000

4% 3.3%
1%

20%

2%

10.5

6.9%

13.8
Agency Fee: $2,000,000

Contingency: $1,650,770

Staffing: $454,000

Production: $10,000,000

Evaluation: $1,000,000

TV: $5,232,000

Digital: $19,530,000

OOH: $3,438,000

Promotion: $6,899,230
38.5%
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FLOWCHART

Flowchart
Total Cost

2 9 16 23 30 6 13 20 27 6 13 20 27 3 10 17 24 1 8 15 22 29 5 12 19 26 3 10 17 24 31 7 14 21 28 4 11 18 25 2 9 16 23 30 6 13 20 27 4 11 18 25

$5,232,000

Network $2,400,000

Cable $2,800,000

Spot 32,000

$19,326,000

Pandora $2,856,000

Spotify $3,600,000

YouTube $4,000,000

Twitter $2,070,000

Facebook $1,500,000

Instagram $1,250,000

Hulu $3,000,000

Buzzfeed $150,000

Banner Ads $900,000

$8,953,761

WIFI Kiosk $80,000

Snapple Underground $1,005,570

Vending Machine $442,750

Subway Wrap $720,000

Street Art $500,000

Billboards $2,100,000

Super Shortcuts $38,000

Parking Meters $603,364

Snapple Lounge $301,800

Flavor Map $77,550

Mini-Food Fest $1,500,000

#MySipStarts Contest $83,255

Reduce.Reuse.ReSnapple $20,000

Super Short Shadow $731,472

#LookBehindtheLabel $750,000

$1,221,019

Snippets $31,821

Fridgeital $494,000

Pick 6 $282,150

Snapple Bar $113,048

Tastemade $300,000

$34,732,780

Blue = CC's

Jan Feb March April May June July Aug Sept Oct Nov Dec

Television

Digital & Social

OOH

In-Store

Total Cost
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