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Tagline



Born in New York 44 years ago, Snapple has grown to 
be an iconic brand all over the country. From the classic 
glass bottle to the ubiquitous Snapple facts, Snapple 
has become well known for it’s fun, quirky brand. Their 
great-tasting, all-natural drink has passionate followers 
in New York and high brand awareness throughout 
the country.

Currently, Snapple is facing a growing industry with 
stiff competition. To continue to grow, they need to 
convince New Yorkers to keep drinking Snapple, and 
the rest of the country to try more Snapple.

Case Overview

To keep New Yorkers drinking Snapple, and to drive 
trials in the rest of the country, we will develop a 
comprehensive campaign that focuses on increasing 
frequency. This will utilize a strategy that connects both 
the Northeast and the rest of the country, with tactics 
that target the different regions.

These tactics will engage heavy users to grow brand 
loyalty and target light users to address the discrepancy 
between brand awareness and brand consideration. 
We believe we need to leverage Snapple’s brand equity 
while focusing on use occasions in order to grow 
Snapple’s volume nationwide.  

Objective

Grow Brand Relevance 
through engagement 
tactics with Heavy 
Snapple Users

HEAVY USER

Grow Purchase 
Frequency: Grow Heavy 
User Buying Rate from 
9x to 10x per year 

Drive Trial by converting 
our high Awareness 
(90%) to Top of Mind 
Brand Awareness (15%) 

LIGHT USER

Grow Purchase 
Frequency: Grow Light 
User Buying Rate from 1x 
to 3x per year

Grow Snapple TM volume in the United States.
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135
Survey

Responses

60
Articles

Analyzed

35
Interviews
Conducted

45
Trends

Analyzed

15
Hashtags 
Analyzed

327
Total

Impressions

Reseach Overview

Research Methodology

As we see it, the backbone of every successful 
campaign is thoughtful and purposeful research. Rather 
than working off mere hunches, we make decisions 
based on facts and proven cultural truths. While 
advertising may be a creative industry in practice, 
creative ideation and execution must be driven by an 
in-depth research process. 

When we were first presented with this project, we 
immediately dove into a secondary research phase. 
It was during this phase that we developed a true 
understanding of the tea industry and the behaviors 
of the its consumers. After analyzing research articles, 
published trends and studies and social media 
interactions, we moved on to a primary research 
phase. It was in this phase that we conducted in-depth 
interviews and a survey built from our initial findings. 
During this phase we were able to fine-tune our 
research in accordance with our specific needs.

The 327 impressions we gathered ultimately drove us to 
unique insights, an appropriate strategy and effective 
tactics and executions. 



Premium

Value

FunSerious

Objective

Key Findings

To get a better idea of where Snapple fits in the current 
tea landscape, we did a competitive analysis of popular 
brands. We wanted to know how they currently market 
themselves and they how they fit in the tea market.

1. There is a crowded natural, health premium space.

2. The premium brands haven’t figured out how to   
    present themselves as fun.

Competitive Analysis
Brand Tagline Tone Summary

“Life is 
Sweet”

“Real 
Brewed Tea”

“Kinda Out 
There”

“Be More Tea”

“The Taste 
that Brings 
you Home”

Happy, 
Customer 
Focused

Premium,
Genuine, 

Authentic.

Edgy, with a 
Fun, 

Weird Twist

Encouraging, 
Uplifting, 

Warm

Soothing, 
Relaxing, 
Pleasing, 

Joyful

Trendy, with 
a variety of 

flavors
and appeal

Natural 
Ingredients,

Focused, 
Premium

Affordable, 
Fun, 

Appeal to 
younger 
audience 

and trends

Affordable 
and reliable/

traditional

Middle, 
Reliable, 
Family 

Focused

Opportunity

Snapple can push their brand further into a fun, playful 
persona to differentiate themselves from the other 
premium brands who are striking a serious tone.
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Competitor Research

Strengths

Weaknesses

Opportunities

Threats

Brand Equity

Unique, Quirky Personality

Experience of Drinking Snapple

Culturally Relevant

Narrow Campaign Focus

Unorganized Social Presence

Lack in a Positive Health Perception

Correctly Reach New Yorkers

Build on the unique Snapple 
Experience

Growing Tea Category Overall

Premium RTD and Loose Leaf Tea 
Brands 

Healthy, Low Sugar Beverages

Objective

After crafting the competitive analysis, we looked 
at what Snapple has done, and where there may be 
opportunity to grow the brand compared to their 
competitors.

Summary

We found that above all else, Snapple owns the fun 
drink experience. The pop of the cap, the Snapple facts, 
and the glass bottle all add up to a unique drinking 
experience that breaks up your day. The Snapple brand 
also has a distinct place in culture. The fun, quirky brand 
Snapple has fostered has brought the brand into the 
cultural conversation.

In the past, Snapple has lost this playful personality 
through messaging going after a more healthy, natural 
experience. While this may be a current trend in 
the market, we found that nutrition is not a primary 
quality that our target values in relation to our specific 
message. We believe that Snapple should leverage 
their brand equity and build on the unique Snapple 
experience instead of mixing their messaging. 

Beyond this, messaging has been further convoluted 
through New York specific campaigns. While the 
heartland and New York are incredibly important, 
we think that a regional-only campaign narrows the 
audience and alienates people outside of the region. 

The three opportunities presented themselves and  
were investigated further through consumer research.

Research | 6



Research | 7

Consumer Research

Objective

Investigate the consumers’ perception of the brand, the 
tea category, and their purchasing decisions. 

Summary

By conducting a series of in-depth interviews, we 
learned more about the fun-loving Snapple consumer. 
We found consumers drink Snapple because of the 
unique, quirky experience it’s iconic glass bottle affords. 
They appreciate the refreshing pop of the cap and the 
piece of trivia that lies inside. 

Despite positive brand awareness, people aren’t 
considering Snapple when they get to the shelf. With 
this, we focused on the buying behaviors of consumers 
in order to discover when they drink tea. The results 
were clear: people drink tea and juice in the afternoon – 
at work. 

To understand why this is, we searched for what people 
are looking for in the afternoon while at work. Our 
survey results showed that not only does our target 
market crave refreshment and enjoyment, but they also 
use consumer product goods to feel better and ease 
stress.

Snapple has the opportunity to become the drink 
of choice for people looking for a solution to break 
through the dullness of afternoons spent at work. 

Brand Perception

Brand Usage

Usage Occasion Buying Decision

of people drink Snapple in the afternoon.77%



Work & Play Lifestyle

Objective

To understand the need for a light break in the 
afternoon, we looked at how consumers are currently 
approaching work and play in their workday.

Summary

Every working person can relate to moments of 
feeling disengaged at work. Through our research, we 
found that people have monotonous afternoons, and 
discovered what we could do to address this need.

We found that a key reason for disengagement was 
a lack of positive, fun activities at work. In order to 
foster a more favorable work culture and environment, 
work and play must coexist. By welcoming brief, yet 
meaningful breaks to their workday, people will enrich 
their time spent in the office.  

Employees at companies that promote fun and play at 
work have high job satisfaction, low social media usage 
at the office, better mental health, more creative ideas, 
and overall better work quality.

“I drink Snapple to have something different in my day”
Beth, 42

“48% of people we 

surveyed cite that their 

work does not promote 

fun activities.”

Business Insider 5

“30% of employees in 

America feel engaged 

at work”

New York Times 1

“If people are having fun, 

they’re going to work harder, 

stay longer, maintain their 

composure in a crisis and take 

better care of the organization.”

Monster 8

“88% of Millennials want a fun and social workplace environment.”
Business Insider 5
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Cultural Trend Research

Nostalgia Effect

•	Things that connect us with our childhood memories       
make us more willing to pay a premium for those products.  

•	Marketing products around the theme of nostalgia can   
   foster social connectedness 

•	People who were asked to think about the past were    
   willing to pay more for products than those who were   
   asked to think about new or future memories

Play Ethic

•	Adults are looking for ways to momentarily indulge 
   their inner child.

•	With adulthood comes a new set of responsibilities,  
   but there’s no reason adult responsibility can’t be 
   infused with a bit more fun and play.

•	Opportunity to bring joy and playfulness into  
   everyday experiences

Overworked and Underpaid

•	Americans are working more and more, while wages 
   haven’t risen for the past 30 years.

•	People are expected to be available all the time. 

•	Brands that can provide consumers a mental relief  
   may be able to tap into this need for a more balanced,  
   enjoyable lifestyle.

check work email on weekends. 15

check work email on sick days. 15

check work email on vacation. 15

“In the era of “#tbt,” millennials tap into personal wells of 
nostalgia on a near-weekly basis. Brands would be wise to 
plug into these feelings, and create new ways personalize 
nostalgia in marketing in 2016.” 4

“It’s not enough for American adults to just be youthful 
anymore; now it seems many want to be kids.” 9

Our cultural trend research focused on the overworked/
underpaid American, the nostalgia effect, and the idea of 
play ethic.



New York Story

Alarm goes off

Finally get out of bed

You’re already on your second cup  
of coffee

Sprint out the door to catch the 7:03  
L Train 

Man sneezes on the back of your neck 
on train

Cut through crowds to make it to  
the office

Groan because it’s only 10:40

Pays too much for a cold cup of soup 
from a  cart outside

Ponder how your bosses face could 
possibly be that red as he yells at you

Wish your boss was still yelling at you 
to save you from the boredom

Look at your puny “done stack” and 
wonder what you’ve done all afternoon

Wonder if you’ll actually get out in time 
for dinner tonight

Coast is clear, you commit to bowing 
your head and dipping out before 
anyone notices

6:00 AM

6:13 AM

6:30 AM

6:54 AM

7:23 AM 

8:05 AM 

10:45 AM

12:15 PM

1:58 PM

3:24 PM

4:52 PM

5:14 PM

6:02 PM 

For millions of New Yorkers, this story is all-too 
relatable. The people of The Big Apple work hard 
therefore, they need to play hard too. With a  
campaign committed to making work lives more 
favorable, New Yorkers will continue to be Snapple’s 
most loyal ambassadors.

The insights and cultural trends we identified 
resonate with the New York market more than any 
other. Through this campaign, we’ll bring fun to the 
offices of the city that never sleeps.

“People living in eastern states such as New York are likely to be anxious, stressed, impulsive and prone to heart disease.” 13
“New Yorkers spend more time 

getting to work each day  than 

commuters anywhere else in 

the country. They also log in 

more hours at work once they 

get there than workers in most 

other areas.” 1
1

New Yorkers report an average 

stress level of 5.2 on a 10-point 
scale where 1 is “little or no 

stress” and 10 is a “great deal 

of stress.” Comparatively, this is 

higher than the level of stress 

they define as healthy: 4.0.” 12
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“22 percent of New Yorkers 

report experiencing extreme 

stress (an 8, 9 or 10 on a 

10-point scale) and 35 percent 

report th
at their stress 

increased in the past year.” 
12



The Big Idea

Starting from the foundation of what makes Snapple 
unique, we found a rallying cry around what Snapple 
should stand for - play. While the benefits of play at 
work are being realized more and more, the working 
world hasn’t recognized how important fun and play is 
to who we are as human beings. It becomes paramount 
during the afternoons at work when people hit a wall 
and need something different to get through the day. 
Play is something that allows every American to enjoy 
their life more, starting at the office.

The opportunity for Snapple is to be the brand that 
provides a playful break in people’s day. As people’s 
work lives and personal lives get increasingly blurred, 
Americans need a way to stand up against all the 
different forces discouraging the fun we all need. 
Snapple can be that brand by starting a conversation 
about how people can bring play into their work world. 

We need to show the Snapple consumer they should 
embrace their inner playfulness.

Insights

Culture

Consumer

Brand

Play is good for work, but it hasn’t 
been implemented into most 

businesses.

We’re our work selves all the time, 
so we don’t get to be our play 

selves.

Snapple’s drinking experience 
allows for a change in mindset/

pace/mood
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#OurPlayEthic
Instagram Contest

Our earned social media 
strategy will center on 
a contest encouraging 
companies across the 
country to share how they 
“play” using the hashtag 
“#OurPlayEthic”. Companies 
will share their photos of 
playing ping pong, pinball, 
foosball, and any of the other 
crazy things employees do to 
cut through the monotony of 
an average work day. 

The company with the photo 
with the most likes will win an 
office wide day at the nearest 
amusement park. Employees 
and their families will have 
free reign of the whole park 
for an entire day, getting to 
enjoy all the rides and games 
it has to offer. 

With this contest we 
hope to generate a larger 
conversation around the 
importance of play in the 
workplace. Happy and 
relaxed employees are more 
productive and companies 
that encourage these types 
of activities are generally 
more successful. We want to 
highlight and reward those 
forward thinking companies 
for showing us their 
#PlayEthic.

bluegiant

bluegiant  Ready to show off #OurPlayEthic
during office olympics!
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#OurPlayEthic
Website Landing Page

The website is the hub of the 
contest where we challenge 
offices around the country 
to show us how their office 
works on their play. This site 
will display the Instagram 
images from participants on 
Snapple.com/OurPlayEthic. 

This page is the perfect 
place to check up on the 
competition and get ideas for 
new playful moments in the 
workplace. 
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Experiential

Little Moments of Play Kit 

It’s the little things in life. 
Incorporating the notion 
of taking a break through 
activating “fun” kits allows for 
work fun. Instead of scrolling 
through Facebook, Instagram 
or Snapchatting your BFF, 
why not play a quick game 
of trash hoops with your 
co-worker? Here’s to making 
work fun. How do you play? 

Play will be introduced 
to offices through starter 
kits. Jam out to Green Day 
with pencil drumsticks. 
Horse around and play mini 
pranks on coworkers. Even 
participate in a battle of tic-
tac-toe. The fun is up to you.
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In-Store 
Activation

Cooler Decals and Hopscotch

Snapple can create a 
shopping experience that 
capitalizes on bringing play 
back into our day to day lives. 
We would create panels that 
resemble sidewalk chalk that 
would stick to the tiles of 
a Snapple retailer detailing 
a game of hopscotch. This 
could be used in the aisles of 
any large Snapple retailer and 
would further advance the 
idea that Snapple adds a bit 
of fun to the mundane.

To utilize the space where 
Snapple bottles are shelved, 
decals have been made to 
place on cooler doors. These 
decals can also be placed 
on endcaps, depending on 
where the retailer places the 
product. 
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Billboard
Perfect Your Jumpshot

Billboards are a wonderful 
way to get the attention of 
city dwellers. Using billboards 
is an especially good way 
to target New Yorkers 
specifically. 

In this rendition, the imagery 
depicts a Snapple cap 
being flung into a trash can 
accompanied by the text “No 
better time to perfect your 
jump shot.” This idea reflects 
the play elements relating to 
basketball. This concept also 
ties into our video content.
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Print

Magazine Spread

The magazine print ad is a 
two page spread that really 
catches the eye. Motion 
and vibrant colors are 
represented in the graphics 
to show playful activity. Once 
again, office supplies are 
partnered up with an aspect 
relating to Snapple (in this 
case the bottle) and indicate 
the whimsy of a breaktime 
game. 
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Social Media

Toss Your Work Aside 

This simple, yet provoking 
image with text would make 
the viewer imagine scenarios 
where a Snapple-induced 
break could be beneficial 
for the average workday as 
it would revitalize any office 
worker who needs that 
fifteen-minute break

Also, since this will be shared 
across social media, it would 
encourage people to share 
different ways that they like 
to blow-off steam and have a 
little harmless fun at work.

The imagery is inspired by a carnival ring toss game using 
Snapple bottles and office supplies. 

Accompanying this tagline would be the hashtags 
#playethic and #workonyourplay
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It’s About the Game:

A man, Kevin, wearing a 
sweatband, a black eye 
marked on his face, slumps 
down forcefully into a chair at 
the corner of the cubicle.

“I’m getting destroyed out 
there!  He’s just too fast!”  
One guy comes over and 
rubs Kevin’s shoulders, 
while another worker gets 
in Kevin’s face and says, “it’s 
not about how many hits you 
take.  It’s about the game!  
Here, drink this.”  Coach 
hands Kevin a Snapple. Kevin 
drinks some, then pours 
the rest on his head and 
shoulders, drenching his hair, 
shirt, and tie. 

Kevin gets up, doing some 
arm stretches and bouncing 
up and down on the balls of 
his feet, shaking his hands.  
He walks in slow motion 
forward.  The shot is set up 
so we see Kevin and the two 
behind him, but not what’s in 
front of him.

VO:  It’s not about how hard 
you hit the mat, it’s not about 
how many hits you take.  
It’s all about the game.

TV Spot

The Reveal:  Kevin is playing 
a game of Rock’ Em Sock’ Em 
robots with another coworker, 
and he steps back up and begins 
playing again.  Coach and the 
guy that was rubbing shoulders 
gather around to watch. 

Words on the Screen:  Snapple.  
Work on your play.

“How’d he get the black eye?”
“I have no idea...”

The TV spot would run as part one of a three part video 
series. The other two commercials would run as digital ads 
as described on the next page. 
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Digital Ads

Chariots of Fire

We have a shot of Terry, an office worker making copies at the printer.  
Another guy in the office shouts, “Terry!”  Terry looks, and the other guy 
hands him a Snapple, like one runner hands a baton to another.  The 
music from Chariots of Fire (or similar inspirational music) plays, while 
Terry begins sprinting across the office.  The scene is in slow motion as 
Terry rips off his shirt and pants, and is wearing a tracksuit underneath.  
Everyone in the office gets up from their chairs, turn, and begin cheering 
him on.  As he reaches the end of the room, a door opens in front of 
him, and his boss walks out.  Terry stops, time resumes normally.  “I got 
you your Snapple, boss.”  The boss takes the Snapple, pops the cap, 
and takes a sip.  The boss smiles, and takes Terry’s wrist and raises his 
arm above both their heads, declaring him the winner.  The whole office 
erupts in cheers.

VO/Words on Screen:  Snapple. Work on your play.

Cap Toss

We open on a man or woman (henceforth known as Kim) who has just 
completed a huge stack of paperwork.  Kim turns to the Snapple on 
their desk, pops open the cap, and takes a sip, while flicking the cap 
across the room towards the trash can.  We hear a frustrating clack as 
it bounces off the rim or hits the wall.  Kim, with a determined grimace, 
rises from the chair and goes to get the cap, trying again.  Still nothing.  
Kim gets up, gets the cap, and tries again. The more Kim tries, the more 
the other workers in the office rally around Kim, cheering them on and 
watching the game progress.  Everyone begins to cheer Kim on.  Then 
comes the moment of truth.  Kim flicks the cap into the air, and it travels 
across the room, while the camera cuts to the workers, whose eyes 
follow the cap across the room.  They’re all incredibly invested.  Some 
have their ties around their heads, others have foam fingers, or really big 
boxes of popcorn.  Some are jumping in the air, while others grab their 
hair in nervous anticipation. 

The screen simultaneously locks up as we hear the satisfying sound of 
the cap hitting the bin and staying in, the entire office cheering.  The 
words show up on the screen as we have a shot of the cheering thrall of 
workers in the distance, out of focus.  “Work on Your Play,” #playethic
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TEA Talks

Breaks Worth Taking 

Going off of the iconic “Ted 
Talks”, TEA Talks would be 
given by influencial bosses on 
how to “play”. Snapple facts 
can be incorporated to each 
Tea Talk.

The talks would run through 
how to play simple games 
like Four Square, Hop-Scotch, 
Wall-Ball, Garbage Can 
Basketball, or PIG. Anything 
that gets the blood flowing, 
body moving and mind 
thinking. 

These Tea Talks would be 
given by successful CEO’s, 
CMO’s CIO’s and thought 
leaders that normally give 
more serious talks. The Tea 
Talks go along with the quirky 
and fun tone of Snapple that 
would bring new ideas about 
having fun in the workplace. 
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PR

Boys and Girls Club Field Day

What better way to give back 
than to partner with one of 
the most beneficial charities 
to children across the 
country: The Boys and Girls 
Club of America. Kicking off 
in New York City, Snapple will 
put on city wide field days. 

At these events kids will 
participate in classic field day 
games such as relay races, 
water balloon toss, and kick 
ball. All of these events will 
highlight the importance of 
play and physical activity 
in everyday life  while also 
creating goodwill towards the 
Snapple Brand. 



Media Plan

Television

We believe that Millennials have 
a strong tie to television and that 
our TV spots will target them 
effectively. We chose MTV, TLC, 
Food Network, E, and VH1 index as 
they high for this demographic. 

We also chose CNN and CNBC, 
specifically running morning TV 
ads to reach our target consumer 
before they go to work.

Paid Social

We chose to use social media as 
a way to connect to our millennial 
market. This is essential to any ad 
campaign because of how relevant 
it is to our target age. We decided 
the platforms that would work 
best for the Snapple brand are 
Instagram, Facebook, and Twitter. 
These ads will also be served in the 
afternoon usage occasion to grab 
those consumers who are looking 
for a break.

Print

Print advertisements were included 
to convey our campaign to a mass 
audience. We believe these ads 
do an effective job at summing 
up what Work On Your Play is all 
about. US Weekly, Vogue, Mens 
Fitness, and Time were chosen for 
their high indices for the target 
consumer.

Digital

To extend our message to digital 
channels, we targeted digital video 
services to engage our audience on 
the websites they love.

These videos will live on Vimeo 
and Youtube. Youtube will 
specifically be advertised in the 
early afternoons to capture that 
afternoon lull consumer. Other 
digital and online platforms will be 
beneficial for those that are enticed 
by visual  experiences.

Out of Home

We believe the best way to show 
off the Snapple brand is by getting 
it out in the public, through subway 
and billboard ads. In places like 
New York, where there is a lot of 
hustle and bustle in the city just one 
glimpse of our Snapple ads will be 
placed for brand awareness.
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The workplace setting connects back to New York especially 
well and still has the ability to be relatable nationally.
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Budget and 
Timeline

Media Plan

This campaign will be 
structured in two tiers. The 
first will be brand awareness 
for the Work On Your Play 
campaign, the goal being 
to inform a wide arrange 
of consumers of the new 
campaign. This will include 
TV, Paid Social, OOH, Print 
and Retail for the first nine 
months.

The second wave of the 
campaign will get people to 
participate in the #playethic 
movement. This will drive 
activation specific to our time 
of day usage opportunity. 
Executions for this wave will 
include Digital, Earned Social, 
Website, Experiential, and PR 
for the last three months. 

See the breakdown on the 
right for the paid media 
schedule along with total 
cost breakdown.



Campaign Evaluation

Measurement

The campaign will be measured through two six-month 
evaluations to determine how effective the campaign 
has been. The first evaluation will be a KPI check-in to 
monitor overall campaign effectiveness.

We will analyze the following things.

•	Social media likes and shares

•	Number of usage of #playethic

•	Number of social media mentions

•	Revenue increases by region

•	Usage occasion purchase rate

During the second month, we will measure all of these 
things along with the key goals given to us at beginning 
of this case.

•	Brand awareness for all users

•	Brand relevance for heavy users

•	Purchase frequency for heavy users

•	Top of mind brand awareness for light users

•	Buying rate for light users

•	Usage occasion purchase rate
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Projections

Billion 
Impressions

Million 
Sales

Million 
Profit

Hulu: 98 million
Youtube: 2 billion
Website: 3million
HBO: 112 million

Yahoo!: 72 million
Amazon: 108 million

New Yorker: 24.5 million
Time: 24 million

US: 15 million
Vogue: 12.750 milion

Men’s Fitness: 72 million

62.4 million 652 million 65.8 million

Digital Print

Impressions Break Down

Budget: $45,000,000

TV Paid Social OOH

+3.26 +82 +$64
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