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For the past 88 years, Ocean Spray has been the world’s leading resource for 
all things cranberry. Ocean Spray’s primary consumers have grown up with its 

products and continue to use them today. From the largest moments of life to the 
simplest, Ocean Spray has been there for it all. Cranberries have brought families 

together for Thanksgiving dinner and comforted children when they were sick. 
Ocean Spray is more than just its products; it is a unifier among people. 

Now that the majority of Ocean Spray’s consumers are over the age of 45, Ocean 
Spray wants to shift focus toward the millennial market. While Ocean Spray has 
established itself as a brand common among families, it is not top of mind when 

millennials think of popular juices. Instead they associate the brand with something 
catered more toward their parents and grandparents rather than themselves. 

OCEAN SPRAY’S OBJECTIVES
Drive relevance among millennial audience

Grow household penetration for millennials

Highlight Ocean Spray’s various products 

Connect with millennial lifestyles and values 

7

10

17

19

21

Ocean Spray has the opportunity to change its reputation to relate 
to millennials, while pushing them to always strive for more. Through 
an energizing and motivating campaign, Ocean Spray will command 

millennials’ attention by directly speaking to their natural desire to go 
further. Ocean Spray continues to want to be the brand that is there 

for every moment of life. 

Team 769 plans to carry on this tradition, while also molding 
Ocean Spray’s brand and positioning its products to accompany 

millennials on their journey. 
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RESEARCH FINDINGS
• Of millennial participants who drink cranberry juice,

40% say the main reason they drink it is because of its unique
taste. However, 44% of those who do not drink cranberry juice,
don’t because of taste.

• Although many perceive juice as healthy, survey results show
millennials associate juice with high levels of sugar.

• Focus group and individual interview participants revealed that
millennials don’t care about a brand’s heritage when it comes
to the food and drink industry.

TOTAL RESEARCH TOUCHPOINTS: 2,141

Results after 200 taste tests where participants were asked 
“Would you buy this product?”

77.4%
YES 59.3%

YES 

72.3%
YES

Cranberry MocktailCran-Apple
“The most important factor when choosing what juice 

I drink is taste.”

“I like variety in my food and drink choices.” 

“I like food with a lot of flavor.” 

Interview Findings: 782

Survey Respondents: 856

Focus Groups: 4 sessions, 28 participants 

Creative Testing: 75 participants 

Concept Testing: 200

Taste Testing: 200

PRIMARY RESEARCH
The primary and secondary research examined millennials’ thoughts and attitudes 
towards cranberries.

The primary research identified strong feelings, both positive and negative, among 
millennials about cranberries and taste.

CONSUMER INSIGHTS
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SECONDARY RESEARCH
Our secondary research indentified multiple intersections between millennials’ 
cranberry consumption and lifestyle choices.

Meltwater revealed what millennials were saying 
among different social media platforms.

When searching the word “cranberry,” social media 
engagement shows that people either love or hate 
cranberry products. 

An assessment of social media engagement with 
Ocean Spray shows the vast majority of Twitter 
engagement was by young African American 
consumers. 

25% of millennials are bored with their beverage selections.

47% of consumers said they would prefer for 
juice to be the base of their hybrid drink.

72% of millennials claim hybrid drinks encourage 
them to try drinks they’ve never had before.

46% find juice with added health 
benefits appealing (vitamins, etc.).

Cranberry drinkers are
described as CREATIVE, INVENTIVE, IMAGINATIVE, ARTISTIC.

122% 
more likely to 
love fashion magazines

82% 
more likely to 
try a new diet

78% 
more likely to 
attend art museums, 
operas, and dances

Likely to drive faster 
than normal traffic

More likely to 
enjoy spicy foods 
and seasonings

Likely to enjoy unique 
activities such as yoga, 
skateboarding, and 
sculpting

“Sugar conscious” consumers are 
infrequent or moderate juice drinkers.

For many consumers, sugar content 
in juice negates other health claims.
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INSIGHTS
Based on all of our research, two clear segments of millennial consumers emerged: 
Health Heroes and Sensation Seekers.

SENSATION SEEKERSHEALTH HEROES
• While some millennials consider juice healthier

 than other beverages, they are still concerned
 about the sugar content in juice products. 

• These are more predictable consumers who are 
   comfortable in routine. They don’t branch out and 
   their food and beverage choices are consistent. 

• Cranberry flavor is a unique experience and
 is both an invitation and barrier to trial.  

• Those who like the taste of cranberry also enjoy
 stimulating activities like going to art museums,
 eating spicy foods, and rock climbing.

• The consumers who enjoy the taste of cranberries
 enjoy flavorful food and drinks in general.

This campaign will target Sensation Seekers because of their 
unique taste preferences, ambitious lifestyle, and affinity for 

variety in their everyday life.

5



CHLOE
Austin, Texas • 28 • Web Developer

Chloe is always looking for new opportunities 
and experiences, whether that means trying 

new food or trying a new activity. 

JADE
Chicago, Illinois • 26 • Physician Assistant 
Jade reads fashion magazines to keep up 

with the latest trends. On the weekends, she 
is constantly looking for new activities in her 

area like comedy clubs or art museums.

BRANDON
Denver, Colorado • 32 • Sales Statistician

Brandon’s favorite activities include 
backpacking, hiking, kayaking, and running. 
He enjoys reading books and painting, and 

considers himself creative. 

She is the first to try any unique food or drink 
and is in no way price-conscious. She loves 

being the person others go to for food advice.
She finds herself bored with the current 

beverage selection, and she is looking for a 
new drink to enjoy in the afternoons at work.

He brings on-the-go snacks and beverages for 
his many outdoor activities and looks for ways 

to make his food more exciting. 

FOOD/DRINK HABITS

She enjoys watching Buzzfeed Tasty videos on 
Facebook mobile, and Pinterest is her favorite 

social media site to gather new food and 
drink recipes that she can make at home.

She uses Facebook to keep up with the lives 
and activities of her friends, and Instagram 

to document her life. She listens to podcasts 
on her commute to work. She looks forward 
to reading Cosmopolitan every month for 

inspiration and new ideas. 

He uses Pandora to enhance his outdoor 
adventures and YouTube to spark inspiration 

for his next thrill. Every now and then he 
enjoys bingeing his favorite shows on Hulu.

They live a certain lifestyle. 
Sensation Seekers are self-motivated and do not need approval from others. They are always open to new experiences. 
Driven by inner creativity, they always desire more than the ordinary. The Sensation Seeker lives for the journey more 
than the outcome. This attitude extends to their food and drink decisions. Unique flavors appeal to them. They choose 
food and drink because they enjoy the taste, and because of the way it makes them feel.

FOOD/DRINK HABITSFOOD/DRINK HABITS

MEDIA CONSUMPTION HABITS
MEDIA CONSUMPTION HABITS

MEDIA CONSUMPTION HABITS

SENSATION SEEKERS
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Solution
Based on consumer research, the campaign 
does not focus on Ocean Spray’s health 
claims, but simply leverages the fact that 
Ocean Spray products are considered 
healthier than alternatives such as soda, 
which for many millennials is enough to
gain purchase consideration.

Obstacle
While millennials like brands that have 
an authentic story to tell, they don’t 
know the Ocean Spray story.

Obstacle
Millennials are not familiar with Ocean 
Spray’s wide variety of flavors. Most are 
familiar with its cranberry juice, which has 
a distinct taste that may not appeal to 
everyone.

To increase brand equity and household penetration among Sensation Seekers by 
supporting their desire to elevate their everyday lives by positioning Ocean Spray as 
sharing their commitment to never settling.

Obstacle
Millennials are health-conscious and often 
look at nutrition labels to avoid high sugar 
content before purchasing juice products.  

Solution
Ocean Spray has the opportunity to 
introduce Sensation Seekers to over 60 
diverse flavors. Sensation Seekers are 
always looking for new ways to change 
and enhance their everyday lives.

Solution
The decisions that Ocean Spray
has made over its history can serve as an
authentic demonstration of Ocean Spray’s
shared commitment to always push forward 
and never settle.

TASTE

HERITAGE

HEALTH

STRATEGY
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CREATIVE STRATEGY

Sensation Seekers try new things, push boundaries and strive for more. 

Their drive comes from an inner creativity, and a refusal to take the first option presented to them. 
Despite their desire to live boldly, sometimes their insecurities and fears hold them back. Ocean Spray 

has experienced this struggle over the years, but kept improving itself and the cranberry industry 
through hardships. 

Ocean Spray will encourage the target to do the same, to keep working at what they’re doing, and to 
always be unsatisfied. “Be unsatisfied” compels the audience to refuse to settle on good enough. 

“Be unsatisfied” makes Ocean Spray an ally with the Sensation Seeker in the search for more and 
aims to dramatically increase brand equity. 

Be unsatisfied.TM

Challenge 
The campaign will challenge Sensation 
Seekers to examine their lives and see 
areas where they should be unsatisfied 

and keep improving.

Enable 
The campaign will enable Sensation 

Seekers to push themselves further and 
achieve more.

Motivate 
The campaign will motivate the target to 

push past what they previously thought was 
good enough in order to achieve more.

Each of our creative executions will focus on one of three stages of understanding and 
supporting the Sensation Seekers’ drive to never settle.  

8



98% 
of people say that 

they are more likely 
to buy a product after 

participating in an 
experiential marketing 

campaign.

MEDIA STRATEGY

See
This campaign will build awareness of 

the Ocean Spray brand by getting more 
Sensation Seekers to see the Be unsatisfiedTM 

messaging. To do this, the campaign will 
focus on digital and print channels preferred 
by the target audience, adjacent to content 

that they seek out and that complements the 
Be unsatisfiedTM message.

Targeting
This campaign will target Ocean Spray’s audience nationwide, with 
heavy focus on local areas where Sensation Seekers and millennials 
are most likely to live.

Content Strategy
Ocean Spray will find Sensation Seekers where they are looking to 
media to overcome their barriers to success—whether that is a lack 
of time, money, inspiration or knowledge. This campaign will target 
content with high indexes and large audiences of Sensation Seekers 
and millennials. 

Engage
Almost half of the budget will allow 
consumers to engage with Ocean Spray’s 
message beyond their initial advertising 
exposure. Sensation Seekers enjoy a variety 
of new and interesting activities, and 
our campaign will leverage experiential 
activations to encourage consumers to live 
out the Be unsatisfiedTM message. 

Follow 
The Be unsatisfiedTM message seeks 
to make an emotional connection 

between Ocean Spray and our target 
audience, providing the opportunity to 
increase the number of consumers that 

follow the brand. 

Our media choices are designed to encourage millennials to interact with the 
Ocean Spray brand and meet the campaign objectives. 
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Millennials are cutting the cord and 
moving toward online video streaming 
services. Ocean Spray will run 30- and 

15-second ads on Hulu, where almost half 
of millennials consume video content.

30% of Sensation Seekers visit 
Pandora regularly. Ocean Spray 

will sponsor free skips if consumers 
interact with a video ad.

Ocean Spray will place 15-second and 
30-second spots on YouTube before 
and during targeted videos based 

on the media strategy. 

Ocean Spray will run 6-second videos 
on Facebook, which bring higher brand 

metrics across the board. Ads will be 
placed in the middle of popular and 

trending videos to decrease bounce rates.

Budget: $1,060,943
Impressions: 42,312,249

4
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Storyboard
The 30-second commercials will show someone working to be better at an activity. 
Each spot will feature a different person doing something new. In each commercial, 
the person attempts to accomplish a goal. Over the course of the spot, the person 
will achieve a small goal, but then decide they are unsatisfied and keep trying.

Ocean Spray will invest heavily in this video content, which 43% of consumers 
report they would enjoy seeing more of in the future. 30-second spots will be on 
Hulu, 15-second on YouTube, and 6-second spots in Facebook videos.

Building
Introduction: A man spins clay on a pottery 
wheel. He molds the clay into a simple pot.

Reviewing - Maybe it’s good enough
The man stops working and looks at his 
completed pot. The text “Maybe it’s good 
enough.” appears on screen.

Improving - You’re always working 
to be better. And so are we.
The man concentrates on making the pot 
look better. The words “You’re always 
working to be better.” appear on screen, 
followed immediately by, “And so are we.”

Crushing - Maybe it’s not
The man crushes the pot with his hands 
and the text “Maybe it’s not.” appears on 
screen. He gathers the clay back into a ball 
and starts over.

Product - Transforming since 1930
A product shot and the words, 
“Transforming since 1930.” connecting the 
company heritage to the millennial spirit.

End
In the closing shot the Ocean Spray logo 
appears above the tagline: 
“Be unsatisfied.™”

CLICK TO 
WATCH
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Watch more videos below

YOGA
30 SEC

SKATE
BOARDING
15 SEC

DANCE
6 SEC

Password: NSAC18Team769

https://vimeo.com/259231640
https://vimeo.com/259233858
https://vimeo.com/259233250
https://vimeo.com/259230991


PRINT
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Second page

Visuals
The image used on the second page shows one woman 
staying after group practice and continuing to better her 
dancing alone. This helps communicate that the woman was 
unsatisfied with where she was before, and chose to keep 
trying to make herself better.

Copy
The second page has the line “But it could be better.” 
Along with the visual of solo practice, this line shows that 
the woman in the ad is continuing to push herself and strive 
to be better. The tagline Be unsatisfiedTM at the bottom of 
the page ties the story back to the reader and tells them 
directly to never stop trying to improve.

AR 
The print ads will all contain a message asking readers to 
use the Shazam app to access augmented reality. This will 
transform the ads on the page from still images to videos 
visible on the phone screen. The videos will complete the 
story from the print ad in order to fully engage with readers.

First page

Successive read
Using successive right-hand reads, Ocean Spray will draw 
in readers and make them think. The image and text on the 
first page will spark a personal connection with the reader’s 
passions. The second page will tie the concept back to 
Ocean Spray and bring understanding to the reader 
about the campaign.

Visuals
All visuals will be still shots taken from the commercials in 
order to create continuity within the campaign. The visual 
on the first page shows several people dancing together, in 
what appears to be a practice. Here, they are doing what is 
required of them.

Copy
The line “Maybe it’s good enough?” appears on the first 
page. This line connects to the visual, indicating that maybe 
group practice is working hard enough. The line relates to 
readers, because many have been in a place where they 
could have settled for what was good enough.

Ocean Spray will place a pair of 1/3rd page ads 
in four issues of Cosmopolitan. Sensation Seekers 
are 188% more likely than the average person to 
read Cosmopolitan and the magazine frequently 
publishes articles that encourage readers to 
Be unsatisfiedTM in their day-to-day lives.

Cost: $1,170,000 
Impressions: 7,358,652



DIGITAL
Paid Social

Millennials trust 
user-generated content 

50% MORE 
than any other media.

Pinterest Competition
Ocean Spray will use its owned social media to improve a recipe contest where current 
implementations are a missed opportunity for promotion. Instead of users submitting 
recipes internally to the Ocean Spray website, the brand will require entrants to post their 
recipes on Pinterest to enter, with additional entries coming from sharing on Facebook, 
Twitter and Instagram. Ocean Spray will pick the top 10 recipes with all winners receiving 
an Ocean Spray Prize Pack, 3rd place receiving an additional $500, 2nd place receiving 
$1,000, and 1st receiving $1,500 and a spot in the Ocean Spray-sponsored Tasty Video 
featuring their recipe. 

Facebook and Twitter Campaign
User-generated content from the experiential implementation will be shared on Ocean 
Spray social media channels to both promote the campaign and engage more of the 
target audience. Facebook ranks in the top 10 apps that millennials can’t live without 
while Twitter encourages two-way engagement between Ocean Spray and its followers. 

Budget: $1,320,000            
Impressions: 123,783,039

Podcasts
Podcast listeners trust their hosts when they 
endorse brands and products, and the hosts 
bring their own personal styles to every ad 
read to increase audience attention. Midroll 
will place the ads in podcasts popular among 
millenials according to the content strategy.
Budget: $500,000
Impressions: 27,750,000

iBotta
Ocean Spray will use the app iBotta to 
distribute two million digital coupons over 
the course of the campaign, targeting 
millennials who don’t regularly buy Ocean 
Spray products. Sensation Seekers are 104% 
more likely than the average person to use 
digital coupons. 
Budget: $500,000
Impressions: 2,000,000

Banner Ads
Banner ads will be skyscraper style to mirror 
the shape of the print ads. When consumers 
scroll over the ads with their cursor, the ads 
will play like videos, telling the same stories 
from our commercials. These will be placed 
on Cosmopolitan.com and other targeted 
sites like Groupon and Ticketmaster.
Budget: $501,226            
Impressions: 34,690,788
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6th Star
Ocean Spray will change its rating system on it’s website. When a consumer 
gives a product a five-star rating, an empty sixth star will appear. If consumers 
try to click the empty sixth star, a branded message will appear reminding 
them that everything can be better and to always Be unsatisfied™.
Budget: Free
Impressions: 1,944,000

Amazon Dash Button
Ocean Spray will work with Amazon to create an Ocean Spray Amazon Dash button that 
orders a random flavor of Ocean Spray juice when the button is pressed. The buttons will 
be distributed to social media influencers along with a $100 Amazon gift card, 
enticing them to use the button and post about the products at least three 
times. This will help fulfill Sensation Seekers’ interest in trying new things 
and sense of adventure. 
Budget: $145,000
Impressions: 15,000,000

Alexa, Motivate Me!
An Amazon Alexa skill will be created that allows customers to say 
“Alexa, motivate me!” At their request, Alexa will share a quick motivational 
quote about being unsatisfied with good enough and pushing through to 
achieve greatness. Each interaction will close with Alexa reminding 
listeners of Ocean Spray’s sponsorship of the Be unsatisfied™ campaign.
Budget: Free
Impressions: 1,875,000

DIGITAL

OVER 
HALF 

of Sensation Seekers 
use Amazon regularly
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The Bigger Picture 
Ocean Spray will take special photo booths on a summer tour 
to high-traffic areas in order to interact with the target audience 
and spread the Be unsatisfied™ message. Instead of paying, 
people will answer two questions into the camera: “What’s your 
passion?” and “How could you be better?” After getting their 
picture taken, participants will receive both a photo strip and an 
Ocean Spray drink with the photos printed on the labels. A month 
after interaction with the photo booths, Ocean Spray will email 
participants with their video and a message reminding them to 
continue working to improve themselves. 

Grants
Some participants will talk about specific passions and mention 
ways they would like to improve at them. Ocean Spray will look 
through the videos and choose these responses, surprising select 
participants with small grants to further their passions: for example, 
a plane ticket or equipment money.

Locations
These photo booths will launch the Bigger Picture Summer Tour 
at Lollapalooza, Coachella, South by Southwest, Warped Tour, 
and Bonnaroo. Hardcore music festival attendees fall right into 
the millennial sweet spot at an average age of 32, and 13% 
cite experiencing something new as the number one reason for 
attending these events. 

Budget: $1,750,000
Impressions: 23,015,897

EXPERIENTIAL
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Point of Purchase
Ocean Spray will create an end cap installation for 
grocery stores, featuring screens with thermal technology. 
Consumers will be able to place their palms against the 
screen, and the installation will provide a coupon for a 
specific Ocean Spray product based on the consumer’s 
determined mood. This interactive installation will excite 
the target market, stimulate sales, and show Ocean 
Spray’s range of products. According to Mintel, 75% of 
millennials buy products that aren’t on their grocery list. 
Budget: $2,000,000
Impressions: 14,400,000

Ocean Spray ExtraK
Ocean Spray will sponsor races with a twist. Upon 
arriving at the finish line, runners will be encouraged to 
Be unsatisfied™ and run an extra kilometer. Those who 
do will be given t-shirts. At first glance, the shirts will say 
“satisfied,” but when the shirts get wet with sweat or 
otherwise, they will change to say Be unsatisfied™.
80% of all millennials run frequently to improve their 
health, and 63% have completed a 5K in the last year. 
Millennials love the challenge of pushing themselves, and 
Ocean Spray will provide a twist on the typical 5K.
Budget: $275,000   
Impressions: 8,286,322

EXPERIENTIAL
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Paid Social Media
Print Ads
Video Ads
Podcast Ads
Banner Ads
Pandora Ads
Point of Purchase

Paid Social Media
Pinterest Competition

Paid Social Media
Augmented Reality
Amazon Alexa
Ocean Spray ExtraK
Point of Purchase
Pinterest Competition
Music Festivals

Paid Social Media
iBotta Digital Coupons
Amazon Alexa
Pandora Ads
Ocean Spray ExtraK

Paid Social Media

Paid Social Media
Amazon Dash Button
Augmented Reality
Video Ads
Podcast Ads
Banner Ads
Pandora Ads

Paid Social Media
The Bigger Picture

Paid Social Media
The Bigger Picture

Paid Social Media
Grants
Amazon Alexa
6th Star
Ocean Spray ExtraK
The Bigger Picture

This table shows the intersection between media (rows) and creative (columns) strategies through campaign tactics. SEE represents how the 
consumer physically sees the brand, ads, and digital work. FOLLOW represents how the consumer can track the campaign throughout the brand’s 
various media channels. Lastly, ENGAGE represents how the public can interact with Ocean Spray’s experiential, digital, and print advertisements. 

The creative aims to CHALLENGE the consumer out of their everyday, MOTIVATE them to Be unsatisfied™ with good enough, and ENABLE them 
to continually pursue their goals. 

STRATEGY EXECUTIONS

Ocean Spray encourages its audience to strive to be better and Be unsatisfied  . ™

CHALLEGE MOTIVATE ENABLE

SEE

ENGAGE

FOLLOW

This chart outlines how the creative messaging strategy of Challenge, Motivate and 
Enable intersects with the media strategies of See, Follow and Engage.
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BUDGET

High Concentration Area
Ocean Spray ExtraK
The Bigger Picture
Point of Purchase 
Music Festivals

Return on Investment
Almost half of the Be unsatisfied™ budget will still be allocated to experiential 
activations because it is the best way to reach Ocean Spray’s target audience. 
Sensation Seekers will engage with high-impact experiential brand activations in 
fewer locations. The remaining funds will be allocated to digital and print media 
with a focus on return on investment. 

Innovation and Engagement
Almost half of the Be unsatisfied™ budget is allocated to experiential 
brand activations that consumers can interact with directly. The remaining 
funds will be allocated to digital and print, with engaging content and innovative 
implementation. Millenials, and specifically Sensation Seekers, are digital natives 
who experience life and relationships through the lens of technology. This 
campaign brings technology into every aspect of execution to bring the 
digital experience to Sensation Seekers at every touchpoint. 

$10 MILLION

$5 MILLION

Total

Other

Experiential
Print

Digital

Total

Other

Experiential
Print

Digital

9,990,499

350,000

4,025,000

1,170,000

4,445,499

327,382,802

--

45,702,219

7,358,652

274,321,931

1246

--

174

28

1044

100.0%

3.5%

40.3%

11.7%

44.5%

4,999,972

159,000

1,825,000

1,170,000

1,845,972

134,231,395

--

23,006,098

7,358,652

103,866,645

511

--

88

28

395

100.0%

3.2%

36.5%

23.4%

36.9%

% of Total 
BudgetGRPsImpressionsBudget

% of Total 
BudgetGRPsImpressionsBudget
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MEDIA SCHEDULE

PRINT
Cosmopolitian 

DIGITAL
Pandora

Hulu
Youtube

Facebook Video 
Banner Ads 

Paid Social Media
Pinterest Competition

Podcasts
iBotta

Alexa, Motivate Me!
Amazon Dash Button
Ocean Spray 6th Star

EXPERIENTIAL
Bigger Picture Tour

Ocean Spray ExtraK
Point of Purchase

Music Festivals 

FOOD 
PRODUCTSMOCKTAILS JUICE BLENDS

JUN JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY
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$10 Million
Ocean Spray will focus its media spending on three different product categories throughout the year. In the summer, the campaign will highlight mocktails 
for summer celebrations. In the holiday season, the campaign will focus on food products like cranberry sauce and craisins. The final period will highlight 
fresh juice blends in the spring.



1st Round
Initial creative testing: 200 people
Based on the initial print ad, many people did not understand 
the concept of the Be unsatisfied™ campaign. However, those 
that understood the concept, truly understood. From there,
creative re-evaluated the advertisement to broaden the 
audience’s understanding.

2nd Round 
Print and commercial testing: 75 people
In this round, we were able to show a first cut of the commercial 
and a revised version of the print ads. Overall, after watching the 
commercial and revised print ads, more respondents understood 
the overall idea is to “never settle” and “don’t give up.”

The commercial further strengthened people’s understanding of
 Be unsatisfied™.

What does Be unsatisfied™ mean to you after seeing these ads?

•“Once you reach your goal, you always keep pushing it further so you can 
continue to better yourself.” -Meleigh

•“To not be comfortable with your minimum effort. Always try to make 
whatever it is you're doing the best.” -Eric

•“Don't accept mediocrity.” -Rebecca

57% people said that they are more willing to buy Ocean Spray after 
viewing the ad. The rest of the participants said no because they either (1) 
already buy Ocean Spray products or (2) have a prior negative opinion of 
the product because of taste.

EVALUATION

Business Goals Expected ResultsEvaluation

Generate an increase 
in brand equity among 

millennial audience.
Measured by Millward 

Brown.

7%+ increase in brand 
equity among millennial 

audience.

0.5% increase in 
household penetration 

among millennials 
(415,500 households) in 

2 years.

Grow household 
penetration among 

millennials. 

CAMPAIGN EVALUATION

CREATIVE EVALUATION
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Maximize millennials exposure to our 
campaign and connection the Ocean Spray 
brand while remaining in our given budget.

Increase the number of followers on 
all Ocean Spray social media channels. 

Increase customer interaction and relatability 
to Ocean Spray’s brand and products. 

Use data collected from media buying 
software and post buys to measure reach, 
frequency, and impressions.

Generate a total of 327,382,802 
impressions with an overall campaign 
reach of 75.9% and 11.7 frequency, plus an 
estimated additional 30% impressions from 
experiential that is not included in
that number.

Track the increase in the number of 
followers for Ocean Spray’s Facebook, 
Twitter, Instagram, and Pinterest accounts.

Ocean Spray’s social media engagement among 
adults 24-34 will shift from 20% to 50% 
• Grow Facebook followers from 1.6 million 
   to 2.0 million
• Grow Twitter followers from 1,000 to 12,000
• Grow Instagram followers from 
   9,400 to 11,750
• Grow Pinterest followers from 4,500 to 5,625

• Number of Alexa interactions
• Number of clicks on Amazon Dash button
• Number of people that participate in our 
   experiential and use the hashtag   
   #BeUnsatisfied
• Coupon redemption rates
• Track social media engagement through 
   the program Meltwater
• AR engagements
• Click through rates

• 1,875,000 Alexa interactions
• Dash buttons will be shared with 1,000 social 
   media influencers
• 10 photobooths, 48 days, 92,160 
   photobooth interactions
• 7,200 festival engagements
• Ocean Spray 6K: 375,000 run the extra K
• Pinterest Competition: 10,000
• 4,000,000 Point of Purchase Mood Displays 
   interactions
• Website 6th Star: 20,000 interactions 
   per year
• 3,000 social engagements per month 
   currently, increase it by 1,000 a month
• 450,500 coupon redemptions
• 20,000 AR ad engagements
• 0.25% click-through rate on banner ads

Marketing 
Objective

Evaluation

Expected 
Results

These marketing objectives are designed to achieve Ocean Spray’s business goals
CAMPAIGN EVALUATION
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Simmons OneView
Mintel
Meltwater
Forbes.com
AdAge.com
SimilarWeb.com
Outsideonline.com
Shopify.com
Factory360.com 
DMR Hulu Report
Eventbrite.com
Facebook
Instagram
Twitter
Pinterest

Chicagotribune.com
Fooddive.com
Infoscout.com
Spoke.com
Helloglow.co
Cetusnews.com
Oceanspray.coop
Medicalnewstoday.com
Eventbrite
Amazon
iBotta 
Pandora
Media Flight Plan
Neilsen 
Edison Research 

PRRI
RunningUSA.org
Cosmopolitan Media Kit
ViewSport 
CNBC.com
Brandsoftheworld.com
graphicriver.net
TheNounProject.com
Pexels.com
Midroll.com
Comscore
Fooddive.com

Survey Platform: Qualtrics
Commercial Song: K.Flay - Blood in the Cut

REFERENCES
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