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Ocean Spray is the leading cranberry producer globally. The brand’s “Straight from 
the Bog” campaign has generated world-wide awareness. Cranberry juice, fresh 
cranberry, cranberry sauce, and dried cranberry market shares are dominated by 
Ocean Spray. However, sales are decreasing across all markets. 

Typical Ocean Spray consumers, 45 years or older, account for 80% of 
all sales, while current household penetration among millennials is 
28%. Consumers consider the brand a Thanksgiving staple, but 
millennials aren’t convinced the brand adds value outside 
the holidays. Household penetration, brand equity, and 
relevancy among millennials must expand.

Primary research found millennials were hesitant to 
try cranberries in new ways, but once they tried Ocean 
Spray products and recipes, they wanted to make them 
a routine purchase. Ocean Spray must become an 
essential pantry item to reach millennials year-round.

Our “Cran Everything” creative campaign revives the 
Ocean Spray brand in three ways: it raises awareness 
of the Cran Everything attitude; it presents Ocean 
Spray as the Cran Everything catalyst; and it 
redefines cranberries as an essential pantry item.

Media strategies include implementing continuous 
digital media nationally; flighting cable television, 
magazines, and network radio/app radio nationally; 
and flighting spot digital media January through 
April in eight DMAs to support integrated 
communication tactics.

Integrated communication tactics include two 
national partnerships; two national competitions; 
one national public relations event; two spot 
promotions; and one spot experiential event.

With our campaign, millennials will embrace the 
unexpected ingredient and consume Ocean Spray 
products all year.

SOURCES
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Ocean Spray, the leading cranberry brand, 
produces juice, energy drinks, sauce, fresh 
fruit, infused water, and dried fruits. Its 
10-year-old campaign, “Straight from the 
Bog” has created global awareness.

The brand owns 60% share of the cranberry 
juice market, 70% of fresh cranberries, 
70% of cranberry sauce, and 80% of dried 
cranberry. However, sales are decreasing 
across all markets. Shelf-stable juice sales 

down 3%. Dried fruit and trail mix sales 
down 12%. Cranberry sauce sales down 
7.5%.

In 2010, Ocean Spray and Pepsi Cola 
created a strategic alliance in which Pepsi 
produced, distributed, and marketed 
Ocean Spray beverages. This 3-year 
agreement expanded the juices to include 
orange juice, strawberry kiwi, cran-grape, 
and several other flavors.

BRAND

KEY FACTS
The typical Ocean Spray consumer is 45+ and accounts for 80% of all sales. 
The current household penetration percentage for millennials is 28%.

V8, owned by the Campbell Soup Co., is classified as a shelf-stable juice. 
V8’s current tagline is “The Original Way to Fuel Your Day.” In 2016, V8 
owned 58% of the tomato/vegetable/cocktail juice market.

Welch’s is classified as a shelf-stabled juice. Welch’s current tagline is “Farmer 
Owned. Family Grown.” Welch’s emphasizes the health benefits of the 
Concord grape. In 2017, Welch’s ranked fourth with $84 million in sales.

Simply, owned by the Coca-Cola Co., is classified as a chilled juice. 
Simply’s current tagline is “Honestly Simple.” In 2016, Simply had the 
second-largest share for orange juice with $746 million in sales.

Mott’s, owned by the Dr. Pepper Snapple Group, is classified as a shelf-
stable juice. Mott’s current tagline is “Start Strong.” In 2013, Mott’s 
ranked second for shelf-stable apple juice with $154 million in sales. In 
2017, Mott’s ranked tenth for aseptic juice with $6.67 million in sales.

Naked Juice, owned by PepsiCo, is classified as a chilled juice. In 2016, 
Naked Juice owned 58% of the refrigerated juices and juice drink 
smoothies market. In 2017, Naked Juice ranked ninth in aseptic juice 
with $6.85 million in sales.

Tropicana, owned by PepsiCo, is classified as a chilled juice. Tropicana’s 
current tagline is “Bring Out Your Best You.” In 2016, Tropicana had the 
largest market share for orange juice with $930 million in sales. In 2017, 
Tropicana had the third-largest market share for refrigerated fruit drinks 
with $153 million in sales.

In 2017, private labels generated billions of dollars in the fruit snack 
and nut snack categories. Also, private label beverage sales have grown 
58.5% in refrigerated drinks and 49.6% in bottled fruit drinks. They 
ranked third in leading refrigerated orange juice brands with $498 
million in sales. On average, private label drinks are $1 to $2 less than 
brand name drinks.

INDUSTRY
In 2017, the global juice market grew to 
$128 billion; however, juice sales in the 
U.S. have decreased by 2.5% since 2012. 
Cranberry juice sold the most shelf-stabled 
bottle juice with sales of $1 billion, while 
orange juice sold the most refrigerated 
juice with sales of $3.24 billion. However, 
shelf-stable juice sales are down 3%, and 
chilled juice sales are down 1.6% since 
2012.

Dried fruit and trail mix sales are up 
10% since 2012, while dried fruit snacks 
generated $119 million, and snack nuts 
generated $3.9 billion in sales in 2017. 
Consumption of dried fruit were 10.85 
pounds per person with private labels 
leading sales in the snack and trail mix 
industry. Apple sauce, peaches, and 
pineapples were the most frequently 
consumed canned, jarred, or packaged 
fruit. Cranberry sauce ranked sixth.

PRIVATE 
LABELS

COMPETITIVE ANALYSIS

SITUATIONAL ANALYSIS
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To understand attitudes and behavior associated with the 
brand, its beverages, and snacks, we conducted focus groups, 
personal interviews, secret shoppers, and an online survey. The 
research garnered 1,004 primary research impressions. We 
also read more than 75 secondary sources.

Taste, variety of flavors, and price were the most important 
variables when participants purchased juice, juice drinks, 
or snacks. Availability of ingredients, time, and level of 
complexity were important for consumers to use the 
products when they cooked.

FOCUS GROUPS CHEF INTERVIEW SECRET SHOPPER
EVALUATIONS

NATIONAL  
SURVEYS

6 1 60 680

1,004  
RESEARCH  
IMPRESSIONS

Talked with groups of 6 to 12 people 
within the target to gain in-depth 
information about their brand 
perceptions.
●  20 Men 
●  20 Women

Taste-tested Ocean Spray snacks and 
recipes from oceanspray.com. 

Participants were hesitant to try 
cranberries in different ways, but 
once they tried various products and 
recipes, they said they would regularly 
purchase Ocean Spray.

They weren’t aware of how cranberries 
could be used or the variety of Ocean 
Spray products.

Used cranberries for salad dressing 
and with meat dishes.

Purchased Ocean Spray in November and 
December when cranberries are fresh.

Used cranberry juice in recipes and in 
cocktails. 

Cooked for events, recipes, and  
blog posts.

Purchase decisions influenced by 
intended use.

Prefers name brand for the taste.

Consumers purchased more than one 
juice product.

Consumers purchased more than 60 
juice beverages, including Ocean Spray 
products in two hours.

Customers preferred chilled juice over 
shelf-stable juice. 

Products not consistently placed. In 
three Kroger stores, products were 
placed in the snack, the baking 
ingredients, and the cereal aisles.

680 men and women.

65% women, 35% men.

58% were married.

39% had children.

 

SUPPORTING RESEARCH
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RESEARCH
RECOMMENDATIONS 
Change perception of cranberries to 
influence buying habits.

Encourage consumer to try Ocean Spray 
products.

Update the brand identity to attract 
millennials. 

Introduce consumers to recipes and possible 
uses of cranberries.

Work with distributors to place products 
consistently in stores.

Reposition Ocean Spray as a year-round, 
essential pantry item.

Demonstrate how Ocean Spray products can 
be incorporated into various meals.

ONLINE NATIONAL SURVEY

●  Women cared more about the health/nutrition  
of beverages and snacks.
●  Women cared more about the flavors available  
and taste for snacks. 
●  Women were more concerned about numbers  
of ingredients and time needed to complete a recipe, 
while men were more concerned about the availability 
of ingredients.

●  Women liked funny, witty, and informative 
commercials more than others, while men seem  
not to have a preference.
●  Men were more likely to use YouTube.
●  Men were more likely to value celebrity 
endorsements.

IMPACT OF GENDER

●  Participants 30 to 34 years old placed a higher 
importance on flavors offered and on taste of snacks.

●  Participants 24 to 34 were more likely to believe that 
social media strongly influence buying habits.

IMPACT OF AGE
●  Participants with children ranked Ocean Spray higher.
●  Participants with children used Pinterest more often.
●  Participants with children were more likely to use 
cranberry sauce in recipes other than holiday cooking.

IMPACT OF CHILDREN

KEY RESEARCH INSIGHT
Millennials were  
hesitant to try cranberries 
in different ways; however, 
once they had used Ocean 
Spray products or tried 
a recipe, they said they 
would make the products a 
standard pantry item.

55% cook  
at least 4 or more  

times a week.

86% 66%

45%

63%

34%

had tried Ocean Spray beverages. were willing to purchase cranberry 
juice as a mixer at a bar.

had never purchased dried fruit.

had eaten Ocean Spray Craisins, 
cranberry sauce, fresh cranberries, 
and fruit clusters.

already purchased Ocean Spray once 
a month.

SUPPORTING RESEARCH
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Danny Carter, 28Jessica Smith, 25 Christopher, 33, and Whitney Foster, 32

Wakes up every day and makes a green smoothie with 
Ocean Spray 100% Juice Organic Cranberry Apple, 
which helps him train for his half marathons. Does 
meal prep every Sunday to stay on track throughout 
the week. Arrives home from work as a personal 
trainer and prepares his dinner. Has a salad on the 
side with Craisins. He’s single, so his daily routine 
keeps him fit for the dating scene.

When she shops for groceries, she looks for brands she 
trusts. She buys organic foods and beverages, loves to 
cook for others, and often serves recipes that have been 
enhanced by adding Ocean Spray cranberry sauce or 
juice. Her guests love the special ingredients and always 
ask for the recipe. Social media are a big part of her day, 
so she posts her creative recipes and shares them with 
her large following.

Both enjoy healthy breakfasts, which often include 
cranberry muffins. They are open to new things, but 
taste is important. When shopping for groceries, 
brand, portion size, nutritional value, and the 
homegrown feel are imperative. Once they get 
attached, they become brand loyal. When preparing 
meals, they like to use fresh cranberries creatively. 
They always include Craisins or clusters in their five-
year-old daughter’s lunch box. 

Who are the 
everyday 
Cran users?
Everyday Cran 
users are healthy 
millennials who 
appreciate the 
simplicity of craning 
everything. They 
enjoy using Ocean 
Spray products and 
incorporating them 
into their  
everyday lives.

HEALTHY IDEALISTICS (AGE 24-29)
VALS: Thinkers, Believers, Experiencers, Makers

PRIZMS: Bohemian Mix, Young Digerati, Money & Brains 

YOUNG INFLUENTIALS (AGE 30-34)
VALS: Innovators, Thinkers, Achievers

PRIZMS: Pools & Patios, Kids & Cul-de-sacs, Young Influentials

OVERVIEW
Millennials, born between 1981 to 1998, are digital natives and excellent 
multitaskers. Most are college graduates starting careers and families. Some 
live independently, some with spouses or partners, and some have children. 
Millennials optimize their buying habits by reading reviews, checking brands’ 
social media, and comparing prices. They are more likely to make a purchase 
on their mobile device, with 40% of males and 33% of females saying they 
would prefer to buy everything online. Traditions like Thanksgiving are given 
new twists such as Friendsgiving. They cook often and enjoy trying unique 
recipes from online blogs and videos. Taste, cost, flavor, and health are the 
most important factors when they purchase juice and snack food.

TARGET AUDIENCE

TARGET  
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STRATEGIES
Create consistency across 
all branding, including the 
packaging, social media, and 
digital media

Ensure that all media feature consistent 
messages and branding. Visuals and 
copy should be similar across platforms. 
Packaging, social media, and digital 
media should be compatible. User 
experience across media should feel 
consistent and smooth. Design should 
ensure ease-of-use when switching 
between platforms.

Update integrated communications 
to feature consistent messaging 
and design

Inconsistent communications across 
marketing and advertising make 
understanding benefits difficult for 
millennials. Modern website design will 
enhance user experience, especially on 
the recipe pages. Focused, consistent 
messaging will position Ocean Spray as 
a year-round brand.

Expand partnerships with new  
and current companies

Build on existing partnerships and 
begin new partnerships with companies, 
such as Amazon, Groupon, and Walmart. 

Partner with movie companies to place 
pop-ups in movie theaters in millennial 
DMAs. Use relationships with other 
brands to expand awareness of product 
versatility and year-round relevancy.

Work with grocers to place snacks 
and juice consistently in stores

Currently, store placement is 
inconsistent and makes finding and 
buying Ocean Spray products difficult. 
Ocean Spray can make shopping 
easy for consumers by working and 
partnering with stores.

Expand and showcase  
online recipes

All messaging should focus on 
showcasing current online recipes. 
Additional recipes should be added 
regularly to provide fresh content.

Increase distribution channels to 
include vending machines

Build new distribution channels to 
include Ocean Spray juice and Craisins 
snacks in vending machines. Providing 
consumers with easy access to Ocean 
Spray products will make consumers 
more likely to try and repeat purchase.

STRENGTHS

WEAKNESSES

●  Owns 80% of the dried 
cranberry market

●  Owns 70% of the cranberry 
sauce and fresh cranberry 
markets

●  Owns 60% of the cranberry 
juice market

●  Labeled a Thanksgiving staple

●  80% of all sales are in the 45+ 
age group

●  Current millennial household 
penetration is 28%

●  Dried fruit sales are down 12%

●  Cranberry sauce sales down 7.5%
●  Shelf stable sales down 3%
●  Perceived as seasonal brand
●  Lacks consistent branding

●  Dried fruit and trail mix category 
sales are up 10% since 2012

●  Cranberry juice led shelf-stable 
juice sales in 2014

●  Younger consumer base mostly 
untapped by brand

●  Versatility can be used to 
expand product consumption

OPPORTUNITIES

●  Limited season for fresh 
cranberries

●  2.5% decline in total juice sales 
in the last five years

●  3% decline for shelf-stable juice 

●  Saturated juice market 

●  Private label brands increasing 
sales and share of market

THREATS

1 2 3
To drive 
relevancy 
among 
millennials 
across food 
and beverage 
categories

To generate 
7% increase 
in brand 
equity 
among 
millennials

To grow household 
penetration by 
0.5% points among 
millennials over 
the next two years

OBJECTIVES

MARKETING
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Target eight DMAs with high 
millennial populations 
(24 to 35-year-olds) 
for spot promotions

Denver

437,576 total millennials 
15.9% millennial target density

San Francisco

718,672 total millennials 
15.7% millennial target density

Washington, D.C. 

919,798 total millennials 
15.3% millennial target density

Houston

985,353 total millennials 
15.2% millennial target density

Minneapolis-St. Paul

516,288 total millennials 
14.8% millennial target density

Boston

690,411 total millennials 
14.6% millennial target density

New York

2,904,559 total millennials 
14.5% millennial target density

Chicago

1,372,089 total millennials 
14.4% millennial target density

Eight DMAs were selected because they are nearly two percentage points higher 
than the national average millennial (24-35 year olds) density—13.6%.

MARKETING
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MANIFESTO

Cranberries and Thanksgiving. Together for generations. But cranberries 
are so much more. Cranberries are kicking jalapeno poppers, a 
Cosmopolitan, cherry berry waffles, gourmet rum sauce, and sweet 
and spicy chicken enchiladas. Whether it’s game day, Sunday brunch, 
or reuniting with friends, cranberries are a nutritious, delicious 
homegrown tradition. Your friends and family are everything, so create 
something you know they’ll love. You’ve trusted Ocean Spray to deliver 
quality ingredients and taste since 1930. Ocean Spray is more than just 
cranberries. It’s cran everything. Ocean Spray—Cran Everything.

Cran Everything●

Watch the manifesto
Password: NSAC489>>

CREATIVE  
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●  Raise awareness of the Cran Everything attitude

●  Present Ocean Spray as the Cran Everything catalyst

●  Redefine cranberries as an essential pantry item

Cranberry Juice—the Unexpected Ingredient.

Cranberry juice and vodka go together like friends reuniting.  It’s a moment you want to 
share. Make a treat that’s shareable, too. Create tasty treats using Ocean Spray recipes. 

Find the recipe for Cosmopolitans and more at oceanspray.com/recipes.

Cran Everything●

Share the Moment.

●  To position Ocean Spray as trustworthy, compassionate and homegrown

●  To showcase product versatility among millennials

●  To develop consistency across branded elements

●  To persuade millennials to keep cranberries in their homes  
year-round and incorporate them routinely in meals

ADVERTISING OBJECTIVES

MANDATORIES

STRATEGIES

Website link 
Website link provides 
constant connection 
with consumers

Image 
The photograph 
positions Ocean Spray 
as the unexpected 
ingredient of a life 
moment

Wave 
Iconic wave dominates design and separates visual from copy

Color 
Secondary red embodies cranberries and serves as background

Headline 
Short, bold headline captures readers’ attention

Bridge 
Bridge highlights the unexpected and links the headline and the body copy to 
featured image

Copy 
Copy describes visual story or experience 

Logo and Tagline 
Branding and tagline solidify campaign

Product 
Product serves as 
vertical element and 
anchors copy

Call-to-action 
Call-to-action drives 
consumers to interact 
with Ocean Spray

CREATIVE
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Craisins—the Unexpected Ingredient.

Craisins and waffles go together like your family for Sunday brunch. It’s a 
weekly tradition. Start your morning with family and food. Create a satisfying 
breakfast using Ocean Spray recipes.

Find the recipe for Cherry Berry Sauce and more at oceanspray.com/recipes.

Cran Everything●

Start a Tradition.

MAGAZINE

Magazine ads are the 
driving force for all 
creative. Ads highlight 
three stories, “Share 
the Moment,” “Start 
a Tradition,” and “Go 
the Extra Yard.” Copy 
reinforces Ocean 
Spray’s homegrown 
attitude while 
connecting to product 
versatility.

Cranberry Sauce—the Unexpected Ingredient.

Cranberry sauce and enchiladas go together like friends on gameday. When 
you’re hosting the party, pizza just won’t do. Make a feast to feed the fans. 
Create shareable meals using Ocean Spray recipes.

Find the recipe for Spicy Enchiladas and more at oceanspray.com/recipes.

Cran Everything●

Go the Extra Yard.

CREATIVE
EXECUTIONS
All creative executions are tailored to each medium (Digital, Magazines, 
Television/Video, Social Media) and to millennials’ different lifestyles.

CREATIVE  I  10



ROTATING LEADERBOARD

A rotating leaderboard features the headline, “Go 
the Extra Yard,” the visual of spicy enchiladas made 
with the unexpected ingredient, cranberry sauce, 
and the tagline, Cran Everything.

WIDE SKYSCRAPER

Web advertising 
promotes coupons for 
“Buy one Ocean Spray 
juice, get the second 
15% off.” This wide 
skyscraper will run 
on targeted websites, 
such as Groupon.

:15 TELEVISION/VIDEO COMMERCIAL

A 15-second television spot brings the “Share the Moment” story to life. It features 
the unexpected ingredient, cranberry juice; the call-to-action, create tasty treats 
using Ocean Spray recipes; and the campaign tagline, Cran Everything. 

:30 RADIO COMMERCIAL

A 30-second radio spot incorporates 
the sounds of Ocean Spray. Original 
music and sound effects create “The 
Unexpected Musical Break.“

THREE-SWIPE INSTAGRAM CAROUSEL

“Start a Tradition,” a three-swipe Instagram carousel, 
showcases the family, the food, and the unexpected 
ingredient, Craisins. A call-to-action link, displayed 
on each swipe, will direct readers to the Ocean Spray 
recipe page.

Watch “Share the Moment”
Password: NSAC489>>

Hear “The Unexpected 
Musical Break”
Password: NSAC489

See “Start a Tradition”
Password: NSAC489

>>

>>

See “Go the Extra Yard”
Password: NSAC489>>CREATIVE
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June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May
Cost

June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May

June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May

Cost GRPs

CAMPAIGN SCHEDULE & BUDGET

CAMPAIGN  
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Our continuous national digital schedule reinforces the Cran Everything  
attitude that Ocean Spray cranberries are a year-round food.

Media $7,482,200

Network Cable (Daytime, E. Fringe, Prime, L. Fringe) $3,293,300 735 
AMC, FX, TBS,  
USA, CNN, Comedy  
Central, ESPN, 
Bravo, Food Network

Network/App Radio (Evening Drive, Nightime) $1,000,200 280
Spotify, Pandora,  
iHeartRadio

Magazines (Women’s, General Interest) $1,696,100 106
Cosmopolitan
Parents Magazine
InStyle
Taste of Home
In Touch Magazine
OK Magazine
Food Network

Digital $1,185,600 150
Social Media  
Facebook, Instagram, Pinterest

Targeted Sites 
SouthernLiving.com, FoodNetwork.com, ESPN.com, NFL.com, WeddingWire.com,  
Groupon.com, YouTube.com

Mobile Apps 
Seventeen, Airbnb, VSCO, SoundCloud, Playstation, Vine 2, YouTube, ESPN

Publisher Video 
Sites and Video  
Networks       Hulu, YouTube, ESPN, Amazon FireStick

Digital Spot $307,000 693 for all
Social media, general sites, targeted sites, mobile apps, publisher video sites,   eight targeted
and video networks (Facebook, Hulu, Instagram, Kroger’s website, local news   DMAs or 
stations’ apps and websites, Target’s website, YouTube)  86.625 per DMA 
    

Integrated Communication Tactics $2,307,856
 
National Partnerships
Prime Now Partnership $50,000
Coupon Partnership $1,350,000

National Competitions
Ocean Spray Your Labor Day $20,000
Eat a Cranberry Day Competition $11,500

National Public Relations
Chopped Cooking Show $20,000

Spot Experiential
Cran Truck
 $100,000
Spot Promotions
Sampling $426,356
The Incredibles 2 Movie Premiere $330,000

Evaluation & Contingency $209,944

Total Campaign Budget $10,000,000



● Target audience: To reach millennials 
24 to 35 years old

● Media mix: To execute a campaign of 
digital, cable television, magazines, 
and network/app radio

● Reach and frequency: To achieve a 
reach of 70 and frequency of 3 
 

● Scheduling and timing: To implement 
a national pulsing schedule June 
2018 through May 2019 with a 
spot flighted schedule from January 
through April

● Media budget: To expend a  
$7.5 million budget

● Geography: To execute a national plan 
with spot media in eight DMAs with 
high millennial populations

OBJECTIVES

● Implement continuous digital  
media nationally

● Flight cable television, magazines, 
and network/app radio nationally 
June through August; November and 
December; and April and May

● Heavy-up cable television nationally in 
August, November, April, and May

● Heavy-up digital nationally in 
September, October, and January 
through March

● Flight spot digital media January 
through April in eight DMAs 

● Implement defensive buys in August, 
November, and December

● Implement offensive buys in June, 
July, April, and May

● If extra spending is needed, plan an 
additional $5 million budget in the 
second half of the campaign based on 
the performance of the first six months

STRATEGIES 

163,291,500,000
TOTAL GROSS IMPRESSIONS

MEDIA BUDGET
n 44%  Cable television  $3,293,300
n 13.4%  Network/app radio $1,000,200 
n 22.7%  Magazines  $1,696,100
n 15.8%  National digital  $1,185,600
n  4.1%  Spot digital  $307,000
Total Media     $7,482,200 

MEDIA
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DIGITAL — $1,185,600
Millennials, known as digital natives, spend an average of 223 minutes per day on mobile devices, which accounts for 65% 
of online time. They spend an average of 2,891 minutes per month on computers, making up 31% of online time. We will 
implement a continuous schedule of national digital placement on social media, targeted sites, mobile apps, publisher 
video sites, and video networks to reach millennials online. 

SOCIAL MEDIA
● Facebook  
Promoted posts on Facebook 
featuring images and links to 
recipe pages.
● Instagram 
Images and videos of 
“foodies” (food selfies) to drive 
awareness of recipes.
● Pinterest 
Click-through ads featuring 
recipes, linking to recipe pages 
and online stores.

TARGETED SITES
Banner and skyscraper ads on 
popular millennial and food 
related websites.
● SouthernLiving.com
● FoodNetwork.com
● ESPN.com
● NFL.com
● WeddingWire.com
● Groupon.com
● YouTube.com

MOBILE APPS
● Seventeen
● Airbnb
● VSCO
● SoundCloud
● PlayStation
● Vine 2
● YouTube
● ESPN

PUBLISHER VIDEO 
SITES AND VIDEO 
NETWORKS
15-second pre-roll spots on 
streaming and video publisher 
sites.
● Hulu
● YouTube
● ESPN
● Amazon Fire Stick

MEDIA COST AND GRPs
 GRPs COST

NATIONAL  1,271  $7,175,200

SPOT  693  $307,000

TOTAL 1,964 $7,482,200

Our media campaign ensures an average  
national reach of 68 with a frequency of 2.5. 

NATIONAL CONTINUOUS
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SPOT 
FLIGHTED
DIGITAL — $307,000
Flight spot digital media to support 
integrated communication tactics in the 
eight DMAs. Social media, general sites, 
targeted sites, mobile apps, publisher 
video sites, and video networks will 
inform millennials about sampling 
promotions and experiential marketing 
in the eight DMAs.
● Facebook
● Hulu
● Instagram
● Kroger (website)
● Local news station (apps/websites)
● Target (website)
● YouTube

● ESPN
● AMC
● FX

● TBS
● USA
● CNN

● Comedy Central
● Bravo
● Food Network

● Cosmopolitan 

● Food Network

● In Touch Magazine

● InStyle

● OK Magazine

● Parents Magazine

● Taste of Home 

CABLE TELEVISION — $3,293,300

MAGAZINE — $1,696,100

NETWORK/APP RADIO — $1,000,200

Flight cable television during primetime, daytime, early fringe, and late fringe with heavy-ups in August, November, 
April, and May. We’ll run 15-second spots on highly rated channels that contain high millennial concentrations 
or a high concentration of the most-watched shows. The channels averaged 2.3 million millennial viewers during 
primetime. In addition to watching TV programming on their first screen (a television), millennials are likely to watch 
TV programming on their laptop, computer, or smartphone (second and third screens).

Flight advertisements (4C, full page) in magazines with high millennial and women’s readership. The buy includes women’s 
and general interest, specifically food. Ads will run in women’s magazines in June, August, November, December, April, and 
May and in general interest magazines in July, August, November, April, and May.

Flight 30-second spots on network/app radio with high millennial concentrations during evening drive and nightime 
because radio reaches 90% of millennials every week.

RADIO APPS
● IHeartRadio
● Spotify
● Pandora

GENRES
● Contemporary pop
● Country
● Alternative
● Hip/hop and R&B

NATIONAL FLIGHTED
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NATIONAL PARTNERSHIPS

NATIONAL COMPETITION

Prime Now Partnership (June 
through May) — $50,000

To encourage an increase in sales, Ocean 
Spray will partner with Amazon Prime 
Now, a two-hour grocery delivery service. 
This partnership will allow customers to 
adjust serving sizes to prepare Ocean 
Spray recipes for as many people as 
needed, to order the ingredients, and to 
have them delivered.
● Create a “Size Up” tab on the Ocean 

Spray recipe page to adjust serving 
sizes as needed. 

● Create a “Make It Now” button on the 
Ocean Spray recipe page linking to 
the Prime Now website that will allow 
customers to order ingredients.

● Suggest Amazon Prime Now members 
sign up for the Cranberry Club to 
receive special offers and promotions.

● Use Facebook, Instagram, and 
Snapchat to support this partnership 
with hashtags #CranEverthing and 
#CranPantry.

● Allocate $50,000 to Amazon to carry 
all Ocean Spray products on its 
website and to cover all fees.

Coupon Partnership (June, August, 
November, December, January, 
and May) — $1,350,000

Partner with the Coupons App, 
Retailmenot, Groupon, Target, Kroger, 
and Shopkick with universal coupons 
such as “buy one, get a certain 
percentage off,” which will increase as 
the number of items increase.
● Provide universal coupons such 

as “buy two, get one free” during 
November and December. 

● Provide back-to-school universal 
coupons in August and January.

● Provide a percentage to compensate 
for the products purchased. 

● Support by using Facebook, 
Instagram, Twitter, and the digital 
apps. Hashtags #CranEverything and 
#SaveOnOceanSpray will be used. 

National Eat a Cranberry Day 
Competition (October and 
November) — $11,500

Contestants must create new recipes 
and post them to Facebook and 
Instagram by November 2.
● Must be members of the Cranberry  

Club to upload recipe. Must tag  
@OceanSprayInc and use the hashtags 
#CranEverything and #NationalCranDay. 
Ten winners will be announced from a 

bog via Facebook Live and InstaStory. 
First-place wins $2,000 and $500 worth 
of Ocean Spray products. Nine others 
win $1,000.

● All winning recipes will be featured 
on the website and in the holiday 
cookbook.

● Support by using Facebook. 
Hashtags #CranEverything and 
#NationalCranDay will be used.

WEBSITE BANNER

1 2
To show the 
versatility of 
Ocean Spray 
products and 
convince 
millennials to 
use them

To increase 
sales

OBJECTIVES

INTEGRATED  
COMMUNICATIONS
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Chopped (May) — $20,000

Ocean Spray will sponsor an episode of Chopped 
on the Food Network. Each chef’s basket will 
contain only Ocean Spray products—for example, 
cranberry sauce, Craisins, clusters, cranberry 
juice, and Mocktails. Winning chef wins 
$10,000.

Winning recipes will be posted on the Ocean 
Spray website, Instagram, and Facebook. 
$10,000 will be given to No Kid Hungry, Food 
Network’s charity.

NATIONAL PUBLIC RELATIONS



SPOT EXPERIENTIAL

CranTruck Experiential 
Event (April) — $100,000

To highlight the versatility and 
to expand the use of Ocean 
Spray products, we’ll host a 
CranTruck experiential event  
in the eight DMAs.
● Host two experiential events 

every Saturday from 11:30AM 
to 5PM.

● Each rental truck will be 
wrapped in a custom decal. 

● Two students from a culinary school in each DMA will cook for $1,000 
each. They will create three lunch recipes. Each menu item will sell  
for $5. Provide free Ocean Spray Cran-Apple Juice.

● Encourage the hashtags #CranTruck and #CranEverything in each 
attendant’s posts at the event as well as the special CranTruck Snapchat 
Geofilter. ($24,000. Total cost for 8 DMAs for one day.)

● Use Facebook, Instagram, and Snapchat to support this promotion.
● Donate 15% of all proceeds to the American Heart Association because 

cranberry juice has proven to lower risks of heart disease. 
● Cost includes the food truck rental, custom decal, chef compensation, 

cranberry juice sampling, and the permit to use a public park in each  
of the DMAs.

CRAN TRUCK

FACEBOOK EVENT

EVENT CALENDAR

April 6 
San Francisco 
Washington, D. C. 

April 13 
Denver 
New York

April 20 
Chicago 
Houston 

April 27 
Minneapolis/St. Paul  
Boston

INTEGRATED  
COMMUNICATIONS
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Ocean Spray Your Labor Day Competition 
(July through September) — $20,000 

To increase sales and show versatility, conduct a 
competition July 1 through August 10. Parties will 
be Labor Day weekend.

Contestants must: 
● Submit a 60 to 180-second video demonstrating 

how they used at least three Ocean Spray products 
creatively and uniquely. For example, finished 
items can be food, beverage, or a craft. Use the 
tag @OceanSprayInc and hashtags #CranParty and 
#CranEverything on videos uploaded to Facebook 
or Instagram.

● Five winners will be announced via Facebook or 
Instagram, so they can tag their friends. 

● Each party, including food, chef, and a DJ, will 
be limited to $4,000.  Contestants can select the 
locations of their party. 

● Support by using Facebook and Instagram. Hashtags 
#CranParty and #CranEverything will be used.

NATIONAL COMPETITION
SPONSORED POST



SPOT PROMOTIONS

The InCRANibles 2 Movie Premiere (June) — $330,000

To develop another channel of distribution and generate buzz 
and an opportunity for millennials to enhance their experience 
for the release of “Incredibles 2,” Ocean Spray products will 
be placed in the three largest theaters in the eight DMAs. The 
premiere event will occur the opening weekend for the movie—
Friday and Saturday, June 15 and 16. This movie was selected 
because millennials have been waiting since 2004—when “The 
Incredibles” was released—to see the sequel.
● Place cardboard cutouts of the five main characters in three 
theaters in each of the eight DMAs for the first two weeks of 
June, leading up to the premiere. 
● Provide free samples of the Craisins and Cranberry Almond 
and Cranberry Granola clusters.
● Enhance social media exposure using the hashtags 
#Incranibles2 and #OceanSpray.
● Use Facebook, Instagram, and Twitter to support the premiere.
● Allocate $10,000 per theater for samples and the one cutout 
of the five main characters and $3,750 worth of Ocean Spray 
snacks to be sold.

Sampling (January through 
March) — $426,356

Samples will be distributed using 
a snack and juice dispenser in one 
store (Kroger, Walmart, or Target) 
for one month in each of the eight 
DMAs. These stores were selected 
because they sell the most 
groceries in the country.
● Place two sample dispensers—

one for juices and one for 
snacks—on an end cap in each 
store for one month in each 
DMA.

 January: Kroger 
February: Walmart 
March: Target

● Provide the most popular juices, 
clusters, Craisins, trail mix, Greek 
yogurt, and milk chocolate 
Craisins for sampling.

● Place and sell products that are 
in both sampling dispensers on 
the end caps.

● Use hashtags #CranSamples, #OceanSpray, 
#Craisins, and #CranEverything to engage 
millennials. Use Facebook, Instagram, and 
Twitter to support the promotion. 

● Cost includes the sample juices and snacks, 
rental of juice and food dispensers, and 
contractors to maintain sampling dispensers.

INTEGRATED  
COMMUNICATIONS
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ENDCAP SAMPLING DISPLAY



$53,180,000
531% return in one campaign cycle
Our campaign drives relevancy among millennials by 
introducing new uses for Ocean Spray products in both 
categories. Millennials occupy $170 billion in purchasing 
power and shop two-to-three times per week. More specifically, 
millennials grocery shop once a week and are migrating to 
online shopping for groceries, as well. Additionally, millennial 
moms spend four more hours shopping than the average 
mom. Shopping is a source of entertainment for millennials, 
so the shopping process is one they tend to enjoy. Lastly, 
millennials have a higher tendency to search for coupons before 
purchasing an item, which has greatly influenced our integrated 
communication and creative efforts.

Our campaign will raise consumers’ affinity for Ocean Spray, 
raise brand recall, and differentiate the brand from competitors, 
according to Millward Brown measures. The result will be an 
increase of 7% by the end of the campaign, with a 7% increase. 
Brand equity will build to approximately 5 million millennials.

Currently, millennials head 28 million households, and Ocean 
Spray’s current household penetration is 28% or 7,840,000 
households. Our campaign reaches an average of 65% of 
the 81 million millennials throughout the campaign. If 2% 
of millennials households reached become loyal users, then 
household penetration will increase by 1.3% or 1,053,000 
households for a total of 8,893,000 total millennial households.

SALES

$20, 4x per year
in a 3-month period per 
household. (Purchases of juice, 
cranberry sauce, Mocktails, plain 
Craisins, Craisins snacks, and fresh 
cranberries, when available) 

x 789,750 
new millennial households = 

$63,180,000 
gross revenue

less 

$10,000,000 
campaign cost

$53,180,000

RETURN ON INVESTMENT

RETURN ON  
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CREATIVE
Focus Groups at 6-month evaluation

● Compare new concepts of Ocean Spray 
advertisements with previous concepts.
● Begin with questions about brand 
awareness and perception.
● Show specific executions to determine 
initial reactions.
● Follow-up with questions such as: 
“What do you like/not like?” “How do the 
executions affect your perception?” “How 
do the concepts affect your purchase 
behavior?” “How do you feel about 
Ocean Spray as a brand?”

SOCIAL MEDIA ENGAGEMENT
● Track social media engagement to 
determine millennials’ interaction with 
Ocean Spray.
● Compare the number of visitors to 
Ocean Spray’s Facebook, Instagram, and 
Pinterest pages and followers from the 
beginning to the end of the campaign.
● Track CTR (click through rate) to the 
website from the Facebook, Instagram, 
and Pinterest pages. 

● Track fluctuations in engagement 
before, during, and after special events.
● Track positive engagement with Ocean 
Spray to determine change in relevancy 
and brand value among millennials.

INTEGRATED 
COMMUNICATIONS
Prime Now Partnership

● Record CTR and actions on page to 
determine change in awareness and 
relevancy of Ocean Spray.
● Evaluate the CTR of consumers on the 
Prime Now website and app as well as 
number of orders.
● Track how many people click the “Make 
It Now” button to determine the most 
popular recipes.

Coupon Partnership

● Track coupon usage and sales 
fluctuations to determine effectiveness.
● Track social media engagement with 
the hashtag #SaveOnOceanSpray to 
determine engagement 

Ocean Spray Your Labor Day 
Competition

● Track number of submissions into the 
contest.
● Track engagement on social media with 
the hashtag #CranParty.

National Eat a Cranberry Day 
Competition 

● Record number of contestants and 
engagement with contestants in the 
contest.
● Track engagement on social media with 
the hashtag #NationalCranDay.

Chopped Public Relations

● Obtain a rate card to determine how 
many viewers watched the Ocean Spray-
sponsored episode of Chopped.
● Record social media engagement 
during the show.
● Track social engagement to determine 
boosts in relevancy.

The Incredibles 2 Movie Premiere

● Track social media engagement 
with the hashtag #Incranibles2 and 
#OceanSpray during the movie premiere.

CranTruck Experiential Event

● Record number of sales made during 
the experiential events to determine how 
many people try the recipes.
● Track engagement on social media with 
the hashtag #CranTruck.

Sampling

● Compare number of sales before, 
during, and after sampling to determine 
effectiveness.
● Track engagement on social media with 
the hashtag #CranSamples.

MEDIA
● Gather information for GRPs, actual 
reach, actual frequency, and audience 
reached.
● Collect information about actual 
viewership and obtain make-goods.
● Apply data and adjust media buys for 
the second half of the campaign.
● If extra spending is needed, plan an 
additional $5 million budget in the 
second half of the campaign based on the 
performance of the first six months.

The mid-campaign tracking and contingency budget allow for real-time changes to optimize the media spend and ultimately 
ensure that we deliver on campaign objectives. We’ll track regionally and nationally.

EVALUATION
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● “Colors in all the visuals 
correspond with the 
brand, which is nice.”
● “Everything that’s 
being said in the copy 
is portrayed in the little 
girl’s face.”
● One participant 
recognized the 
correlation of “Share 
the Moment” and social 
media, citing platforms 
like Snapchat and 
Instagram.
● The participants 
connected with the “Go 
The Extra Yard” visual, 
stating it was familiar. 
The participants also 
recognized the call-to-
action in the body copy.
● The participants 
were surprised to see 
cranberry sauce and 
enchiladas in the same 
dish, but they qwere 
interested in how it 
tasted and were curious 
about other recipes.

CREATIVE  
CONCEPT  
TESTING

EVALUATION



TEAM

The University of 
Memphis 2018 
National Student 
Advertising Competition 
team:

Left to right:

Marshea Oliver

Adelyn James

Madison Inman

Garrett Pilgrim

Angel Kelly

Tori Johnson

Hayden Michael
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