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EXECUTIVE SUMMARY

THE ASK
Ocean Spray asked us to develop a campaign that will build relevance for the brand in 
Millennials aged 24-341 by doing two things:

Increase Household Penetration

Increase Millward Brown™ Brand Equity score

28% 28.5%

8.3 8.8+

By showing Millennials why the Ocean Spray brand is meaningful 
while also encouraging them to add cranberries to their grocery 
cart, we can help the brand grow.

Ocean Spray has become one of the largest cooperatives in the world since its founding in 1930.  With the 
cranberry as its staple, Ocean Spray has found a way to make this tart and powerful fruit desirable for consumers 
– juiced, dried, or jellied. Ocean Spray constantly expands its product line and introduces consumers to new ways 
to integrate cranberries into their kitchens.

But Ocean Spray faces a new issue: Millennials know what Ocean Spray is, but they’re not buying its products. 
Millennials are on-the-go, online, and on the hunt for the most bang for their buck. These savvy shoppers need 
new opportunities to recognize how the cranberry helps them get the most out of life with the least amount 
of effort. Ocean Spray has an opportunity to reclaim this audience by highlighting how easily its products can 
partner with Millennials to make things better.

Our national campaign shows Millennials how seamlessly Ocean Spray products pair with every moment of the 
day—even outside the kitchen. By introducing ways in which the cranberry can upgrade their lives, Ocean Spray 
will help Millennials find new ways to integrate Ocean Spray products into their everyday routines. Through 
this campaign, Ocean Spray can turn awareness into action and introduce the next generation to the power of 
partnership — all while exceeding brand equity and household penetration goals.
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RESEARCH To shape our research, we developed a model inspired by the AIDA purchase process to identify the barriers between Ocean 
Spray’s current relationship with Millennials and the brand’s objectives. This allowed us to focus on how our campaign strategy 
could best achieve Ocean Spray’s goals.

THE GAP Despite high awareness, Millennials aren’t going out of their way to try Ocean Spray products or 
engage with the brand. In order for Ocean Spray to achieve its household penetration and brand equity 
objectives, this campaign must address the Millennial gap in brand interest and desire for trial.

Research Methods Our team used professional partners like Nielsen, Kantar SRDS and AdSpender, AdMall, comScore Digital myMetrix, Shareablee, 
Mintel, and WARC. We also conducted multiple primary research studies over a nine-month process.

573 secondary articles and  
case studies reviewed

1434 social media 
interactions observed 

635 product reviews 
analyzed online 

356 respondents in our 
national survey of 
24-34 year olds

26 hours of consumer
journey observation 

18 focus group 
participants 

50 states represented 
in survey 

33 grocery store 
intercept interviews 

AWARENESS
9 in 10 Millennials are 
aware of Ocean Spray’s 
logo and brand name.2 

“Our logo and ‘Straight from 
the Bog’ campaign are iconic 
and recognizable across most 
United States consumers.3”  

- Ocean Spray, Case Study

BRAND INTEREST
Across social media 
properties, Ocean 
Spray receives .0004% 
engagement – much 
lower than the category 
average.4 

DESIRE FOR TRIAL
According to our survey, 
93% of 24-34 year olds 
purchase juice once a week, 
but only 30% purchase 
cranberry juice.5 

ACTION
Goal: Inspire 24-34 year 
olds to purchase Ocean 
Spray products.

BRAND EQUITY
Goal: Increase the salience 
and meaningfulness of the 
Ocean Spray brand.
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OWN THE CRAN PARTNER WITH PERSONALITY

BRAND OPPORTUNITY

“Millennials are throwing back more than their fair share of juices as meals, 
snacks, and for health and hydration,” according to FONA International. 
This generation is driving growth for Ocean Spray’s indirect competitors.6  

“You know when you’re gonna buy cranberries you’re 
probably going to buy Ocean Spray.” 

- Chris, 34, Focus Group Participant7 

But Ocean Spray has an advantage: high awareness and a strong 
association with cranberries. Ocean Spray Cooperative controls 
approximately three-quarters of the world’s cranberry supply. We can 
focus on what makes Ocean Spray stand out in a sea of other options: 
the cranberry.

TAKEAWAY
If we get a generation of juice lovers to become cranberry fanatics, 
Ocean Spray will grow.

CO-OP: SHOW IT, DON’T TELL IT
Millennials are constantly bombarded with labels and claims that they 
don’t trust. But when they see what a co-op structure really means – 
partnership and shared profits – they respond.

Likelihood to Purchase a Product from a Co-Op8 
Before Defining “Co-Op”

After Defining “Co-Op”

The name “co-op” alone won’t cut it. But when Millennials understand 
what that means, they see Ocean Spray as a partner.

TAKEAWAY

We conducted a social listening study across six online platforms including 
Instagram, Pinterest and Amazon. We also surveyed 356 Millennials 
nationwide and conducted interviews to better understand their cranberry 
consumption habits. 

Our findings consistently revealed that Millennials add cranberry flavor to 
other recipes and products. Examples from our social listening:

“You can easily throw a few on anything you are making and it’s an    
improvement. Made a wonderful cranberry flatbread the other day   
and it was yummy.”

                             - Michael, Amazon reviewer9 

“These pomegranate infused craisins make an ordinary salad into an 
AMAZING salad... soooooo good.”

     - Amie, Instagram user10 

“Cranberry peach Bellini is the bomb! Going to mix with club soda or ginger 
ale plus some fresh fruit to make a punch for my mother’s birthday party.”

                                                  - Kay, Pinterest user11 

When Millennials do buy cranberries, they pair them with other things. 
Because of the cranberry’s unique taste, it is a partner to other flavors.

TAKEAWAY

Ocean Spray can stand out among its indirect competitors 
by showing that its versatile cranberry products partner 
with Millennial kitchens.
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AUDIENCE Ocean Spray asked us to increase relevance for their brand with consumers aged 24-34. Through qualitative and quantitative 
research, we learned that this generation has diverse media habits, belief systems, and lifestyle choices. 
See a few examples of Millennial lifestyles here:

LIFESTYLE & FOOD HABITS

Finds DIY activities and “life hacks” rewarding.12 

LIFESTYLE & FOOD HABITS

Prefers easy and convenient food options.13 

Values eating healthy to keep up their  
fast-paced lifestyle.14 

MEDIA HABITS

Uses Facebook to share life events and keep up 
to date with others.15 

Trusts influencer accounts for recommendations 
and lifestyle tips.16 

LIFESTYLE & FOOD HABITS

Values socially responsible brands.17 

Takes the costs of their family into consideration 
when making purchases.18 

MEDIA HABITS

Follows friends on Facebook and tunes into live 
events on the platform.19 

Uses Pinterest to save projects, recipes, and  
share ideas.20 

Millennials want the most out of life but due to their limited resources they seek new ways to make life convenient.  
This generation wants to maximize their image with the least effort possible. 
They’re savvy: in life, and in the grocery store. 

The Young Martin Stewarts The Mobile Maximizers The Millennial Parents

TAKEAWAY

The Young Martin Stewart wants to impress     
their friends and appear trendy with ease.

AGE : 25

The Mobile Maximizer utilizes new, convenient 
technology to enhance their social life.

AGE : 31 AGE : 34

The Millennial Parent wants the best for their 
family, but is limited on time and finances.

Loves cooking new recipes to express    
themself creatively.21 

MEDIA HABITS

Watches Youtube videos for food inspiration 
and entertainment.22 

Posts on Instagram to present a curated 
representation of their life.23 
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THE PROBLEM Currently, Millennials know what Ocean Spray is, but they’re not buying its products. Because Ocean Spray is 
the market leader, in order to make the brand relevant, we have to make cranberries relevant.

THE ADVANTAGE Ocean Spray’s heritage is a series of partnerships. Ocean Spray products are a 
partner, too: a low-effort way to make anything one step snazzier. 

THE INSIGHT Our savvy audience is looking for an easy upgrade to their 
life and kitchen.

STRATEGY
Show that partnering with Ocean Spray cranberries makes things better.

Media placements will inspire savvy Millennials to add 
just one Ocean Spray product as part of a recipe or 

snack, increasing household penetration.

The campaign’s creative concept will demonstrate 
how Ocean Spray cranberries are an easy upgrade 

to Millennial lifestyles, building brand equity.

THE PRODUCTS
We chose to highlight 
these flagship products 
because they are 
versatile and lend 
themselves to powerful 
partnering.
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MEDIA STRATEGY Our media strategy is to integrate with, not interrupt Millennials and inspire them to add just one Ocean Spray 
product to their cart. Because Ocean Spray is a low involvement product, we focused on reaching the consumer 
a minimum of three times before each weekly shopping trip. We chose moments that have the highest potential 
to turn thoughts into actions at every stage of their purchase decision-making process.
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DIGITAL
We used popular digital 
platforms to partner with 
our audience’s day-to-
day life, entertain them, 
and reach them during 
their decision process in 
a cost-effective way. We 
will specify demographics 
and lifestyles to reach the 
target consumers. 

OOH
Our out of home 
placements upgrade 
Millennials’ everyday 
routines and remind them 
to give Credit to the Cran 
on their way to the store. 

EXPERIENTIAL
Experiential activations 
take Ocean Spray out of 
the bog and into the lives 
of Millennials. 

These can also be shared 
on digital platforms to 
increase national reach and 
build brand equity.

APPROACH
Our campaign begins 
with a heavy emphasis on 
digital to build awareness.

 Then, a mix of traditional, 
experiential, and OOH 
increases engagement and 
promotes action. Finally, 
we reinforce digital to keep 
Ocean Spray top of mind. 

IN STORE 
Once our audience is in 
the store, our campaign 
partners with the Millennial 
shopping experience to 
inspire them to buy one 
Ocean Spray product.

This is a national campaign and most of our executions reach young 
people across the country. In order to enhance the campaign and have 
the greatest impact we concentrated some of our media dollars on 
select markets. We chose these 11 markets based on:

Markets

• Population Size

• Millennial Population Density

• BDI/CDI Figures from Ocean Spray

• Household Income and Cost of Living

• National Distributions of Markets

• Education Attainment

LOS ANGELES

SAN FRANCISCO

SEATTLE

VIRGINIA BEACH

ORLANDO
HOUSTON

SALT LAKE CITY
DENVER

MINNEAPOLIS

CHICAGO

ATLANTA
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We’ll introduce the concept with our manifesto video. Click the link below to watch.
Password: NSAC18Team425

MANIFESTO

But how do we show that cranberries make things better without just saying it? By pointing the 
attention to the real hero of the story: the Ocean Spray cranberry. We’ve taken Ocean Spray’s 

iconic personality and given it a new Millennial voice.
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35 million Millennials use streaming services to watch TV.24 Using the digital 
aggregator, YuMe, 30-second spots will run on platforms including Hulu, Amazon, and 
Roku. These short spots will entertain, not interrupt, our audience. 

In Say When, a confused waiter witnesses a Millennial’s love for Craisins as they are 
added to her salad. Credit to the Cran for upgrading a simple salad into 
flavorful cuisine. 

In Drinks With Martha, an Ocean Spray “Farmer” reminds savvy mixologists that when 
it comes to cranberries, a little does a lot. Cranberry juice upgrades vodka to an easy 
cocktail in no time. 
 
Media Buy: National, via partnership with YuMe, a media buying platform.

Youtube has over 40 million Millennial users, with 54% of Millennials 
visiting the site daily.25 26 Pre-roll videos quickly grab attention and have 
an 80% completion rate.27 By keeping pre-roll ads just five seconds, we 
demonstrate that, like the cranberry, a little goes a long way. 

Media Buy: National.

Over one-third of podcast listeners are 
Millennials.28 Ocean Spray will create 
60-second pre-recorded ads tailored to 
podcast hosts and their specific topics. 
These ads will be easily integrated into 
programs because they are spoken by 
the hosts and written to fit the tone 
of the show. 75% of listeners take 
action on a sponsored message from a 
podcast, often because they trust their 
favorite host delivering a sponsored 
message.29 

Media Buy: National. Popular podcasts 
with Millennials across genres: This 
American Life, My Favorite Murder, Wait 
Wait Don’t Tell Me, and Stuff You Should 
Know. 16 or 32 episodes depending 
on budget.

HULU / YUME

PODCASTS

YOUTUBE PRE-ROLL
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Cost: $400,000  
Impressions: 13,333,333

Cost: $180,000
Impressions: 7,200,000

Cost: $400,000
Impressions: 52,631,578

EXECUTIONS These pages detail our digital, experiential, OOH and in-store executions. For each execution, we list the details 
of the media buy for both the $5 million and $10 million budget options.

Click on the play button to view this execution.
Password: NSAC18Team425

Click on the play button to view this execution.



We created “Flavor Your Feed” and “Bog for Your Vlog” 
partnerships to show cooking and parenting influencers 
how Ocean Spray products can be integrated into their 
daily routines. In their boxes, influencers will receive a 
personalized collection of Ocean Spray products with 
suggested pairings. 

Our audience is more likely to add something to their 
shopping cart if an Instagram influencer recommends 
or uses it.30 This partnership gives Credit to the Cran by 
showing that cranberries can upgrade your daily routine 
in little ways. 

Media Buy: National. Paid partnership with 4 or 6 Instagram 
cooking influencers and parenting bloggers, depending on 
budgets. 240 boxes sent to Youtube influencers.

Native advertising placements garner three times higher 
purchase intent than content hosted on a brand’s site.31  
Informative content placed on Parents.com and OOla.com will 
enable our audience to better understand how cranberries 
can upgrade their daily experiences and will show them what 
Ocean Spray’s co-op structure really means, building 
brand equity.32 

Media Buy: National. Websites that appeal to people who care 
about co-ops and cranberries: OOla.com and Parent.com.

We plan to use Facebook as a hub for our digital content. It is the most popular network 
with this generation, with 75% of people accessing it primarily through mobile devices 
throughout the day.33 We will update the look of Ocean Spray’s page, post digital spots 
and quick recipes via Facebook Canvas, and upload creative videos that show how easily 
Ocean Spray partners with your life.  

Media Buy: National.

INFLUENCERS

NATIVE CONTENT

FACEBOOK
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Cost: $175,040
Impressions: 106,296,000

Cost: $50,000
Impressions: 3,573,982 

Cost: $346,300
Impressions: 20,160,000



There are 75 million Pinterest users, 21% of whom are Millennials.34  
Food and drink is the most popular category on the site, and 72% 
of Pinners use Pinterest to decide what to buy offline.35 

On Pinterest, we’re building a hub of activities and recipes that will 
attract Millennial parents loyal to the site and let them give Credit 
to the Cran in many creative ways. Pinterest is an ideal platform to 
show our audience what Ocean Spray cranberries can add to their 
meals – sparking desire for trial and household penetration.

Media Buy: National.

PINTEREST
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Instagram Stories also presents an opportunity to reach our audience with a digital 
coupon campaign. When users swipe up on Ocean Spray’s Instagram story, a “Buy One 
Get One Give One” coupon will be added to their Apple Wallet. When they walk into 
the store, a location trigger will remind them to use it – and with each use, a donation 
will be made to Ocean Spray’s existing community fund.

41% of Millennials believe that personalized offers sent to their mobile devices enhance 
their shopping experience.36  The digital savings are a partner to their shopping 
experience, just as cranberries are a partner to their lives.

Location
Trigger

Cost: $100,000
Impressions: 3,333,333 INSTAGRAM

Cost: $201,000
Impressions: 10,027,374

On Instagram, we’ll follow 
Millennial accounts, get 
Ocean Spray verified, and 
build a cranberry-centered 
aesthetic to attract new 
followers. We’ll feature 
farmers on #FarmerFriday 
to emphasize Ocean 
Spray’s co-op structure and 
promote selected posts.

Media Buy: National.



For our live stream, Ocean Spray will sponsor a “Bog Skim,” our 
version of the popular spring mountain event the “Pond Skim.” 
By adding cranberries to the natural ponds that occur, we will be 
giving Credit to the Cran for creating a unique spring activity for 
mountain enthusiasts. 

Facebook Live has captured 63% of our Millennial audience and 
inspired 42% of them to create and stream their own live content 
as well.37 This up-and-coming media platform is an opportunity for 
Ocean Spray to reach Millennials in a media space that they are 
helping to define, inspiring engagement.

Media Buy: Colorado, Utah, and Washington: Pond Skim event 
locations that don’t have a title sponsor and draw large audiences 
each year. 

POND SKIM

Cheeky coasters at bars in our chosen focus markets will make 
Millennials laugh and maybe even start a conversation on their 
awkward first date. Select coasters will feature $5 discount codes for 
a Lyft ride home from Ocean Spray. These executions build positive 
brand sentiment and integrate with the way our audience already 
enjoys Ocean Spray products.

Media Buy: 11 chosen markets: 1 or 2 top bars, depending on budget from 
Lyft’s ridership data in each market.

Around the holidays, we’ll remind our audience why partnership is so important 
to the Ocean Spray Cooperative. This feel-good season is a perfect opportunity to 
show them what being a co-op really means.

Ocean Spray will choose farmers and loyal consumers that don’t often get to see 
their families and surprise them with their entire family and a huge Thanksgiving 
dinner. This will be shared across social channels to pay homage to this brand’s 
essential place at the Thanksgiving table.

70% of Millennials say they are more likely to buy a brand if it supports causes 
they care about.38 By bringing families together, Ocean Spray can leverage our 
audience’s love of social responsibility to build brand equity.

Media Buy: National. 4 or 8 families chosen, depending on budget.

COASTERS

CO-OP FOR THANKSGIVING
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Cost: $189,252
Impressions: 576,000

Cost: $37,200
Impressions: 3,555,355

Cost: $9,000
Impressions: 30,000 



71% of people look at outdoor advertisements they pass while 
commuting, and 38% say that they will make the decision to stop at 
the store on their way home.39 40 Advertising on public transportation 
influences our audience en route to their purchasing decision. 

By creating compelling Ocean Spray advertisements on public 
transportation, we will provide interesting content for Millennial 
commuters and remind them to add an Ocean Spray product to their 
cart while at the store.

Media Buy: Total of 78 or 98 bus wraps in Minneapolis, Denver, San 
Francisco, Seattle, depending on budget: chosen markets with large public 
transportation networks and high “walk scores.”

PUBLIC TRANSIT

Millennials are traveling more than ever. According to Boston 
Consulting Group, this generation’s share of air travel spending 
will reach nearly 50% in the next two years.41  

This airport walkway wrap will give stressed-out travelers a reason 
to smile while they wait for their flight – and maybe even share a 
photo, giving Credit to the Cran for a better travel day. The wraps 
will be placed in terminals serving airlines with an Ocean Spray 
distribution contract, when possible.

Media Buy: Atlanta, Denver, San Francisco, Chicago: popular airports 
with major hubs for domestic and international travels and moving 
walkways. During busiest travel months.

AIR TRAVEL
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Cost: $255,000
Impressions: 23,544,264

Cost: $546,125
Impressions: 32,912,536



32% of consumers visit a retailer they 
saw on a billboard later that week.42  
Out of home executions will compel our 
audience to add Ocean Spray products to 
their cart while at the store and capitalize 
on a commuter’s state of mind. 

Media Buy: Virginia Beach, Orlando, 
Houston, Salt Lake City, Los Angeles: 5 or 7 
billboards per market, depending on budget. 
Within 5 miles of grocery stores on a rotator 
to move location each month. 

69% of Millennials believe that attending live events and experiences make them more connected to other people, their community, and the 
world.43 To capitalize on this, Ocean Spray will place interactive installations that directly enhance a city’s specific needs. 

Heated bus shelters will keep travelers warm while waiting for their bus in the snow, while sprayground poles will provide Millennials’ children a 
chance to cool off on a hot summer day. Each of these installations will boost the consumer’s experience, giving Millennials something they can 
credit the cran for. These shareable, buzz-worthy installations will build brand equity and keep Ocean Spray top-of-mind.

Media Buy: 
40 bus shelters in Minneapolis, Chicago, Denver, Salt Lake City: chosen markets with the coldest weather. 
71 spraygrounds in Atlanta, Orlando, Virginia Beach, Los Angeles, Houston: chosen markets that already have spraygrounds and hot weather.

BILLBOARDS

EXPERIENTIAL INSTALLATIONS
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10 Mil Cost: $423,900
10 Mil Impressions: 35,619,752

$10 Million Budget Addition:

Cost: $203,881
Impressions: 483,240,000



Over 70% of purchase decisions are made 
in-store.44 Our mini-billboard executions help 
our audience find ways to spice up their life 
with minimal effort. Aisle number? Check. New 
pairing in the kitchen? Check. A funny moment 
in their dull grocery routine? Credit to the Cran. 
Scaled-up media buys will include coupons with 
this execution.

Media Buy: 11 chosen markets: 195 or 395 grocery 
stores and Walmarts, depending on budget.

Temporary displays have been shown to increase sales by 
up to 23.8%.45 An in-store display gives shoppers one final 
reminder to add ready-to-eat Ocean Spray products to 
their cart before check out.

Media Buy: 11 chosen markets: 7 or 9 of the most popular 
grocery stores in each market, depending on budget.

TINY BILLBOARDS

STORE DISPLAYS
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Cost: $231,000
Impressions: 7,271,900

Cost: $399,750
Impressions: 18,179,748
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33% of Millennials are influenced most by samples 
when deciding to make an in-store purchase.46  
This summertime placement will spark inspiration 
for using cranberries with popsicles, snow cones 
and more as they enter the store.

Additionally, if shoppers forget their reusable bag 
at home, they can give Credit to the Cran for a 
new one. Select cities get a personalized version. 
These bags enhance Millennials’ shopping 
experience and remind them of the cooperative 
nature of Ocean Spray. 

Media Buy: 11 chosen markets: 61 or 75 popular 
grocery stores, depending on budget.

SAMPLING

The executions reflected in this media plan 
are just the beginning of Credit to the Cran 
for Ocean Spray. In the future, Ocean Spray 
could apply this tagline and concept to 
other initiatives and audiences.

For example, older Millennials and parents 
could give Credit to the Cran through a 
partnership with a family planner app like 
Cozi, which coordinates shopping lists and 
recipes. Ocean Spray could also partner 
with meal kit services like Hello Fresh and 
incorporate its products into their recipes, 
inspiring consumers to give Credit to 
the Cran for a fun new meal. Scaling up 
YouTube influencer partnerships is another 
future opportunity that is most 
cost-efficient with people under 24.

FUTURE OPPORTUNITIES
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Cost: $402,600
Impressions: 12,364,632



“This one is especially funny in an 
airport because you spend so long 
waiting. Seeing something on the 
side is really clever.” 

- Shelby, 26, Focus Group Participant47 

“I would really remember who 
heated me that day and I would 
give credit to it.” 

- Kaitlin, 25, Focus Group Participant49 

“If I saw that I would say that was 
a good idea and I would stop by 
and pick it up.” 

- Scott, 24, Focus Group Participant48 

INSIGHT

RESULTS

The participants confirmed our insight about the 
cranberry’s partnership potential.

“Something small like a cranberry upgrades your day.” 
— Rachel, 32, Focus Group Participant50 

“Screw the blueberry muffin when you can have a 
cranberry muffin.” 
— Susan, 30, Focus Group Participant51  

“Cranberries make things better.” 
— Shelby, 26, Focus Group Participant52 

Although just 27% of focus group participants had 
Ocean Spray in their pantry, after seeing the campaign, 
64% indicated they would have it in their pantry by the 
end of the month.53 54  

We asked them to rate Ocean Spray on dimensions of brand equity before 
and after seeing the creative. Here are how some of the averages changed:

“I like this brand.55 “This brand is worth my money.57 ”   

“I trust this brand.58 ”    “This brand stands out.56 ” 

2.8                   3.7  

2.8                   3.4  

3.1                       3.5  

2.4                   3.8 

CREATIVE TESTING Our team conducted focus groups with 24-34 year olds from states across the country, 
including Georgia, Minnesota and California, to evaluate their responses to our creative 
concept and executions.
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JUN JULY AUG SEPT OCT NOV DEC JAN FEB MAR APR MAY
DIGITAL

EXPERIENTIAL

OOH

IN-STORE

I0 MIL ADDITIONS

Influencers

Airport Walkways

Billboards

Tiny Billboards

YuMe

Airport Walkways

Youtube Vloggers

Pond Skim Sponsorship

Bus Wraps

POP

Facebook Sponsored

Heated Bus Shelters

Sample Stands

Instagram Sponsored

Mist Poles

Reusable Bags

Pinterest Rich Pins

Billboards

Paper Coupons

Facebook Sponsored

Coasters+Lyft

Canvas Ads

Co-Op

Instagram Sponsored

Pinterest Rich Pins

Native Content

Podcasts

Youtube Pre-roll

YuMe

BOG-o Coupons
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DIGITAL
Influencers

5 MILLION 10 MILLIONIMPRESSIONS IMPRESSIONS
$175,040.00 $269,040.00106,296,000 119,094,000

23,544,264 31,392,352

Facebook $346,300.00 $683,100.0020,160,000 27,720,000

30,000 30,000

Instagram Sponsored $200,000.00 $650,000.0010,000,000 13,000,000

576,000 576,000

Pinterest Rich Pins $100,000.00 $300,000.003,333,333 10,000,000

3,555,355 3,555,355

Native Content $50,000.00 $50,000.003,573,982 3,573,982
Podcasts $180,000.00 $360,000.007,200,000 14,400,000
Youtube Pre-roll $400,000.00 $600,000.0052,631,578 78,947,268

533,016,000 2,075,235,840

18,179,748 36,359,496

YuMe $400,000.00 $600,000.0013,333,333 20,000,000

32,912,536 34,925,582

-- 1,975,000

BOG-o Coupons $1,000.00 $1,000.0027,374 27,374

-- 34,981,232

7,271,900 9,349,585

TOTAL DIGITAL: $1,852,340.00 $3,513,140.00216,555,600 286,762,624

27,705,619 35,553,707

Airport Walkways

EXPERIENTIAL
$255,000.00 $340,000.00

Pond Skim Sponsorship $9,000.00 $9,000.00
Coasters+Lyft $189,252.00 $346,962.00
Co-Op $37,200.00 $74,400.00

TOTAL DIGITAL: $490,452.00 $770,362.00

OOH
Billboards $203,881.00 $566,548.00
Bus Wraps $546,125.00 $846,125.00
Mist Poles -- $360,000.00
Bus Shelters -- $63,900.00

TOTAL OOH: $750,006.00 $1,836,573.00

IN-STORE
Tiny Billboards $399,750.00 $809,750.00
Paper Coupons -- $101,400.00
POP $231,000.00 $297,000.00
Sampling $402,600.00 $495,000.00

TOTAL IN-STORE: $1,033,350.00 $1,703,150.00

OTHER
AGENCY FEES $370,000.00 $1,100,000.00
PRODUCTION COST $500,000.00 $1,075,000.00

TOTAL IN-STORE: $870,000.00 $2,175,000.00

TOTAL $4,996,148.00 $9,998,225.00

-- 6,385,020

12,364,632 15,202,416

565,928,536 2,151,527,674

37,816,280 62,886,497

848,006,035 2,536,730,502

Because our $5 million budget reflects the most effective media mix to reach Millennials, we allocated 89% of the additional $5 million 
to existing executions, emphasizing digital. The remaining budget invests in new executions that upgrade consumers’ everyday lives.
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METRICS

282,688,679

28,266,868 

 $13,455,024

 $31,117,229 ROI: 3.11:1

ROI: 2.69:1
791,472 

427,395

307,724 

Millennial impressions adjusted for 3X week frequency59 

Millennials reached using Reach:Impressions ratio of 10%60 

Millennial purchases using standard conversion rate of 2.8%61 

Millennial household purchases62 

New Millennial household purchases, considering existing household 
penetration.63 With the $5 million budget, Ocean Spray will meet its 2-year 
household penetration goal in less than two years. 

Our evaluation strategy includes research partners for the duration of the campaign, which will allow us to adjust media buys for maximum 
effectiveness. At the end of the campaign, we will measure brand household penetration and brand equity to determine if Credit to the Cran 
moves the needle for the Ocean Spray brand.

Grow Ocean Spray’s 
household penetration with 
this audience from 28% to 
28.5% over two years.

Generate a 7%+ increase in 
Ocean Spray brand equity 
with this audience resulting 
in a score of 8.8%. 

Site Engagement 

Store Conversion Rate & Lift Digital Coupon Use

Click-through Conversion & Multi-touch Attribution

Social Monitoring : Share of Voice
Affinity, Interest

Pre/Post Testing for Recall and Sentiment

KPI: Brand Equity 

KPI: Brand Penetration 

If every converted Millennial adds just one Ocean Spray product to their cart and 10% become 
loyal customers by purchasing Ocean Spray every other shopping trip, annual sales as a result 
of this campaign will be:

For the $10 million campaign64 :

For the $5 million campaign65 :

OBJECTIVE ADJUSTMENT METRICS EVALUATING SUCCESS

EVALUATION Using industry standard conversion rates, U.S. census data and information provided in the Ocean Spray case 
study, our team estimated the household penetration created by this campaign and its return on investment.
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Ocean Spray gave us a two-pronged goal with an audience that’s notoriously hard to crack. We gave this classic 
brand a fresh take on their voice and a cost-effective digital campaign for the digital age.

Credit to the Cran shows Millennials that partnering with Ocean Spray is an easy way to complement their lives. 
Plus, it stays true to Ocean Spray’s co-op heritage, introducing the next generation to the power of partnership by 
not only explaining Ocean Spray’s co-op structure, but showing how the brand itself acts as a partner to their lives.

With this campaign, Ocean Spray can turn awareness into action by giving Credit to the Cran and to the brand. We 
are Team 425 and we look forward to working with you.

CONCLUSION

Click for footnoted sources
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