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EXECUTIVE

Summary

Ocean Spray has a rich 90 years of grower-owned history. It is a brand
that owns 65% of the cranberry market and has developed diverse
products and innovations, such as Craisins and Pact.’

After researching Ocean Spray’s brand heritage, we've concluded it
is relevant to Mﬁlennials. Its unique family farm co-op model allows
consumers to know exactly where the zuit is grown and sourced
and by whom - something that is important ang appealing for this
audience as they seek transparency from companies.

This facet of Ocean Spray has always been there. Now, our campaign
will highlight it and put these brand attributes front and center, as we
ask the target to “Come to the Bog".

THE CHALLENGE

Drive relevancy among Millennials with a nationwide
campaign that showcases the unique Ocean Spray way
of life.

THE OBJECTIVE

- Increase brand equity by 7%+ among
VHIEWIELS

* Generate 0.5% increase among

Millennials’ household penetration in
two years
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SITUATIONAL

Today, Millennials perceive traditional juices as
too sweet, caloric and artificial. Instead, they turn
to beverages that are low in sugar, have more
natural ingredients and are exotic in flavor. These
drinks inc?ude flavored, sparkling and functionall
enhanced waters. (e.g. water enhanced wit
electrolytes, aloe vera, lucuma and other
superfoods).?

Capitalizing on these trends, the industry has
saturated the market with new and innovative drink
products. In fact, 4,373 new beverage products
were launched between January and November of
2017.% It is no wonder the traditional juice market
has stagnated.

This search for new, healthier options has also spread
to the snack industry. Consumers are choosing dried
fruits to satisfy their cravings instead of salty snack
alternatives.® Private labels are winning in this
category, as they are perceived to have as much
quality - and a lower price - as the known brands.¢

In this competitive landscape, Ocean Spray
continues to be a well-recognized juice and
snack brand with their flagship cranberry juice,
sauce and dried fruit. While most competitors aim
to capture Millennial loyalty with trendy flavors
and ingredients, Ocean Spray’s strengths can be
leveraged to connect with Millennials on a deeper,
more relatable level.

This graph gives a quick view of the category that Ocean Spray competes in now. It is not just about juices
anymore. Consumers are substituting flavored and enhanced waters for juice.
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BRAND

Perception

Through primary research, we explored Millennials’ current perception
of the Ocean Spray brand. Overall, most respondents recognize the

blue wave logo or reference “the two guys in the bog.” The packa?lng is
recognizable, but outdated and also indistiguishable from private la

bel

juices such as Walmart's Great Value brand.

46%

are able to recall, with
no prompting, that
Ocean Spray is

“THE CRANBERRY
BRAND.’

40%

associated cranberries
with either

CRANBERRY SAUCE
or THANKSGIVING.

28%

suU rveyed have a

POSITIVE
perception of
Ocean Spray.

CRANBERRY PRODUCTS
ARE NOT TOP-OF-
MINDTVV

Negative perceptions of the brand
are due to high sugar content

or unnatural |ngre3|ents in the
products. The target is not aware
of Ocean Spray’s

healthier products,

such as Organic,

Pact or Pure.

THE TARGET IS
UNAWARE OF
THE BRAND'S

HERITAGE
AND CO-0P
STRUCTURE.

IT'S A GOOD BRAND WITH HIGH QUALITY
PRODUCTS AND SOMETHING | CAN TRUST.

IF IT WAS ORGANIC, I'D LOVE IT.

EVERY THANKSGIVING MY GRANDMA MAKES
CRANBERRY SAUCE WITH THEIR CRANBERRIES.

a7, ASSOCIATION




CRANBERRY
SEGMENTS

These segments may have different motivations when it comes to cranberries, but they do have one thing in common: they are all true digital natives. They have
integrated all channels of media into a seamless experience. This target browses social media as they stream TV shows or webroom in grocery stores for the
cheapest prices.”? Millennials are the first generation that is accustomed to research at their fingertips.

MOTIVATIONS MOTIVATIONS MOTIVATIONS MOTIVATIONS MOTIVATIONS

ASSUMPTIONS ASSUMPTIONS ASSUMPTIONS ASSUMPTIONS ASSUMPTIONS

1 O 13
LESS THAN 1 D OF ALL MILLENNIALS (APPROX. 400,000) PURCHASE OCEAN SPRAY PRODUCTS.

5.




BRAND
INSIGHTS

Ocean Spray has all the elements of a brand
that appeal to this target:
It is a co-op of 700+ family farms that
own the brand.”

Cranberries are sourced right on these

farms.

The farmers care about sustainability of
the land, so they can pass it down to the
next generation.

Ocean Spray should leverage this by
speaking to Millennials about these
brand values.

CATEGORY
INSIGHTS

In today’s beverage landscape, Ocean
Spray is seen as too traditional in what has
become a highly innovative industry.

The brand has several products that will
appeal to Millennials: Pure, Pact and
Organic fit into what this target seeks.

P

P

Ocean Spray needs to do more
promotion for these products that appeal
to the target.



PLAN OF

STRATEGY & BIG IDEA CAMPAIGN MANIFESTO

Our strategy positions Ocean Spray as a heritage
brand whose essence is defined by the farm families

oy bogs ke eean:Sorey Aot Hrom OGEAR SPRAY
other food and beverage competitors. @m@y ngml Tr
h i f thi i Il . \ ; D TS
action Tar the target Jo, “Come to the Bog," as an JUST A GRANBERRY.

escape to a place with history, heritage and family.

It has two meanings: “Come to the Bog,’ literally
-~ but also “Come to the Bog” by enjoying Ocean
Spray products.

IT'S AN EARLY START BEFORE THE SUNRISE.

IT'S A PAIR OF WADERS AND A TON OF HARD WORK.
A SMILE, A PERFECT DAY AND OVER 700 DIFFERENT FAMILY
FARMS. IT'S AN EXPERIENCE THAT YOU HAVE TO SEE FOR
CA M pAI G N LO G 0 YOURSELF. BECAUSE OUR CO-OP ISN'T JUST HARVESTING

CRANBERRIES. IT'S HARVESTING ALL OF THE QUIRKS,
TRADITIONS AND HERITAGE THAT GOES WITH OUR BRAND AND
THE BOGGERS WHO OWN IT. SO EVEN IF YOU CAN'T ACTUALLY
VISIT, JUST TAKE A SIP OR A NIBBLE OF SOME OCEAN SPRAY,

AND YOU'LL BE RIGHT HERE WITH US.

OCEAN SPRAY. COME TO THE BOG.

COME

TO THE

THE EXPERIENCE

q’é’ans‘)ﬁ )

THE EXPERIENCE

This logo for Phase 1 promotes the “Come to the
Bog” experience and is lighter in branding.



CAMPAIGN

Built from target audience and brand insights, the “Come to the Bog” campaign is

developed through two phases:
Phase 1 (June-October)

Seeks to increase awareness of Ocean
Spray’s brand heritage and drive
engagement througﬁ high reach media
and creative executions. A national
contest will launch in which the target can
apply at the “Come to the Bog” microsite
to become boggers for a week and
experience the co-op’s proud traditions.

BUDGET

PHASE 1

Phase 2 (November-May) JUNE OCT/NOV JAN

PHASE 2

MAY

products with the goal of increasing
sales. During this p%ase, the creative

will emphasize that every bite and sip

of an Ocean Spray product brings the
experience of the bog. This phase begins
with holiday promotions, then leads to an
exclusive partnership with Airbnb. Cause
marketing that contributes to the Future
Farmers of America is also added.

Focuses on promoting Ocean Spray | | |

DMAS

MEDIA OVERVIEW

With a $5 million budget, media
E|acements il incluge digital, out-of-

ome, experiential, cause marketing
and a partnership.

19% Out-of-Home /Ambient
10% Experiential

/
y 30% Cause Marketing/Partnership

41% Digital

The top 10 markets with the highest concentration of Millennials
will be used for out-of-home and experimental media.’®
Facebook
Instagram
LinkedIn
YouTube

Hulu

Spotify

Online Displays
Scan & Go
Voice Search

Austin, TX
. Salt Lake City, UT _
. San Diego, CA FFA
. Los Angeles, CA Airbnb

. Washington, DC

. Houston, TX

. Las Vegas, NV

. San Francisco, CA
10. Dallas-Ft. Worth, TX

1.
2
3
4
5. Denver, CO
6
7
8
9

Subway /Train

Bus

Airports
Malls/Restrooms
Supermarkets (Trad.)
Gas Stations
Convenience Stores
In-Store POP

Pop-up Kiosks
Vending Machine
Cran-terns
Produce Panic



gAh'I"IIEODN“A\LES June-octoser PHASE 1

“Come to the Bog” Experience “Come to the Bog” Microsite

Acting as a hub in Phase 1, this microsite allows consumers to submit their video applications
for the “Come to the Bog” experience.

As part of a national contest, Ocean Spray will invite 50 pairs
(100 total) of the target audience to stay with a cranberry co-op
family for one week during harvest time. Applicants will submit a
video, no longer than a minute, describing why they would make
great boggers. Ocean Spray will pick the winners based on these

submissions. During their stay, winners will experience and learn wELchE Tn

the life of a cranberry bogger.
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The contest will be prominent throughout all executions until
winners are announced.
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BOGGERS WANTED
What's it like to be a cranberry bogger during harvest?
Well, we want you to experience it first-hand.

So, this fall, we're hiring 50 pairs of fun-loving, hard-working people SUBMIT YOUR
to come spend a week with one of our co-op farm families - VIDEO APPLICATION

in Massachusetts, Wisconsin or the Pacific Northwest. m

Dig ital You'll learn all about bogging, nature, cooking with cranberries and
cranberry festivals. We'll provide the bed and breakfast. You provide

“Come to the Bog” Launch Videos

the love for adventure.
The campaign will launch with 15-second and 30-second videos on
So grab a friend and make a video (no more than a minute long) telling

YouTube and Hulu showcasing Ocean Spray co-op families inviting viewers
us why you want to "Come to the Bog."

to apply for the competition and visit the microsite.

TO THE

RNG

THE EXPERIENGE

P See the videos here:

Launch Video 1: vimeo.com /260646443
Launch Video 2: vimeo.com /260646468

password: NSAC18Team500

of Millennials watch 2 °/
TV through stream- o

N\
—~
[6 1 olo ing. More than half of Millennials take RIS
P

A TRAVEL EXPERIENCE LIKE NO OTHER

of them use Hulu. action after viewing FARMING
a YouTube ad.




& MEDIA _
Sl e June-octoser PHASE

Digital

LinkedIn, Facebook and Instagram boosted and
organic posts will put out the call for boggers. They
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i ‘ We need 50 pairs of adventure-loving people to work and live with
4 our cranberry family farmers for a week during the fall harvest.
Instagram ;

We promise you'll learn all about growing cranberries, have lots of
fun at cranberry festivals and eat lots of good food. Just make a
video about a minute long telling us why you and your friend are

cranberry growers at heart.
PN eV ellelleEs pl e
GG E S The only qualifications needed:

oceansprayinc Sponsored v

\ Sy - Must have a love for sunrises, light breezes and nature
A A NT E ?@ - Don’t mind getting your hands wet and/or dirty (we have gloves)
W AuEE § Em - Willing to eat lots of delicious, home-cooked cranberry dishes
and desserts
H1 St aauldlissyen G‘?T*E
DEADLINE IS AUGUST 1. APPLY NOW AT COMETOTHEBOG.COM '~ PO&

THE EXPERIENCE
COME
APPLY BY AUGUST 1 AT COMETOTHEBOG.COM ~ @

&)

87%

OF MILLENNIALS REPORTED HAVING
A FACEBOOK ACCOUNTZ

99%

22
LITERALLY NO PREVIOUS OF MILLENNIALS ARE ACTIVE USERS

O Q

® 679 likes

oceansprayinc

A
WA

Oualification $2
DON'T MIND GETTING YOUR

HANDS WET OR DIRTY. FARMING EXPERIENCE NEEDED.
HONESTLY.

APPLY BY AUGUST 1 AT COMETOTHEBOG.CO S 3 8 /o

OF LINKEDIN JOB HUNTING
PROFESSIONALS ARE MILLENNIALS®

10.



June-octoser PHASE

Point-of-Purchase

Vinyl floor decals will be placed in the aisles of grocery stores that lead to the Ocean Spray shelf.

Online Display Ads

Display ads will be placed on websites

A large shelf insert will be displayed around the Ocean Spray products with a monitor that plays a video
loop about the bog being the source of the products. There is also a coupon display.

most frequented by Millennials.*

BOGGERS WANTED
_APPLY NOW |

we NEep 50 pairs oF
FUN-LOVING PEOPLE TO SPEND A
WEEK WITH ONE OF OUR CO-0P
FARM FAMILIES DURING FALL
HARVEST.

APPLY BY AUGUST 1 @

PUBLISHING SITES:

Ereddit

BuzzFeepD
®) REFINERY29

SPECIALTY SITES:

ullrecipesIcom
@ FANDANGO

GROUPON

e-COMMERCE:

amazoncom
N '
Walmart <

© Target.

-+ 4COME.
s TO THE 2
2 ‘:.‘lf\/ vau@r\x\w" ren

ei% COMETOTHEBOG.COM ., -~ %N

THE EXPERIENGE
P

. Ocean Spray shared Ocean
D sprays event.

We're kicking off harvesting season with the
Festival of the Cran-terns!

Festival of the Cran-Terns
Sat2 PM - Warrens, Wi

Comment

Experiential

Pop-Up Kiosks
The kiosk is a place where the consumer can
actually film his/her video submission for the
contest. After the video is submitted, users will
receive an Ocean Spray sample. This interactive
opportunity generates user content and gives
consumers an experiential way to submit an
application.
Cran-terns
To celebrate the cranberry harvests around
the country, Ocean Spray will set up a “Cran-
tern” booth at cranberry festivals. Cranberry
shaped lanterns will be released to signify the
cranberries rising in the bogs. This event will be
promoted on social media and encourage user
generated content.




June-octoser PHASE 1

Out-of-Home

Our OOH and ambient advertising puts out the call for boggers
on buses, posters, gas pumps, airplane trays and in kiosks. These
are in high traffic areas like malls, shopping centers and airports.

\

\_ COMETOTHEBOG.COM
N

A .
IN THEIR .
WADERS

e LA AT e . PtreT £ 2T ro— = L7 28

Airbnb Partnership

Ocean Spray will exclusively
partner with Airbnb for the
“Come to the Bog” experience.

All experiences

=i e c
AIRBOAT RIDE - MIDDLEBORD CRAMBERRY BAKING - PROVIDENCE
Seanic boat trip on a cranberry bog Baking with the states national fruit

COMETOTHEBOE.COM User Generated Social Media

UGC from the contest using #CometotheBog.

12.



CREATIVE

e Ocean S

pray il Like Page

ed

YouTube Pre-roll
Food shortages are causing empty shelves nationwide. Here's our tubed

solution! 15-second unskippable pre-roll

= ads will run on YouTube to show
how consumers can “Come to
the Bog” with every sip.

P> see the video here: Social Media
vimeo.com /260646496 Consumers will create user-generated content when they
visit the bogs through Airbnb. Ocean Spray will re-post this
content and encourage others to also book an experience.

Food Shortages Solved by Meal Replacement Paste nstag

This national organization guides
Goodbye veggies, hello paste! . ~ § 8 e
students to a career in agriculture TS Q Whatare you looking for © @ Oocen Spry Sponsored Ocean Spray Sponsored v/

‘th h d t. 28 Th h t CHECK OUT OUR NUTRITIONAL SOLUTION

roug education. gelV] (0]V] .

Phase 2, Ocean Spray will donate [+ 81K 562 Comments 7K Shares 4 . - CEME
a portion of its proceeds to FFA. : ¥ Comment | 3 (= ROG

/ = smazen ¢ Y

rime

— -

e®eeee Company = ‘, X
il A o
Ocean Spray and FFA want to give Ly i
shoppers a glimpse into a scary future if ISLEEE!Y

there were no farmers. That's why they're
taking over local grocers and clearing
out the produce section. Instead of
finding fresh produce, customers instead
see tu?)es of tlavored, nutritional paste.
Behind the stores, Ocean Spray and FFA
then reveal their own Farmer’s Market to
show the importance of farmers.

amazon

Book Now
Book Now

® 892 likes ¥ 734 likes

Ocean Spray Payton booked an experience through

Ocean Spray David had a bog-ton of fun on his Airbnb
Alrbnb to visit the Gilmore bog, and you can tool experience at the Detlefsen bog in Wisconsin
#oceanspray #cometothebog #oceanspray #cometothebog

Voice-Activated Technology

Google Home and Amazon'’s Alexa will recommend specific Ocean
Display Spray products or recipes that reference bidded-on key terms,
This Amazon banner ad invites mimicking PPC technology.

users to Ocean Spray’s website. 4 3 °/°

7 2 °/ Spotify of Millennials used voice-
(-]

Mid-stream radio spots will convey the " activated devices to make
feeling of going to the bog through a purchase in 2016.%°
Ocean Spray products.

@ 394 likes

oceansprayinc For every bottle of Ocean Spray
Organic Cranberry 100% Juice bought from now until
the end of May, Ocean Spray will donate a portion of
the proceeds to Future Farmers of America, an
organization that advocates for sustainable agriculture
so Americans can have fresh produce on their tables
for generations to come.

A Q of Spotify listeners

are Millennials.?

P vimeo.com/260648007

13.



~CREATIVE

NOVEMBER-MAY

Out-of-Home

EverY sIP TAKES YOU TO
THE BOG
Bt

= - s b il ) Y
nted A o | = | L -
e 5. tlon h.‘ ), o } B 100% JUICE ] )
x | 3 L g G
| ] Ed S | ) |
R | 7, ORGANIC ORGANIC
- -
.

YR I JUST SAY,
.
*
“

=5 = =) I I ‘m'_”m]? =y e, g, y m‘
FREE DRINK FREE DRINK
JUST SAY,

I WANT TO COME TO

I WANT TO COME TO
THE BOG"

THE BOG"

- OCEANSPRAY.COM OCEANSPRAY.COM
"L 1 oo o 06 : _— :

‘ WHEVERY SIP




~CREATIVE

NOVEMBER-MAY

Point-of-Purchase

oue 10 THE
gVERY SIP

Scanned
E!!E
o ROG

VISIT yg VISIT yg Scanned

i AT
CoMErurHEnng_cuM | WMETumEuun,cuM

Planter Peanuts

SAVE $1 ON OCEAN SP
CRAISINS INSTANTL'

e
%o S

COMETOTHEBOG.COI

CRAISINS INSTANTLY

D
72%

COMETOTHEBOG.COM

of Millennials say they are
likely to use code-scanning
for convenience.”




CREATIVE

NOVEMBER-MAY

Phase 2 will emphasize the feeling of being on the bog with every
taste, as well as highlight Ocean Spray’s healthier beverages, such as

For the holidal?'l season, the campaign will show new holiday
Pact and Pure. This phase focuses on driving sales.

traditions and how Ocean Spray continues to be a part of them.

> See the video here:
vimeo.com /260646530

BOG MARKET

Social Media

Ocean Sp ray wi I I continue boosted and o rg anic posts Customize your drinks, sauces, jellies and Craisins. Create your own flavors. Order all your faverites or our latest
th rou g hOUt Phase 2. Content s h owin g "new trad itions” products. Order variety packs. How about some merch? You won't find these anywhere but here.

and featuring their products will be on Instagram and
Facebook.

Jnstagnam

oceansprayinc Sponsored v

Instagram

@& oceansprayinc Sponsored v

' i . ;_a ’4\ o = IF nb = oGk &cirbnb
A DRINK BEFORE Airbnb. 3 . @ O

; Ocean Spray will 78U ¢ Your reservation is
'R CAN BE “JUST' pray S .
INNER CAN BE "JUST D L S toservat

AS IMPORTANT. social ‘posts that' Experience
invite consumers
to book their own
bog trip through Q Little Scoop Bog
Airbnb‘ ® 2 hours total

=) ¥

DON'T BAKE A HAM.
BE A HAM.

Rk in g

You're going to Massachusetts

[ Waders included

&2 Offered in English

Shop Now

O Q

¥ 638 likes

Cranberry Bog Experience

O Q

Meet your host, Little Scoop Bog
Message

Addr
rth Ave, Hawley, MA 01070

® 679 likes

oceansprayinc It’s not the easiest getting through the

holidays. It’s a bunch of people all under one roof. Too

many pairs of hands helping more

oceansprayinc All traditions were new at one point. So
deviate from the already done. You don’t have to bake
a cliche. Make something diffe ... more

Checkout
Sat, Jan 07 Sun, Jan 08
3PM 1AM

Discover how Ocean Spray’s cranberry
boggers round up cranberries in a
real-life cranberry bog. As featured on
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PHASE 1 PHASE 2
I I I I NOV DEC JAN FEB MAR APR MAY
DIGITAL S2M
I
]
I
e 215M
22BIL
EXPERIENTIAL S500K
144.1M
69.9M
TOTAL
IMPRESSIONS 22,440,962,000




CAMPAIGN
Sraluations

MARKETING OBJECTIVES EVALUATION EXPECTED RESULTS

Increase in brand Measure audience engagement on social media, microsite traffic
equity and brand and the number of experiences booked through Airbnb. 7%+ increase in brand equity

awareness among : and brand awareness among
Millennials by 7%+. Use focus groups and surveys to measure post-campaign brand wiillenmial cvdicnes.

awareness and perceptions.

Increase sales of Measure sales quarterly from DMA stores and digital sales. nerease Millenmial selles

all Ocean Spra nationally year-round
products outsic},e of Assess sales tactics according to in-store and digital advertising, vy '

the holiday season. including Scan & Go.

vy

% .
%) View for sources:

HTTPS://TINYURL.COM/TEAM500SOURGES

b 5
(P =0
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ADDITIONAL

WITH $10 MILLION

The $10 million total budget will be an enhancement of the
integrated campaign with the opportunity for more traditional
placements.

Additigns include:

* Broadcast television & radio spots in our Millennial markets
+ Programmatic digital media buying
Product Innovation & Coachella: ‘Bog in the Desert’

[ X )
L_J
S

Further increases
brand

Further increases

Television
“Come to the Bog” contest spots will air in
Phase 1. Mid-Phase 2 will be teaser videos for
the product innovation(experience. Including
broadcast TV will reach more Millennials than
digital-only video placements.

of Millennials
watch prime time
programming live.

86 %

Radio
Product spots will launch Phase 2 of the campaign,
utilizing the power of audio describing the

experience of the bog with every sip or bite of
an Ocean Spray product.

AM/FM (broadcast)

Week|y reach amongg 3 °/
Millennials remains °

Programmatic digital media buying
During Phase 1 & 2, targeted digital ads will be
delivered nationally across an online ad network

awareness household through bidding on the Millennial audience.
d penetration in

an our target

purchase audience.

intention

PHASE 1 PHASE 2
JUNE JuLy AUG SEPT oCT NOoV DEC JAN FEB MAR APR

S10M ADDITIONA
RECOMMENDATIC
Digital Programmatic

™v

Radio

Coachella & PR Stunt

TOTAL
IMPRESSIONS

The average conversion for
programmatic buying rates

4X HIGHER

than traditional methods.

TOTAL
SPEND

750,000
$1,000,000
$500,000
$2.75M

80,171,177,343




__Jnpovation & Logckell

INSIDE BOG IN THE DESERT

NEW PRODUCT

4

\
/&

CRANBERRY INFUSED

S

PR Scavenger Hunt

The top-secret Ocean Spray
product will be placed in the 10
Millennial DMAs for consumers to
find on the launch day in February.
Clues will be given out on social
media for participants to seek
out the new product. The people
who find it will receive two tickets
to Coachella in April, where the
product will have its official launch
nationwide.

Limited-Release Product Hype

Awaiting the public launch of the new product,
social media will be packed with hype content
leading up to Coachella.

Coachella

This all-new product’s official release
starts at Coachella with free samples
of the flavored sparkling water
accompanied by an air-conditioned
“Bog in the Desert”. Branded
misting fans distributed throughout
the grounds will entice festival-
goers to cool off with Ocean Spray
and stay hydrated with the new
Cranberry-infused Sparkling Water.

=]
=)

A THE_BO

CRANBERRY STAGE
ROTATING DJS 24/7
SPINNING MUSIC DURING DAY
& AMBIENT BOG SOUNDS
DURING EVENING

THE BOG LOUNGE
RED BEAN BAGS AND
CHARGING TABLES
ON ASTRO TURF

INDUSTRIAL
MISTING FANS




