AMA COLLEGIATE CASE COMPETITION
2010-2016

MINT COOL

' CANDY BLASTS GUM

(COOUBLASTS,




TABLE OF CONTENTS : EXEUTNESUMMARY AND GOALS OF CAMPAlGN

Executive Summary and Goals of C

Concept & Situational Analysis. .. .usssvssss

Preliminary RESEAICI « s uuusssssstssssustsssusssssssssssssssssssssssssssssssassssasssssssnsssssnsns
Target Market..«ssuuves
‘The Problem
23 70 L
Video Ads.vssssin
Brand Activation: Experiential Marketing
Corporate Social Responsibility .

Social Media: Platforms & Contest

B (N 0 T 1 R e U S S S DN SO L S SN
Media Justifi

Additional Marketing R dations
TG
Calendar of P; i

Sales Forecast




CONCEPT

Cool Blasts’ unique concept, a mix between a piece of gum and a mint, has the excitement that comes with a
new product. With functional benefits, such as its fast-acting power and the strength of the flavor, it provides a

refreshing alternative to gum and mints. The quick disolve of the chew makes them convenient for on-the-go * Positive associations from the * New product category is unknown
consumers and has the potential to become a staple in the lives of busy Millennials. Ice Breakers’ name and difficult to explain

Strengths Weaknesses .

*

SlTUATlONAL ANALYS'S * Innovative quick-disolve feature

* Bulky packaging
Food Industry Trends * Effective breath freshening

In the confectionary industry, the new question for consumers to answer is “to chew or not to chew”. Currently, the
industry is facing declining gum sales, with many consumers looking for an alternative way to freshen their breath.
The industry has been facing a lack of product innovation, struggling to help consumers find a new way to meet
this need.

Opportunities . Threats

* Decline of traditional gum use * Health trend moving consumers
Sociocultural Factors away from aspartame

These days, Millennials are busier than ever, packing their schedules from the moment they wake up in the
morning. They must balance this with pressures to constantly improve their bodies and perfect their self-images.
Because of these things, many look for quick and convenient solutions to their problems.

Because Cool Blasts is a new product category, it doesn’t face any direct competitors. However, it does face intense
competition among other confectionery breath fresheners such as gum and mints.
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PRELIMINARY RESEARCH

Survey (N=271)

v et ¥ 4
PRELIMINARY RESEARCH

Focus Groups (N=12)

Objectives:

* To see what people think of the current
Ice Breakers Cool Blasts marketing

* To learn how people use and interact
with Ice Breakers Cool Blasts

Findings:

‘While focus group participants generally found the ads
humorous, they wished that the ads provided more insight
into what the products were. This confusion was generally
off-putting leaving few participants wanting to try the
product after seeing the ads.

Insights:
Create ads that are more explicit in their explanation of
this new product category.

< »
What do I do with it? Am I supposed to chew or suck on this?

Findings:

None of the participants had tried Ice Breakers Cool
Blasts prior to the group but most liked the product once
they did. Some respondents thought they were too strong
but most liked the strength, feeling confident that the
powerful mint flavor would freshen their breath. Overall,
respondents were confused about how to use the product.
They weren't sure whether to chew or suck on the candy,
whether is was alright to swallow and how long it would
last. However, after this initial confusion, people generally
enjoyed the product.

Insights:

This widespread confusion about the product
demonstrates a need for more instruction in advertising.
The fact that people hadn't tried the product in the past
but enjoyed it after sampling shows that a large portion
of our campaign must focus on sampling and trial of the

product.
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ar-old recent graduate of Bucknell who just landed his first

sentative for BMW. Ever since starting college, his life has been
fast paced and constantly on-the-go. He travels frequently to keep up with demand.
Being a Sales Representative for BMW means that Alec is frequently talking to
current and potential clients. He complains that mints take too long, and gum is
just obnoxious, so when Alec needs fresh breath fast he turns to Cool Blasts. Alec
finds this keeps his breath smelling fresh for hours, even on the go in his busy work
environment.

Secondary Target Market

Sarah Johnson is a 30-year-old executive for an up and coming marketing firm.
Sarah must be sure to maintain her professional image as she is the face of her

for many potential clients. This coming week is an extremely busy one for

0-back meetings each day. With so much to prepare, Sarah doesn’t

have time to worry about keeping her breath fresh. Sarah uses Ice Breakers Cool
Blasts to get the job done quickly and efficiently so she has one less thing on her
pla rah rust ch meeting she quickly dispenses a chew and pops one
in her mouth as she goes over her notes; the chew dissolves in seconds leaving her
breath as fresh as the new ideas she brings to each meeting.

Problem:

Key Insight:

Value Proposition:




FRESH BREATH: NO DEBATE ABOUT I
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VIDEO ADS

Meet Chris Cool Blasts, a suave politician in his mid-20s. He’s known for his stylish suits, charming demeanor
and witty retorts. The problem? He’s an unknown candidate. Our campaign will help consumers understand
why they should vote for Cool Blasts. It will serve as a humorous yet respectful parody of a real political
campaign and election, attracting our audience with creativity and informative content. We believe the target
rket will find the content both amusing and relatable with the current events going on in the United States.
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BRAND ACTIVATION. EXPERENTIAL MARKETING EXPERENTIAL CONTD
Like political candidates touring the country to generate support and sway swing voters, we believe the

most effective way to attract new customers is to get them to try the product. To do this, we will host a national

“campaign tour” for Chris Cool Blasts with a unique sampling experience at each location. We believe sampling to
be a pivotal part of this campaign; consumers are unfamiliar with this new product category and concept that is

*

difficult to explain through picture or video. The campaign tour will begin in San Francisco,

The campaign will kick-off with a banquet in Washington D.C. similar to that of a presidential ball or political CA and end in Bridgeport, CT with stops in
campaign banquet. This is a great opportunity to generate press and send media kits to local media outlets (news Minneapolis tin, and Des Moines. Each of these
stations, local radio broadcasters, newspapers/other publications, etc.) inviting them to the launch of the tour cities has been listed on Forbes.com as best cities for
around the USA. More importantly, we will invite key constituents of the Hershey brand, advocates for voting, young professionals to live in. Each one is ga
politicians from both sides of the aisle and select members of the public. Chris Cool Blasts and company will popularity amongst Millennials with focu
then travel to Austin, Minneapolis, San Francisco, Des Moines, and Bridgeport, Connecticut, giving samples of outdoor activities, music, food, and entertainment.
Cool Blasts to the people they meet in each city. These pop-up events will include booths with product samples urrently, many companies are moving from the
and interactive voting machines where people can “Vote for Cool Blasts”. A campaign like this is great because populous, marketing heavy states/cities towards these
it rewards loyal product fans with an interesting experience while simultaneously raising awareness among the underexplored communities. These areas hold a lot
general population. of potential in attracting young, new talented people

‘While on the Cool Blasts campaign trail, consumer experiences should be documented to create future who are focused on building career and individuality
content that incorporates user experience. Positive reactions and real consumers voting for Cool Blasts all serve as while still regarding social life highly. These cities are

third party endorsements which will help build confidence in the product. large enough to attract engaged audiences but not so
large that our campaign will be glossed over
From a public relations perspective, it is
important to keep the campaign humorous and
politically neutral. Utmost care must will be
providing to maintaining this image.
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MEDIA OBIECTIVES
Reach and Frequency

Our goal is to reach 75 % of young professionals ages 18-24 at least 3 times using video ads on TV and
Snapchat, promoted content on Facebook and campaign tour stops in major cities.

Geographic Placement
Our video ads on television and Snapchat will be placed nationally as will Facebook ads.

Scheduling

Ads will air in a pulsing schedule, with paid social media ads continuously throughout the year serving as a
constant reminder, with video ads on Snapchat and television in specific months to boost awareness.

% °

& .

* b3 i
MEDIA JUSTIFICATION

Television Shows

Once Upon a Time

Research has shown that male and females age 18-34 are loyal followers of this ABC drama.
The complex plot featuring fairytale character from one’s childhood appeal to the viewer as it
brings nostalgia from the past while featuring adult content that is relatable.

Despite first airing in 1999, this satirical cartoon has maintained its loyal audience of

Generations X and Y while simultaneously appealing to a younger audience. The show jokes
about current events and political matters in a style that pairs well with our campaign.

Shark Tank

In today’s society; college students are constantly focused on the job market and how they can
succeed after graduating. Shark Tank is popular amongst the younger generation due to its
real-life relatability as well as an inside look into the business world. It is a good fit for us to
find image conscious individuals.

The Good Wife

Politics has become a growing interest among millennials and The Good Wife is a prime
al themed television show where we can capture our target market’s attention.
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MEDIA JUSTIFICATIONS CONTD

Snapchat:

Snapchat offers a platform to reach highly engaged Millennials. According to
Snapchat’s information for advertisers, over of US 13-34 year old smart phone
users. Of active Snapchat users, are 18-34. Snapchat is known for its quickness,
convenience, and disappearing effect which perfectly mirrors the functional benefits
of Cool Blas

Cool Blasts would be advertised on Snapchat’s Discover channels and live stories.

Good fits for our content would be Comedy Central, BuzzFeed and Vice’s Discover
channels. The live stories from presidential debates and election day will also be
highly watched platforms that fit well with our campaign theme.

Facebook:

According to eMarketer, Facebook remains the top social media platform that
Millennials use. Roughly of US internet users 18-34 will use Facebook at least
once per week. reported logging in at least once a day specifically to get news and
information. Because Millennials are actively going to Facebook for information, they
should be more receptive to new content.

* * * W xR O * W ¥ T ¥ N AT
Packaging
With a target market that values their fast-paced lifestyles and self-image, it is
important to package the product in a manner that reinforces those values. To
do this, we have redesigned the package to focus on efficiency and overall
aesthetic appeal. The new package -- resembling a more professional “Pez”
container -- will be long and sleek. This shape allows it fit in the pockets and
bags of young professionals without jingling as they move. The latch at the
top will be a thumb trigger to quickly and conveniently dispense the chew.
The design of the updated packaging will primarily include dark shades of blue
with Hershey’s signature white snowflakes to emphasize the cool, fresh aspect of
the product. The cap and bottom end of the product will be a heavy red color to
give the it a patriotic red, white and blue feel without taking away from the image of freshness.

*
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Flavors

In addition to the current mint flavors, we suggest adding a sweet mint. In our focus groups, we found that,
while many people love the intensity and strength of the mints, some people found them over powering or
even painful. A sweet mint offers an alternative for these people who want minty breath but found the current
offerings too strong. While expanding the line to fruity flavors was considered, we ultimately decided this was
not a good fit for the product. Our survey respondents cited breath freshening ability as a top reason for using
a product like this. We explored this more in our focus groups. In generally, people associated mints with fresh
breath. They didn't like the idea of freshening their breath with a fruity flavor because they thought the smell
could be distracting in a professional setting.
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Sales Forecast

Cool Blasts chews launched in April and as of July 11, 2015 they had done $8,894,069 in sales. If sales continue
for the rest of the year at this same rate, by April 2016 sales will have surpassed $35 million. Currently, distribution
was still expanding and it hadn't hit the shelves of several major retailers. Because the product is so new, it lacks
significant awareness providing an huge opportunity to substantially increase awareness and sales. We believe

it is realistic to expect a 10% increase in sales from first year sales to second year sales. Sales would increase

by $3,557,627, to over $12 million annually. To see whether reach and frequency goals were met, we will track

the ratings of TV shows where our ads are airing and rely on impressions provided by Snapchat. We will also
measure views recieved on promoted content on Facebook.

Conclusion

The confectionary industry has been waiting for the release of a new and innovative product. Ice Breakers Cool
Blasts chews are helping to revive the industry and keeping fresh breath a priority in consumer’s minds. The main
goal was to provide awareness and knowledge of how the product works. Evaluating the brand through a variety
of research techniques, it was evident that Cool Blasts could become a frequently used product amongst our target
market, if they had the right campaign.

Our mock political campaign places breath freshening products against each other in debates similar to those in
the presidential election is relevant and engages the younger generation encouraging them to act on their civil
responsibilities. The mix of experiential marketing with relatable advertising will allow Cool Blasts to leaving a
long-lasting impression on the minds’ of consumers.
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BUDGETIN BREAKDOWN

Patriotic color scheme! —>

<— Thin package body!
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Cool Blast
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