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Plan 2: Tree Trop Trim

Research

For our research, we first looked to Tree Top’s data on consumer trends to see what opinions the company held in regards to health and beverage products. We learned that consumers currently turn to products that promote a holistic approach to health and weight management. 


To learn more about our target audience, college students, we turned to MarketingCharts.com.
 Currently, a typical college-aged student falls within the “millennial” generation, born between 1982 and 2001. This generation favors practicality, but with a fun side too. They are also technology-savvy, so social media can be utilized. However, a company must be careful not to go overboard on social media, or else it will be perceived as more of an annoyance than interesting insight. According to MediaBuyerPlanner.com, college students are most attracted to guerilla-style marketing, and are also more likely to get their information from campus newspapers than regional newspapers or television outlets.
 
Situation Analysis

Since its humble beginnings as a grower’s co-op in 1960, Tree Top has aimed to provide premium juice to everyday consumers. Now serving to the West Coast and Midwest regions, Tree Top has become a leader of not only juice, but also a message of healthy-living. Tree Top’s new Trim line promotes this mission by providing a juice that is not only made with quality ingredients, but includes fiber and metabolism boosters to encourage healthy weight management. Tree Top Trim’s obstacle is to spread the word of this innovative product to college students and young adults. The Washington-based company is already a top choice among parents and families, but Tree Top Trim needs to reach out to the demographic that would really respond to this product. Tree Top Trim is responding to the social environment that is shifting toward a health-conscious state of mind, with a more holistic approach to diet and exercise. Tree Top Trim does not falsely claim to work miracles, but promotes the healthy lifestyle that the younger generation is gravitating toward. By taking advantage of social media to promote fun, interactive events and giving Tree Top Trim a personable voice, a college-aged audience will turn to this product as their first juice choice. 

Goal

To increase sales and brand recognition of Tree Top Trim among college students.
Target Audience


> College Students:


Individuals considered part of the “millennial” generation, or “Generation Y,” were born between 1982 and 2001. We are focusing on the college student portion of this demographic, as they are increasingly health-conscious, yet are not often targeted for juice products like Tree Top Trim. According to Marketing Charts.com, this demographic appreciates a company with an honest, personable approach. We believe that Tree Top already prioritizes these in their company outlook, and we want to reflect that with the promotion of Trim. Interactive events, face-to-face promotion and a personable voice for the product via social media will help millennial college students feel as though they are an important audience to Tree Top Trim. 

> Media: 
The media we will be targeting is not only traditional media outlets, but also media on college campuses. The use of college media such as college newspapers and radio stations will draw a larger audience to our interactive events on campuses, as well as draw attention to coupon giveaways happening on said campuses. Traditional media will also be included through the distribution of videos of our campus events to local campus media outlets, as well as press releases featuring playful, fun information that will draw the attention of the media.
Objectives
1. To create awareness of Tree Top Trim among college students with social media in three months. 

2. To increase sales of Tree Top Trim by 10% among college students within three months. 

3. To increase Fans and Followers for Facebook and Twitter by 30% in three months.

4. Receive one media placement per location of Tree Top Trim mascot events in three months.
Strategies

1. Use interactive events and free samples and coupons to appeal to college students.

2. Reinforce brand recognition using Twitter and Facebook to update ‘Fans’ and ‘Followers’ of health benefits, future events, and newsworthy mentions related to Tree Top Trim.
3.  Provide timely information about events of interest to local audience to attract media attention. 

Tactics

> To achieve our objective of increasing sales of Tree Top Trim by 10% among college students within three-months and to create awareness of Tree Top Trim among college students, we will: 


A ) Visit three campuses and have three Tree Top Trim mascots race through the campus to promote the juice as well as a healthy lifestyle. Each mascot represents one of the three main flavors of Tree Top Trim: A strawberry, a blackberry, and a peach. We will encourage students to vote on which mascot they think will win the race through their campus. We will visit three major campuses on the West coast: University of Washington, Portland State University, and University of California, Los Angeles. We chose campuses that are located in cities in order to further reach additional spectators and attract a larger audience.  The three mascots will drive to each location, starting at the University of Washington, where they will organize and administer the races. Within a week they will continue to Portland State University and UCLA. Before the races begin, the mascots will hand out coupons and give out free samples of Tree Top Trim. The mascots will trade off with two racing, while the is third standing outside of the campus gym at our “base” handing out “Find us on Facebook and Twitter” fliers and free samples of the juice. To motivate students to race each other, the mascots will do mock races.  


• At our base, three large, colorful message boards will be set-up at the event. The 
message boards will focus on the value and quality of the product, and give tips on how to 
stay fit through daily exercise and why drinking Tree Top Trim will support a healthy 
lifestyle. These messages are to give our audience reasons to trust and approve of this brand. 
Each board will link a juice flavor to different types of information. The sign giving reasons 
that support the quality of Tree Top Trim will be the color of Mango Peach juice, tips for 
exercises and why it’s important- Pomegranate Blackberry, and diet health tips with the Tree 
Top Trim- Strawberry Kiwi.


• We will hand out quizzes that test students’ knowledge on “How Best to Stay Healthy,” at 
our event base. If students fill out the quiz, they will receive one can of Tree Top Trim. A 
mascot will go over answers with students to encourage a healthy lifestyle. As they fill out 
the quiz we will also talk to them about visiting our Facebook and Twitter page where upon 
they can find out more about the juice and healthy living tips.


B) Mail 300 coupons for free 42 oz. bottles of Tree Trop Trim to: Washington State University, Oregon State University, University of Oregon, University of California Berkeley, and University of Southern California. This allows us to target colleges across the West coast while saving time and money by not personally visiting the campus. We will contact the school a month prior to the event to designate a student representative, preferably out of a sorority or fraternity to reach a wider social network. The representative will distribute these coupons and “Find us on Facebook and Twitter” fliers with our “Mascot stats,” a mock trading-card profile, at particular times outside of their campus gym. The times and locations will be announced on Facebook and Twitter prior to each visit, giving an incentive for more college students to follow or become a fan. 

> To achieve our objective of creating awareness of Tree Top Trim among college students with social media in three months, we will:


A) Along with visiting campuses to alert people of our new product, we will also be going through Twitter and Facebook and requesting Fans and Followers ourselves to gain a larger audience. We plan to use Facebook and Twitter to promote our events; this will get people excited about our visits to their campuses and also aware people that we are involved in social media. After our events we will also post videos and photographs of our campus events to encourage students who were present at the event to visit the Web sites to see themselves on our pages or out of interest from our URLs listed on the coupons. By doing this, we also hope students whose photographs or videos are on our website will also direct their friends to visit the sites to see them which will direct more attention to our Facebook and Twitter pages. 
> To achieve our objective of reinforceing brand recognition using Twitter and Facebook to update ‘Fans’ and ‘Followers’ of health benefits, future events, and newsworthy mentions relate to Tree Top, we will:


A) Update Tree Top’s Twitter and Facebook pages two to three times per week. We will alert “Fans’ and “Followers when we will be visiting campuses for both the events and student representative hands out a week before the event and the day before the event. On Twitter, we will also have each Tree Top Trim juice give a shout out with a health tip of the week. For example, one week Strawberry-Kiwi will tweet about the importance of getting a good nights sleep, and the next week Mango Peach will tweet, “Mango Peach here, reminding all of you Twitter Fans out there to not skip breakfast, today I had oatmeal and wheat toast, yummy in my tummy!” This will continue weekly during the duration of the three-month campaign. 

> To achieve our objective of receiving one media placement per location of Tree Top Trim mascot events in three months, we will: 

A) Promote our coupon giveaways and Mascot visits, we will notify campus newspapers and radio stations in advance of arrival. Because our events are integrated with our social media work and are designed to grab attention, we don’t believe the need to rely on regional newspaper coverage. However, we believe that broadcasting to campus media would give us the extra promotion needed to draw a crowd. We will create a media kit including a news release for our event, and photos of our mascots with “stats” to mimic a baseball card or other sport player profile. We will use the same media kits mentioned above, but also include a fact sheet for Tree Top to the local news outlets. 

• To reach local newspapers and television stations, we will use the same media kits 
mentioned above, but also include a fact sheet for Tree Top to the local news outlets. To 
these outlets, we will focus more on how students are becoming proactive about their health 
by attending this event.
Timeline
	Month
	March 2010 Weeks 1-2 
	March 2010

Weeks 3-4 
	April 2010 Weeks 1-2 2010
	April 2010

Week 3-4


	May  2010 Weeks 1-2 
	May 2010 Weeks 3-4 

	Tasks
	
	
	
	
	
	

	Create Coupons
	X
	
	
	
	
	

	Purchase Mascot Costume
	
	X
	
	
	
	

	Hire Mascot
	
	X
	
	
	
	

	Hire Student Representatives
	
	X
	
	
	
	

	Create Message Boards
	
	X
	
	
	
	

	Create Health Quiz
	X
	
	
	
	
	

	Update Twitter and Facebook 2-3 times a week
	X
	X
	X
	X
	X
	X

	Mail Coupons/Free Samples to Other Campuses
	
	X
	
	
	
	

	Students Pass Out Coupons to other Campuses 
	
	
	X
	
	
	

	Send out Press Release/Media Kit
	
	X
	
	
	
	

	Contact Campus Newspapers
	X
	
	
	
	
	

	Visit University of Washington
	
	
	
	X
	
	

	Visit Portland State University
	
	
	
	X
	
	

	Visit UCLA
	
	
	
	X
	
	

	Post Videos of Campus Visits to Facebook and Twitter
	
	
	
	
	X
	


Budget
	Objectives
	Tactics
	Costs
	Discounts
	Final Costs

	To increase sales of Tree Top Trim by 10% among college students within a three month period/ Create awareness of Tree Top Trim among college students with social media in three months.
	
	
	
	

	
	Creating Coupons
	Assuming we have software to design, $30 for mass prints
	$0
	$30

	
	Coupon Subtraction for Juice
	2,000 (350 per school) x  $3.29 for 46 oz 
	$0
	$6,580

	
	Can Giveaway
	6 pack of cans $1.50 = $150 
	$0
	$150

	
	Bottle Sampling at Three Campuses
	$20 worth of juice= $60
	$0
	$60

	
	Mascot Visits
	($7.25/hr Washington. 2 hrs each stop & 18 hrs drive time = 24 hrs). $522
	$0
	$522

	
	Mascot Costume
	$750 x 3 = $2,250
	
	$2,000

	
	Use Company Car, Gas
	$400
	$0
	$400

	
	Message Boards
	$100
	$0
	$100

	
	Accommodations/Food for Employees on Campus Tour
	$2,000
	$0
	$2,000

	To increase Fans and Followers for Facebook and Twitter by 30% in three months
	
	
	
	

	
	Update Twitter/Facebook Daily including promotional information and video posts
	$0
	$0
	$0

	Receive one media plug per location of Tree Top Trim mascot events in three months
	
	
	
	

	
	Media Kit/Press Release
	$0
	$0
	$0

	
	Personal Salaries
	20 hours= $2800
	$0
	$2,800


TOTAL COST: $14, 642

Evaluation
· To evaluate our objective of increasing sales of Tree Top Trim by 10% among college students within a three month period, we will keep track of how many times the coupons we gave out at campuses were used to evaluate if sales specifically were increased among college students as well as monitoring overall sales increase.

·  To evaluate our objective of increasing ‘Fans’ and ‘Followers’ for Facebook and Twitter by 30% in three months, we will count the difference of ‘Fans’ and “Followers’ prior to the campaign compared to the number of ‘Fans’ and ‘Followers’ at the end of the campaign. 
· To evaluate our objective of creating awareness of Tree Top Trim among college students with social media in three months, we will survey campuses that we plan to visit on their awareness of Tree Top Trim prior to the campaign and after the campaign.
· To evaluate our objective of receiving one media placement per location of Tree Top Trim mascot events in three months, we will determine how many media placements we receive. 
� http://www.marketingcharts.com/direct/companies-struggling-to-attract-serve-millennial-generation-6270/


� http://www.mediabuyerplanner.com/entry/33815/campus-advertising-reaches-166m-college-students/





