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1. Ad goal: To position Simply Boozy as an effective and quick way for mimosas to be 

enjoyed by people who do not want to make their own mimosas, out of convenience. 

2. Client Key Facts:  

-Product was developed in 2011. 

-Introduced Simply Boozy. 

-Plans to expand product to Northern states by the end of 2013 and across seas by 2014. 

-The company is privately owned. 

-In 2012 it was named “Best New Alcoholic Beverage” by Forbes Magazine. 

      3.   Product Key Features:  

-The product includes 16 oz. bottles that have Simply Orange Orange Juice mixed with 

Louis Roederer Crista Champagne.  

-This product makes it easier for the buyer to enjoy a small mimosa and have one 

quickly. 

-Simply Boozy is made from the orange juice brand, Simply Orange and the champagne 

brand, Louis Roederer Crista which are sold in six packs of 16 oz. bottles. 

-Having the product in six packs makes it more convenient and more economical.  



-Simply Boozy’s are made by Lale Samara and the employees of the Simply Boozy 

business.  

-The Simply Boozy factories are located in Midland, Texas.  

-Simply Boozy’s fall in the category of a premade alcoholic beverages.  

    4.   Target Audience: Young to middle age, busy Southern ladies.  

    5.   Product Benefits: The product tastes good, is premade and is inexpensive.  

    6.   Direct Competitors and brand image: Bud Light’s Lime-a-rita is the number one direct 

competitor. This drink is a mix between Bud Light Lime flavored beer and a margarita. This 

product is convenient and also inexpensive. Another direct competitor is Green Sauza mix which 

is a premade margarita drink with tequila mixed in with the nonalcoholic beverage. This 

beverage is convenient as well because you have a margarita in a bottle and do not have to mix 

the tequila in yourself.  

   7.   Indirect Competitors and brand image: A large indirect competitor is the champagne brand, 

Moet. Moet champagne is reasonably priced and is seen as a decent champagne. Another indirect 

competitor is Minute Maid Orange Juice, this is an indirect competitor because it is a competing 

orange juice brand with Simply Orange. Another indirect competitor are the drinks known as 

mocktails. Mocktails are beverages that can be made with alcohol or without, such as a 

Strawberry Daiquiri, which can be enjoyed by children and adults.  

   8.   Product Brand Image:  



A) Current: The target audience sees the product as convenient and good tasting; 

however, some people would rather make their own mimosas with their choice of 

champagne. 

B) Desired: To have the product seen as convenient, tasteful and inexpensive.  

C) Related Challenges: People like to make their own mimosas and to use their own 

measurements and like to pick their own kind of champagne.  

       9.   Strategic Message: You should buy this product because it is a convenient way to enjoy 

          mimosas that taste good and are inexpensive. 

  10.  Support: Having the 16 oz. bottles in six packs make it easier to enjoy and is 

economical.      It is made with a popular orange juice brand and a popular brand of 

champagne. It was named the “Best New Alcoholic Beverage” in Forbes Magazine.         	  

 

 

    



Title: Brunch at ease 
Client/Sponsor: Simply Boozy 
Length: 30 seconds 
Air Dates: August 20-December 20 
 
SFX: Pots and pans clinking; noise of a beater 

slowly (Fades out) 

 

Announcer:  

 

 

 

 

SFX: Large group of people talking and 

mingling  

 

Announcer:  

 

 

 

 

 

SFX: Oldies music quietly in background with 

sounds of laughter over music (wonders off) 

 

 
 
 
 

Preparing a brunch is hectic enough. Putting 

together the foods, making sure you have 

enough of everything. Stop panicking and relax 

because Simply Boozy has arrived.  

 

 

 

 

Let Simply Boozy help relieve stress for your 

brunch. A mix between champagne and orange 

juice is a perfect drink to enjoy while preparing 

the brunch and a great beverage to be served to 

the guests.  

 

  

 

 

 



Announcer:  Drink responsibly. Simply Boozy, simply 

classy.  

 
### 



Title: Simply Boozy events at ease 
Client/Sponsor: Simply Boozy  
Length: 60 seconds 
Air Dates: August 20-December 20  
 

WS: View of family preparing for brunch in 

kitchen making food with adults drinking 

Simply Boozy (:05)  

 

 

CU: Mom of the family holding Simply Boozy 

while the rest of the shot is at a stand-still (:06) 

 

 

 

 

WS- Different family opening presents in their 

living room for Christmas while the parents 

drink Simply Boozy (:05)   

 

 

MS- Jennifer Aniston walking through brunch 

scene (:09)   

 

 

MUSIC: 

(We Are Family by Sister Sledge fades out) 

 

 

ANNOUNCER: 

While preparing a large brunch for my family I 

have allowed myself to enjoy my favorite new 

drink, Simply Boozy. 

 

 

MUSIC: 

(Carol of the Bells by The Carpenters fades 

out) 

 

ANNOUNCER: 

 

Making brunch is stressful enough. Be at ease 

and enjoy Simply Boozy, a perfect drink for all 

adults to enjoy.  

 



CU- Jennifer Aniston walking through 

Christmas scene (:10) 

 

 

 

MS- Jennifer Aniston on per porch drinking a 

Simply Boozy (:11) 

 

 

 

 

CU- Same scene (:05) 

 

 

 

CHYRON- Simply Boozy logo (:04)  

 

FADE TO BLACK AT :59 

 

RT- :59 

Christmas mornings can be hard to wake up 

for, especially after a long night of wrapping 

presents and waiting on Santa Claus. Relax and 

enjoy a nice cold Simply Boozy. 

 

Simply Boozy’s are a perfect drink for anyone 

to enjoy at any time. They’re the perfect mix 

between orange juice and champagne. What 

are you waiting on? Buy your Simply Boozy 

now.  

 

Simply Boozy, simply classy. Drink 

responsibly.  

 

MUSIC: 

Light, exciting mood music fades out at :59 

 

 

 
### 
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