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EXECUTIVE SUMMARY

3

Ignited Minds has taken on the client of AriZona Iced Tea. The client has assigned us to expand its consumer audience and raise brand awareness by 

creating campaigns through paid, owned and earned media.  AriZona’s budget has allocated $25 million to use throughout a year’s time.

The market for ready-to-go beverages is very competitive due to a large amount of readily available teas on grocery store shelves. Even with the competitive 

market, Ignited Minds hopes to show iced tea consumers why AriZona is the best of them all. To our advantage, AriZona Tea represents a large part of the 

iced tea industry. In 2014, they had a high reach of sales. 

For this assignment, it is our goal to target white males between the ages of 18-24, who have graduated from high school. They are employed with a job 

paying the maximum of $20,000. We foresee this market as adventurous and thrill-seeking individuals, perfect for our beverage. 

The marketing goal for the 2016 advertising campaign is to increase domestic sales of AriZona Tea by 10% by the end of 2016. The communication goal for 

the 2016 advertising campaign is to increase awareness by 20% by letting consumers know “AriZona Iced Tea is ready to go when you are!” 100% of GRPS 

will be used. 

With the nature of this product, it is  deemed sensible to continue with pulsing advertising, meaning that there is a maintenance of low level advertising but 

heavy-up advertising during high periods of time in the year. With AriZona Tea drank usually cold, it is best to have high volumes of advertising beginning 

of March through late August. These are the times of the year where our client’s products would be highly consumed due to warmer weather. 

In regards to paid media, cable TV, social media ads and online radio will be used. AriZona’s website, social media accounts will be maintained and use to 

host contests for loyal consumers while small cans of iced tea will be passed out to curious individuals during Spring Break. 

Because of the implication of contests where AriZona tea drinkers take photos of them on the go with their tea, we believe our social media follower count 

will rise significantly. 



SITUATION 

ANALYSIS
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Culture
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Cultural Context

Consumer Trends 

★ Popularity with tea amongst a wide variety of beverage consumers

★ Technology has made tea easily accessible, making  it a popular consumed drink 

★ Comparisons to soda, make tea the healthier choice

★ Innovative products and tea flavors

★ Convenience of ready-to-drink tea

★ Growth in consumer technology has added room for leading companies such as Starbucks to market 

to tea drinkers
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History of Tea
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1904
The tea bag was invented in 

the United States.

1970’s

2009-2014

 Ready-To-Drink Tea became a hit in 

consumer interests for a quick 

beverage.

2015

Tea is nearly 5,000 years old 

and the second leading drink 

around the world.

Scientific Symposium on Tea and 

Health, theanine, an amino acid that 

is for the most part uniquely found 

in tea (green and black), may help 

prevent age-related memory decline.

The American specialty tea 

market has quadrupled it’s 

worth to $15 billion at the 

end of 2014!

Tea started replacing coffee in some 

household, but mainly because its image 

was revealed as ‘healthy.’

2007

1980’s



Category Sales History 

Tea has rapidly increased in popularity and in sales over the past 15 years. This chart shows 

where the tea market was in 2013 and an estimation of where the market was expected to be 

in 2014, still on the incline from previous years. 
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Company 
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History of AriZona 
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John Ferlolito and Don Vultaggo founded AriZona Beverages 

based out of Woodbury, New York. The product was first 

introduced to the market on May 2, 1992.  

1992

The company name was created when the two owners 

overlooked a map to see where some of the hottest states were 

located. Santa Fe was an option, but AriZona was the final 

pick. 

DID YOU KNOW?

Since 1992, AriZona beverages have been 

producing quality drinks, with a fun twist 

on packaging. This affordable product 

and unique design allows everyone to 

explore all the things AriZona has to 

offer. 

fun 

fact



Brand Sales History 
“The brand as a whole is doing better than any of us ever expected,” says 

Francie Patton, director of corporate communications for Ferolito, 

Vultaggio & Sons, Arizona maker. 

All figures are in millions 11



Product:
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Split Sun Embroidered Snapback Hat / $13.99

Green Tea Flip Flops / $14.99

Plaid Duffel / $14.99 

Green Tea Crew Neck Sweatshirt / $34.99

Aside the company's popular beverages, AriZona Tea offers a shop on 

their website featuring apparel, merchandise and collector’s items. 

473ml Green Tea / 99cents



Place
Retail Distribution:

★ HEB

★ Wal-Mart

★ Thrifty stores

★ Convenience stores

★ Pharmacies

★ Vending machines

Online Distribution:

★ Amazon.com

★ DrinkArizona.com
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Price 

AriZona Tea has a very narrow range of pricing. All products are inexpensive and very affordable.

At your local gas station you can purchase a 24oz can for 99 cents. When purchasing online through vendors 

such as amazon.com, a 24 pack of 20 oz cans will cost approximately $20. 

Apparel from AriZona Tea is also inexpensive. A hat will cost just $13.99, with a heavy canvas backpack costing 

just $39.99. 
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Promotion 

AriZona Tea promotes itself without the use of heavy advertising such as television, 

billboards, etc. Instead, they use the product itself. Part of the creative strategy for 

AriZona Tea is what it is widely known for, which is its great buy, only 99 cents! 

In addition, AriZona Tea makes their products with very bright and vibrant colors, 

giving the company a “hip” vibe. 
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Owned Media

AriZona Tea covers a wide range of social media outlets including Facebook, Twitter, 

Instagram, Pinterest, Tumblr and YouTube. 
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According to Compete Pro, Facebook, Twitter, Instagram, and Pandora are all 

in the top 20 most visited domains on mobile devices by AriZona users.  



Earned Media

Although there are some consumers that have negative things to say about AriZona 

Beverage Company, most people enjoy the products they offer.

“My favorite drink, this Green Tea is just right, not too sweet and not too                                               

bland…” - Verified Amazon Customer 

“I <3 Arizona products. Southern Sweet Tea, Watermelon and Fruit Punch are my 

favorites.” - Stephanie Simmons.

17
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Competition 



Share of Market 

   

AriZona was the leading (RDT) tea brand in the United States in 2014, with sales 

reaching over $666 million. 
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         2014 Industry of Ready to Drink “Tea” Share of Market

BRAND SALES PERCENT OF MARKET

AriZona Tea $666 million 70%

Snapple $208.4 million 22%

Peace Tea $71.3 million 7%



Competitive Media Mix Data Set

Ad$pender

Between Snapple, Lipton, Nestea, Gold Peak and Peace Tea, a staggering $90,927,400 is spent on paid advertising 

just from the fields and years chosen. With 25,554.4 spent on Network TV and 45,287.2, it is safe to say that a 

heavy amount of spending is spent on television. What’s notable is that Peace Tea has hardly any focus in the 

chart except for in magazines. With AriZona’s information unavailable on Ad$pender, we will assume that their 

spending can be relatively compared to Snapple’s.

20



Brand Media Mix

Note that the spot television for Snapple is really 0.012 and the spot television for Gold Peak is 0.013. 

Through the Media Mix we can more clearly see the percent of media they focus to network 

television and cable television. Where Snapple and Lipton focus pretty evenly on network and cable 

television, others like Nestea and Gold Peak focus on spot television and magazines.

21



Category Media Mix

With the Category Media Mix, it is clear that the majority of focus from these 

Brands combined is on cable television with network television surprisingly farther 

behind.

22



Share of Voice

After all is said and done, for this time period and for the brands chosen, Gold Peak has the highest 

Share of Voice over Snapple and Lipton.
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Peace Iced Tea 
PRODUCT

● Razzelberry

● Caddy Shack

● Sweet Lemon 

● Green Tea 

● Georgia Peach 

● Sno-berry

● Pink Lemonade 

PRICE

As of 2015 --Entry Level 

● 86 cents per can 

PLACE  

Distribution: Hansen Beverage 

Company

● HEB

● Walmart

● Walgreens 

● Gas Station 

● Five Below 

Promotion

● Peace Tea Artists 

● Share your art and music 

● Peace.Love.Tea 

● Peace sign 

  “We created Peace Tea as a product with a purpose.  Its purpose is to shift the awareness of Peace Tea drinkers to a level of 

consciousness that emanates peace, love for one another, and action through the simple idea that the product invokes and radiates peace.”
24



   Owned Media     Earned Media 
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PRODUCT

● Diet Tea

● Fruit Flavored Tea

● Juice Drinks

● Additional Flavors

● Lemonade

PLACE

Distributor: Dr. Pepper Snapple Group

● HEB

● Target

● Wal-Mart

● Convenience stores

PRICE

 

As of February 2012 -- mid-range

● $1.39 per 16oz bottle

● $5.99 per six-pack

PROMOTION

● All natural tea, ready-to-serve

● Quirky facts on bottle caps

● STRAIGHT UP TEA

“We should create an All-Natural beverage New Yorker’s will love.” And viola! Snapple was born

Snapple.com

Snapple
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Owned Media Earned Media

Get the Flavor. 
Post by Post.

#LoveSnapple Campaign 
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Competitive Summary
Product Place Price Promotion Owned Media Earned Media

AriZona Tea

- Different varieties of 

tea

- Hats

- Backpacks

- Skateboard decks

- Grocery stores: 

HEB, Wal-Mart…

- Convenience 

stores

Pharmacies

- $0.99 per 24oz 

bottle 

- $20 per 24 pack of 

20oz cans

- Only 99 cents

- Vibrant colors

- Fancy designs

- Facebook

3,010,923 likes

- Twitter

77.6k followers

- Instagram

142k followers

- Youtube

- Tumblr

- Pinterest

“My favorite drink, this 

Green Tea is just right, 

not too sweet and not 

too bland.” - Verified 

Amazon Customer 

Snapple

- Diet Tea

- Fruit Flavored    

Tea

- Juice Drinks

- Additional Flavors

- Lemonade

- Grocery stores:

HEB

Target

Wal-Mart

- Convenience 

stores

- $1.39 per 16oz 

bottle

- $5.99 per six-pack

- Natural tea, ready-

to-serve

- Facts on bottle caps

- “Straight up tea”

- Facebook

3,509,672 likes

- Twitter

97.3k followers

- Instagram

8k followers

- Youtube

- Tumblr

- #LoveSnapple 

campaign

- “Your Straight Up  

Sweet Tea is about the 

best dang bottled tea I’

ve ever drank!” - Ashley 

Bierly on Facebook.

Peace Tea

- Razzelberry

- Caddy Shack

- Sweet Lemon

- Green Tea

- Georgia Peach

-  Sno-berry

- Pink Lemonade

- HEB

- Wal-Mart

- Gas stations

- Five Below

- $0.86 per 23oz can

- Peace Tea Artists

- Share your art and 

music

- Peace.Love.Tea

- Peace sign

- Facebook

173k likes

- Twitter

15.6k followers

- Instagram

40.2k followers

“Love all the teas you 

make! ” - Justin Mohney 

on Facebook
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Category
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Problem Supporting fact/figures

The market is competitive Ting Hsin International Group holds 10.6%, 

JBD Group holds 7.6%, and others hold over 

65% of the market.

People are going with a healthier choice. People are more aware of what they are 

putting into their body- “In 2014, over 77% of the 

tea brewed in the United States was prepared using 

tea bags. Ready-to-Drink and iced tea mix comprises 

more than one half (52%) of all tea prepared in the U.

S., with instant and loose tea accounting for the 

balance. Instant tea is declining and loose tea is 

gaining in popularity, especially in Specialty Tea and 

coffee outlets.”



Category
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Opportunity Supporting fact/figures

The market for Ready-to-Drink Tea is 

increasing.

From 09-14, Ready-To-Drink Teas’ annual 

growth was 6.1%.

In 2014, Ready-To-Drink Tea sales were 

estimated over $5.2 billion.

Consumer interest in tea is growing. Behind water, tea is the number one 

consumed drink around the world. Four in 

five consumers drink tea; with mellennials 

being the most likely to drink tea.. (87% of 

mellennials drink tea.)



Company Brand 
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                           Problem               Supporting fact/ Figures 

A fake news website, Huzers, shared an article 

saying the FDA found human urine in 

AriZona Tea products. 

AriZona responded telling the public that the 

rumors were not true and “Huzlers” was a 

“notorious urban satirical site with the most 

shocking headlines and articles.”

A lawsuit alleging that ingredients from 

natural resources that have been ‘overly 

processed are not natural.  

U.S. Judge Richard Seeborg dismissed the 

case. “Just because something is processed 

doesn’t mean it isn’t natual.” 



Company Analysis
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                   Opportunity        Supporting Fact/ Figures 

AriZona controls a large part of the tea 

market. 

With sales reaching over $665 million 

AriZona Products is the highest reaching sales 

in the U.S in 2014.

AriZona has the opportunity to sell their 

products to price- sensitive consumers. 

They maintain the top spot in canned teas 

with nearly $620 million in sales for  52 

weeks, ending in April 2015. 



TARGET 

MARKET 

DEFINITION

33



Current Consumer Profile Analysis
2014 Spring Reporter MRI

Ready to Drink Tea

Drinkers in the last 6 months

Base: Total Adults

34

Demographic 

Variable

‘000 

Population 

Size

% 

Detail 

Down

Index

Men 14,106 51.7 107

Age 18-24 7,057 25.86 203

HHI< $20,000

4,469 16.38 119

White

16,841 61.72 82

Demographic 

Variable

‘000 

Population 

Size

% 

Detail 

Down

Index

Women 8,885 58.7 113

Age 18-24 3,053 20.17 158

HHI $150,000 

+ 

2,083 13.76 124

White

9,470 62.56 83

Demographic 

Variable

‘000 

Population 

Size

% 

Detail 

Down

Index

Men 3,457 49.18 102

Age 18-24 1,252 17.81 140

HHI< $20,000

1,433 20.39 149

African 

American

1,799 25.59 215

Arizona Snapple Nestea

Excluding education and employment from the demographic variables, the three brands have a lot of similarities in their consumers. 

All three brands had an age demographic of 18 - 24, but that was the one similarity that they all had in common. The most notable 

difference might be the household income of Snapple consumers($150,000+) versus the household of Nestea and Arizona(<$20,000). 

Another difference is that Arizona and Nestea skew more towards men while Snapple skews more towards women. The last 

difference is in Arizona and Snapple skewing towards caucasian individuals while Nestea skews more towards African Americans.



Target Market Profile 
2014 Spring Reporter Gfk MRI > Beverages > Ready to Drink Iced Tea  

35

❖ We plan to increase consumption of the current user base, as well as brand 

switchers from our competitors, Snapple and Peace Tea. We are interested in 

keeping our current clientele along with prospective new users, who are 

already tea drinkers but are not loyal consumers of AriZona Tea yet.  

Demographic 

Variable

‘000 Population 

Size

% Detail Down Index

Men 14,106 51.7 107

Graduated HS 8,787 32.2 108

18-24 7,057 25.86 203

Other Employed 6,453 23.65 134

HHI< $20,000 4469 16.38 119

White 16,841 61.72 82

❖ These variables allow us to create a 

profile for the kind of person that is 

currently a regular consumer of 

AriZona Tea. We are interested in 

targeting people who meet these 

characteristics, in order to maintain 

and expand our clientele. 

❖ Even though AriZona Tea is 

currently #1 in the RTD tea category, 

our competition is targeting young 

adults between the ages of 18 and 24 

as well; therefore, they are our main 

priority. Our mission is to maintain 

our status as the number one brand 

and in order to do that, we must 

keep targeting this section of the 

population to increase current 

consumption, and to turn brand 

switchers who are loyal consumers of 

our competitors into loyal users of 

AriZona. .  



Geographic Concentration of Target Market
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# of ready-to-drink iced 

tea drinkers categorized 

by counties in the United 

States in 2014

vıa SımplyMap

We are targeting individuals living in 

coastal regions around the United 

States. 



Target Market 

Definition
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ADVERTISING AND 

MEDIA OBJECTIVES
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Marketing and Advertising Objectives

● The marketing goal for the 2016 advertising campaign is to increase 

domestic sales of AriZona Tea by 10% by the end of 2016. 

● The communication goal for the 2016 advertising campaign is to increase 

awareness by 20% by letting consumers know “AriZona Iced Tea is ready 

to go when you are!” 

39



Qualitative Media Research

 A day in the life of our tea addicts... 

White male

18-24 years old

Resides in coastal regions 

Low-Income, less than $20,000 a year

Graduated high school, continuing education

Youthful, Adventurous, On-the-go, Bold, Energetic 

“Sitting on the Santa Monica Pier, Joshua suddenly becomes parched. Turning to 

his right, Joshua asks his friend, Steven, what he should get to drink. Giving him 

an odd look, Steven says, "Is that even a question? AriZona Tea, bro!" AriZona Tea 

is for the young, youthful and hip! Our customers stand out from others because 

of their vibrant lifestyles and dedication to our world famous sweet taste and 

unbeatable 99 cents price tag.”

40

Target Market

 



Qualitative Media Research 
Themes and Patterns: 

● A major theme we came across was a lack of advertising 

to increase awareness, but most of our interviewees still 

had brand awareness due to the can design and pricing

● Interviewees had similar patterns when asked about 

social media, saying they were more active on Twitter 

and Instagram rather than other social media. 

● The majority of our interviewees consume AriZona Iced 

Tea while on-the-go, such as on road trips, outdoor 

exploration or heading to work/class. •. 

● When the heat rises, many said they would go for an 

AriZona Iced Tea to cool down

● One difference seen in the interviews was that some 

consumers saw AriZona, but went for a tea with a 

resealable bottle instead to enjoy the tea longer

41

“I usually grab one when I’m out going 

somewhere and need something to drink.” -Victor 

from Miami Beach, Florida

Victor N.

David L.

“Come to think of it, I honestly don’t 

think I’ve ever seen an ad for Arizona.”

-David from Virginia Beach, Virginia
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Period Reach Frequency GRP % of Entire GRPS Budget Breakdown

Jan 50% 3 150 3.6% $900,000

Feb 55% 3 165 3.9% $975,000

March 80% 9 720 17.1% $4,275,000

April 80% 9 720 17.1% $4,275,000

May 80% 9 720 17.1% $4,275,000

June 70% 6 420 10.0% $2,500,000

July 70% 6 420 10.0% $2,500,000

Aug 60% 5 300 7.1% $1,775,000

Sept 50% 3 150 3.6% $900,000

Oct 50% 3 150 3.6% $900,000

Nov 50% 3 150 3.6% $900,000

Dec 50% 3 150 3.6% $900,000

Total 4215 100% $25,000,000
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Media Objectives Supporting Statements

43“I can only drink Arizona when it’s hot out, it gets way too cold here to drink it otherwise.” -Matt P.

● From our interviews, we gathered that ready to drink iced tea, including 

AriZona Iced Tea, is most commonly consumed in warm weather.

● Taking this into consideration, we’ve decided to use a pulsing schedule, 

focusing our advertising with higher reach and frequency during the spring 

and summer seasons.

● We are interested in reaching 50%-55% of the target market at least 3 times 

per month, during the months of January and February.

● In March, April, May, and June, we want to reach 80% of the target market, 

at least 9 times every month, in order to pre-expose our consumers and get 

AriZona in their head for when the warmer months hit.

● During the months of June and July, our target market is already 

consuming AriZona Iced Tea, therefore, we don’t need that much 

advertising and we are decreasing our reach to 70%, 6 times a month.

● In August, we want to reach 60% of the target market, at least 5 times. 

● As we leave the hottest months of the year behind and AriZona Iced Tea 

consumption decreases, we want to reach 50% of the target market, at least 

3 times a month, during the months of September, October, November, 

and December. 



MEDIA STRATEGY 

MEDIX MIX

FLOWCHART

44



Media Strategy Media Mix-Paid
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Medium Rationale

Cable TV

We recommend advertising on cable television in order to be competitive. Our top competitors, including 

Snapple, Lipton, and Gold Peak, use cable television as their number one medium to advertise (Cable TV 

category media mix = 49.8%, compared to Network TV = 28.1%). Our target market is a heavy user of cable 

television, and we are mostly interested in advertising on FX (% Down = 21.16) and Comedy Central (% Down 

= 17.6). Both channels are popular among our target market and include programs that our target market 

watches frequently. Television is the best storytelling tool, since it offers the benefit of sight, sound, and motion. 

This will help us communicate the message of our brand effectively. It can also increase reach for our brand like 

no other medium.

Social Media Ads

We recommend advertising on social media because our target market (18-24) is among the age group that uses 

social media the most (18-29). We specifically want to focus on Instagram because based on the qualitative data 

we gathered from our interviews, it is the vehicle that our target market uses the most, when it comes to social 

media. This medium allows us to reach our target market effectively and send targeted messages. 

Online Radio We are also interested in advertising on Spotify (% Down = 4.96%; Index = 138) and Pandora (% Down = 25.09; 

Index = 127). Both of these apps are frequently used by our target market, and give us the opportunity to reach 

our target market “on the go”. Online radio also allows us to increase frequency and send targeted messages to 

our audience directly.



Media Strategy Media Mix-Owned
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Medium Rationale 

DrinkAriZona.com AriZona’s website will keep the main components of its website the same. There will be section on 

where consumers can purchase AriZona Iced Tea inspired clothing and accessories. The “Blog” tab 

will be revamped to focus more on our “tea addicts.” Writers of the blog will focus on avid consumers 

of our tea and write feature stories on the consumers. This creates a way for blog readers to connect 

with other “tea addicts.” The “Social” tab will remain and will have a constant feed from our social 

media accounts. A tab that we recommend to add is a tab that showcases our consumers on 

adventures with their iced tea through the entries submitted in the #arizonaonthego contest.. Users 

will use a hashtag that can be searched and voted on by their peers and fellow tea addicts!

Social Media Twitter is a popular social media outlet that can be used to reach out to AriZona consumers. Our 

competitors (Gold Peak, Lipton and Snapple) all have Twitter followers with @Snapple leading with 

97,000+ followers. AriZona Tea can use Twitter to provide giveaways to its tea addicts and tweet out 

fun facts about AriZona tea including the history of the brand. AriZona can use Twitter as a fun outlet 

when promoting hashtags to see what adventures consumers are going on with their tea. 

Facebook can be used to expose an older audience to AriZona Iced Tea. Our Facebook page would be 

used to post funny memes incorporating AriZona cans/bottles and update followers on anything new 

with AriZona, including the contest. Likewise, Instagram will also be used to keep consumers in the 

loop on both AriZona news and contest updates.

Distribution/Place With Spring Break being a popular week for our target market, AriZona tea would like to distribute 

mini cans of AriZona Iced tea on popular beaches in coastal regions such as Miami Beach, South 

Padre Island, Virginia Beach, and Venice Beach. Teas will be passed out on beaches during high 

volume times during the day for people to taste and even take photos with for the contest. While our 

target market isn’t enrolled in college, they have friends in college whom they go to Spring Break 

with.



Media Strategy Media Mix-Earned

47

Medium Rational

Word-of-mouth style communication 

We hope to gain exposure by launching our media campaign #arizonaonthego. It is a 

way to create buzz, and gain awareness both within our 18-24 year old target market 

and branching out to other demographics as well. Anyone who sees our hashtag can 

share, like and view these photos. Since these will be the first advertisements people 

have seen in awhile, if not ever, we want to give people something to talk about. We 

think that through our new to the scene advertisements and our interactive campaign 

contest, we will create enough awareness to get our consumers spreading the news 

for us. 

Social Media “Buzz”/Shares/Likes

A great part of our advertising campaign contest takes place on social media. Because 

of this, we believe that our followers, shares, and likes will increase. When a 

consumer submits an entry, the only way for them to keep up with the contest is to 

keep checking in on the various AriZona social media platforms. The best way to 

keep up with the social media platforms would be to follow them and stay in the 

loop. The contest will increase shares and likes from consumers posting their entries 

on their own social media and sharing the news with others if their entry is posted on 

the official website in order to gain more votes. This also means that consumers will 

be able to vote on other entries by “liking” them. All of these factors together will 

create a buzz amongst not only our target market, but also those outside of the target 

market that stumbled across AriZona through their peers.



Media Tactics- Paid Media Mix
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Medium Vehicle 

Recommendation

Rationale

Cable Television -FX (American Horror 

Story)

-Comedy Central 

(Workaholics and Broad 

City)

By having a visual advertisement during these shows/events, we can promote the idea of 

AriZona being an on-the-go drink for adventurists while also introducing our consumer 

contest. American Horror Story(2-4 million viewers), Workaholics(1-2 million), and 

Broad City(roughly 1 million) are all shows that are popular amongst not only our 

target demographic, but women of the same age range as well which will expand our 

reach.

Social Media Ad Instagram Sponsored Ad With 53% of Instagram users being in the age range of 18-29, we believe the visual social 

medium will help to expand the awareness of our consumer contest. Using this social 

media platform will provide those on Instagram to quickly and easily learn more by 

clicking on the hashtag #arizonaonthego.

Online Radio Pandora Ad Spotify Ad For those in our target demographic that listen to Pandora, we will have an audio 

advertisement that will support the idea of AriZona being an on the go drink while also 

boosting the consumer contest. While skateboarding, rock climbing, or even walking to 

class, many people are listening to music through some sort of mobile device. While we 

can’t advertise in people’s personal ipod or mp3 devices, we can advertise through 

Pandora which is a frequently used online radio program.

AdWords for an SEO include: AriZona, iced, sweet, tea, beverage, drink, etc.



Media Tactics- Owned Media Mix

49

Medium Vehicle Recommendation Rational

#arizonaonthego 

Contest

The official AriZona accounts 

set up through Instagram, 

Facebook, Twitter, and 

additionally the official AriZona 

website.

By having a consumer contest, AriZona will be inviting those in and out of our target 

market to interact with the company and in return increase awareness. The contest will 

request that consumers post a picture of themselves with an AriZona drink doing 

something adventurous and bold. They can post the photo directly to the AriZona 

website or they can post it the entry on their own social media platforms and use 

#arizonaonthego to bring our attention to the post. The entries will be voted on through 

“likes” and the submission with the most votes will win the contest.

AriZona Website www.drinkarizona.com Entries can be submitted through the official AriZona website in addition to the features 

the website already provided (product information, contact information, AriZona 

merchandise, etc.). There will be a tab at the top for the contest in which the entries can 

be viewed and voted on as well as updates on the contest.

Social Media Twitter: @DrinkAriZona

Facebook: AriZona Iced Tea

Instagram: drinkarizona

Consumers can not only keep up to date on AriZona news, but they can also keep up to 

date on the consumer contest through the #arizonaonthego tag.

Distribution Spring Break in coastal vacation 

areas such as Miami Beach, 

South Padre Island, Virginia 

Beach, and Venice Beach

After seeing the success Red Bull has had with this kind of owned media, we have 

decided it’s AriZona’s turn to try it out! By going to coastal vacation areas during the 

various Spring Break dates, we can expand awareness by handing out AriZona products 

and informing them that by posting a picture with the hashtag, they could win the 

contest! Our target market goes to coastal beaches that are close to them so they don’t 

spend much on travel and enjoys Spring Break with their 



Paid Media Mix- Budget and Weight

Budget Estimate
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Medium Dollar Amount Percentage Weight

Television $13,750,000 55%

Social Media $3,750,000 15%

Online Radio $7,500,000 30%

Total Budget $25,000,000 100%



Flowchart- Paid and Owned Media
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