
CASE STUDY

Marketing campaign fueled by hybrid theme
IntegratedMarketingCom-

munications in theUniversityof
Tennessee’sCollegeofBusiness
Administration isasenior-level,
marketingelective.Asa team-
basedclass, studentsareaskedto
apply their fouryearsofbusiness
knowledge training todevelopan
integratedmarketingcommunica-
tionsplan foranorganization.

Students recentlyworkedwith
theCoca-ColaCo. indevelopinga
yearlongnationalmarketingpro-
gramtoenhance image, revenue,
andprofitabilityof itscitrussoft
drink,Vault.

Brand:Citrusflavorsare the
second largestcategory in thesoft-
drinkcategory, aftercolaproducts.
Coca-Colahas launchedmultiple
brandsagainstMountainDew,
whichdominates thecategory.
Coke’s latestcitrusentry isVault,
itsmost successfulcitrusbrand

todate.At the timeof thisproject,
Vaultwaspositionedasahybrid
drink,offeringbothsodarefresh-
mentandenergy.

Students:BridgetBourne,Mor-
ganCox,LaurenHanna,Caroline
Howell andMeredithWright, su-
pervisedbyCindyRaines, course
lectureranddirectorofcommuni-
cations for theCollegeofBusiness
Administration.

Approach:Analyzingboth its
owncustomerresearchanddata
providedbyVault, thestudents
evaluated thedrink’spositioning,
customerattitudes, competitive
offerings,nicheopportunitiesand
pricingstrategies.They lookedat
keymessaging—whatdoesVault
want tocommunicate—tradi-
tionalmarketingavenues(print,
broadcast,outdoor, etc.);non-tra-
ditionalwaysofgoing tomarket
(guerilla, viral andstreetmarket-

ing); the Internet;point-of-sale;
editorial coverage; sampling; and
coupons.

“Ourmarketingapproachwas
funand innovative, characteristics
thatappeal toour targetaudience,”
Wrightsaid. “Today’sunder-25-
year-oldconsumer isnot looking
for theordinary.Ourmarketing
planneededtobreak throughthe
clutter tomakean impact.”

Result:Thestudents identified
their targetaudienceas individu-
alsages 16 to25whoareactive
andadventurous.Althoughtheir
marketingplanwasnational in
scope, it focusedmoreheavily in
theSoutheast tocapitalizeonthe
strengthofVaultandthecitrus
category.

Product trialswereabigcom-
ponentof theplanbecause the
studentswere targetingnon-Vault-
drinkers.Theteamdiscovered its
targetmarket foundthe ideaand
tasteof thehybridenergy-soda
veryappealing. WithVault’s re-
peat-purchaserate, thestudents
believedthatwithproduct trials,
theycouldgainmanyrepeatpur-
chasers.

However, theyalso foundout
thatVault’s currentmarketingap-
proachneededa facelift.

Theteamdevelopedan inte-
gratedmarketingplanaround
simplemessaging—“Drinkahy-
brid.GrabaVault!”

“WebelievedthatVault is the
category’sfirsthybridbeverage,
andwewantedto takeadvantage
of thispositioning,”Hannasaid.
“Wealsobelievedthatourmes-
sagehelpedclarify for thecon-
sumerexactlywhatVaultwas.”

Humor inbeingable tohybrid-
izeone’s fantasywas thecreative
usedthroughout thecampaign.
For instance, for the femaleaudi-
ence,oneprintadaskedthereader
tohybridizenutritious food(such
asbroccoli)withdelicious, com-
fort food(suchaschocolate).The
malescenariohybridized“boy’s
nightout”with“girlfriendbeing

happy.”Thereader thenhybrid-
izedenergywithrefreshinggood
taste.TheresultwasVault.

All adsextensivelyusedthe
Vaultgreencolor toreinforce the
product,which isgreen.

Suggestedmedia includedre-
gional television,nationalprint,
Internetbanneradvertising, anew
interactiveWebsiteandbuzz-gen-
eratingpublic relationsactivities.

Thestudentssuggested that
Vault includean interactivegame
onitsWebsite thatallowedthe
visitor tohybridizehisorher fan-
tasyandproduceanavatarshow-
ing thecombination.Thestudents
hopedthisgamewould“become
viral”andbe forwardedthrough
e-mail.

Thestudentsalsosuggested
that theWebsiteallowthevisitor
torecommendnewhybrid ideas
forsecond-generationads, entera
contest towinahybridautomobile
anddownloadfreeVaultcoupons
(onepervisitor).

Thegroupplannedonthe
uniquenessof thehybridgame, its
consumer-generatedadprogram
andthecontest togenerateedito-
rial coverageandpublic relations
opportunities in localmedia.

“Brandsconstantlyneedto
evolve theircampaigns, andthis
processallowedus tohavestu-
dentscurrently inour targetmar-
ket recommendmessagesand
mediachannels theyknowtobe
personally relevant,” saidNeil
Golson,brandmanager forVault.
“It’s reallyawin-win foreveryone
involved,andIcould tell thestu-
dents’ thinkingreallyhadbenefit-
ted fromareal-worldapplication
ofwhat theyare learning in the
classroom.”
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