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Project : Citrus

Why: During & Post pandemic increase in demand fg{
chocolates and snacks

e What: Launch of Lemon Lime filled Twizzlers
e When: New Product Launch Date 11th November 2022

e Where: Online platforms - Amazon, Bing, CCN, CondeNast,
Facebook/Instagram & Google

e How: 12 week Campaign to drive awareness & sales




Content Flow

Pre-Launch Mid Campaign
Decode customer portfolio Monitor the campaign at the
and interest midpoint of 6 weeks

Recommendations

Post Campaign

Analyze overall performance of
the campaign at end of 12 weeks
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Jargons Table

CPC Cost Per Click

CTR Click-Thru-Rate

TSAR Total Site Action Rate
CPTSA Cost Per Total Site Action
ROAS Return on Advertisement

Spent
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Pre-Launch Survey
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Data source: Dynata
Groups: Control & Exposed

Demographic
Questions & Answers
Preferences & Interests




Negative
LIFT “Very
Unlikely”

Question

How likely Somewhat

are youto
consider
purchasing
the Lemon
Lime filled
Twizzlers
from
Harshey in
the future?

Target Customers Analysis

Answer

lkely

Very likely

Vary
unlikely

Consumer Catego.. Consumer Field

Age 18to24

25t034

Household Income  Less than $74,999

Region Midwest
Northeast

Age 35t044

Gender Female
Male

Age 18to24
25t034

Gender Male

010

0.05

0,00

)

3.07%

3.97%

4.08%

0.05

4.69%

618%

9.45%

9.62%

Positive
LIFT
“Somewhat
likely”
“Very likely




Ideal Target Customers

@

o Northeast

18-24 year olds

Females

Less than $74,999
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Customers' Preferences & Interests

Consumer Category .. Consumer F.. Category Category V.. Index
Age 18to 24 Favorite Apparel Brand Nike
Perry Ellis
\/ D Ni ke, Favorite Sport Bdekq--( ball
Go
Basketball Likely to Own Pet Yes
Gender Female Favorite Apparel Brand HEM
Nike
\/D HE&M Football Favorite Sport Football
Swimming
y Likely to Own Pet Yes
| Household Income Less than Favorite Apparel Brand H&M
$74,999 Perry Ellis
‘/ 0 H M, Favorite Sport Swimming
S . . Tennis
WImmmg Likely to Own Pet No
Region Northeast Favorite Apparel Brand Columbia
Favorite Sport Football i
\/D COIumbia, Swimming C
Likely to Own Pet Yes

Foothall



Recommendations

s e Launch Campaign S
'( ° ° /
S e Develop relevant segmentation strategies and
A advertise them through different channels

e Attract customers by catering to their /
preferences and interests R
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Data, Methodology & Assumptions

L)
Data
The data from this campaign consists of Spend, Impressions,
Clicks, and Total Site Action. This can be broken down by
day, site, and channel. The CPC, CTR, TSAR, and CPTSA can

also be found within this data.

Methodology

Weekly trends were analyzed via Tableau in order to
understand the different trends of the KPIs and how they

impacted the campaign.




.. Key Data Analysis - Overall Trends
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The CPC started at
$1.31 in week 45 and
ended up at $2.64 by
week 51. The chart is
expected to trend
upwards in the
coming weeks. This
means that the CPC
will be even more
expensive.
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In week 45, the CTR was
0.81% whereas by week
50 it was 0.51%. However,
the CTR did rise from
week 50 (0.51%) to week
51 (0.57%). The CTR is
predicted to trend
downwards in the coming
weeks. This means that
less people will be
clicking on the
advertisement.
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Key Data Analysis - Efficiency

CPC+ Channel + Site CPTSA + Channel + Site
< Weekof Da., Channel Site £ | CostPerClick & Week of Da.. Channel Stt?
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Key Data Analysis - Effectiveness

CTR + Channel +Site TSAR + Channel + Site
Weekof Do Channel Site F Chick-Thru-Roate Wook of Da.. Channel Site F
31 Octobar NN ). 04 31 October  Display NN
2022 Saarct Soagle 2022 - Gough
7 Nowvember .;<v. = 7 Noyember ‘ vy N'-V ‘ )
2022 2022
CTR P o ON_ 14 By O
November < ..+ 04 Nowember -, ol
. 2022 =) 2022
After color coding - .
the table, we % e ™ P '
understood that November o5y Nowember ... S
. . 2022 2022 :
Bing consistently =i, 8 . .
had a larger CTR. -~ e ‘ = i -
The lowest CTR Movemiier Nevtraber
0 2022 2022 b
Bing had was b :
during the last
\ week (10.32%). Sotla Facebookinstegrar BbooK NSt
: i S Docembar  Cispoay CNN 5 December N
; The highest CTR s 2022
Bing had was e Tbis ,
20.22%. Ssarct
'l
12 December ik.r\ ":rr. = 12 Decamber :uq»:, NI = -
022 Amaze 2022 g




Recommendations
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E Data, Methodology & Assumptions

Data source: Reliable 1st party campaign data

¢ broken down by day, site and channel shows
the key metrics over a period of 12 weeks. We
have used sales data and previous campaign
data for benchmarking

Methodology: Weekly trend analysis using
tableau to track campaign performance and
comparing it against benchmarks set by the
previous campaign




® Performance of KPls

=
KPIs x Site

l(Pls by Week | Effectiveness & Efficiency
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Correlation between KPls & Base Metrics

l(Pls x Base Metrics Cllcks and Impressions vs CPC e
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Sales & Media Performance

=
Sales x CTR - Media Performance
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Campaign KPls V/S Previous Campaign

The post campaign has a MITFC )

Post vs Previous Campaign KPls

lower CPC — cost [— |
efficient, although the s, = L . S 11
. . . Octcher ¥1, 2022 ' Previous Benchmark
CPTSA is higher balancing b Campaign MIGICFISA
the efficiency Wovwriver 1A, 2022 KPIs I
Novemer 2L, 2022 3282 L 2R
. Novenver 24, 2022 ah
Post campaign has lower Setember 5. 2022 cre $6.52 AOLCTH
CTR and TSAR — might be Dacember 12, 2022 —
due to the previous e CPTSA 5079
: R : December 26, 2022 OTEAT
campaign being the first auary 2, 2921 2
L S3nudry 9, 202 . P,
communication of the Sanuary 5, 2023 CTR 0.89% o ~
. Jaruary 36 2500
product hence enjoyed e ey
higher curiosity and Gramvt Total TSAR 7.36%

attention



Benchmark : Previous campaign ROAS $2.85

Post Campaign ROAS x Pravious Campaign ROAS




Sales Forecast

Forecast - 2 Weeks Forecast - 1 Month Forecast - 1 Year




Hence, we
recommend the
campaign should

continue



Recommendations

Conscious spending

They should reduce
spending on
channels that are not
gaining traction
CondeNast

Increase spending on
Mid Funnel

Being a new product,
it is important for
LLM to occupy space
in consumers

%onsideration set
\\

Using seasonal demand to
their advantage

Advertising specially

during the Holiday

season will increase =
wreach and sales ’
4 )
N7




,, Any Questions?




hank You!

mateam@jnsvmedia.com
+91 620 421 838
jsnvmedia.com



http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

