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Snapple has never been an ordinary company. It began when 
three friends came together to create a new and healthier 
all-natural drink in 1972.1 After their company had grown from 
door-to-door sales to a business on a national scale, they 
introduced a premium bottled tea in 1987 and revolutionized 
the industry.2

 
Since Snapple’s initial success in the premium-drink category, 
the market has been flooded by numerous entrants. 
Consumers are currently at a crossroads, unsure where to 
turn in an industry that has been oversaturated with options. 
These current conditions pose a challenge: How can Snapple 
stand out in this overwhelming market? 

In its most recent campaign, “Born in New York, Made for 
Everyone,”3 Snapple celebrates Heartlanders’ emotional bond 
with the brand, but it doesn’t leave those outside the 
Heartland with an incentive to buy the product.4

With our campaign, Snapple will be able to strengthen its 
connection within the Heartland and begin a relationship with 
its target audience across the nation.

Contents
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Research and insightsResearch and insights

Within the Heartland: Heavy User Strategy5

Grow brand relevance through engagement tactics with heavy 
Snapple users
Grow purchase frequency: Grow heavy user buying rate from 
9x to 10x per year

Non-Heartland: Light User Strategy6

Drive trial by converting our high awareness (90%) to 
top-of-mind brand awareness (15%)
Grow purchase frequency: Grow light user buying rate from 1x 
to 3x per year

The Challenge

We need to determine which Heartland and 
Non-Heartland Snapple drinkers are likely to 
purchase even more Snapple and influence 
others.

Audience

Snapple has a unique brand personality 
setting it apart from its competitors. 
Consumers in the Heartland connect with 
its personality, but we also need to make 
it relevant to those outside the region.

Brand Perception

These strategies ladder to our ultimate objective, which 
is to grow SnappleTM volume in the United States.7 



     4

Research and insightsResearch and insights

Research Breakdown
We had to find out how Snapple’s unique personality can 
set it apart from its competitors, define our target markets 
and discover tactics that bring them to the point-of-sale.

In our focus groups, respondents said they like Snapple and 
would try it but were accustomed to buying other brands 
promising traditional flavors, low cost or health benefits. We 
believe Snapple isn’t in their top-of-mind consideration set 
because it hasn’t distinguished itself in an oversaturated market. 

However, respondents said they do like premium drinks that offer 
glass packaging and new, unusual flavors. Most importantly, an 
overwhelming number of respondents said they appreciate 
brands with unique personalities.8 

This is clearly a market that is already inclined to make Snapple 
purchases.

Brand Perception

804
7

27
14

476
500
108
50

Heartland states surveyed

Surveys completed

Non-Heartland states surveyed

Focus groups 

Research articles

Snapple social media interactions 

Creative testing interviews

Point-of-purchase interviews

Snapple can position itself as the top-of-mind option among 
competitors through an engaging brand personality that 
consumers can relate to.

Opportunity
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Mobile InfluencerSocial media Influence

Purchasing Power

Interpersonal Influence

Research and insightsResearch and insights

Digital connectivity is the bridge between our targets both inside 
and outside the Heartland. We’ll use our targets’ influence on social 
networks to drive the growth of Snapple™ volume in the United 
States.

Opportunity

We found that Women 18-349 make the majority of purchases in 
Snapple’s drink category10 and are very influential on social 
networks.11 We also learned that women were more likely to get 
their children, siblings, friends and significant others to try new 
things.12 We call them Mobile Influencers.

We concluded that these Mobile Influencers are likely to purchase 
more and become Snapple brand ambassadors.

Conversely, Men 18-34 spend the least money in Snapple’s 
category,13 are less adept on mobile14 and are less likely to develop a 
lasting connection to the brand.

Usually my girlfriend or my 
sister get me to try new things. 

-Steven (focus group)

“ ”

Audience

We will target an influential female audience in both light and heavy 
user categories. So far no competitor brand has focused its efforts 
to capture the attention of this audience through the most relevant 
forms of media. 
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Big Idea

StrategyStrategy

Snapple’s category is consumed most in the afternoon, precisely 
when social media activity is at its peak. This is no coincidence. 
People use social media during this time because they’re seeking 
content that will bring them a delightful moment in their routine. 
Snapple offers the same feeling.

While the “Born in New York, Made for Everyone” campaign 
celebrates the loyalty of the Heartland, our campaign will 
leverage Snapple’s brand personality across multiple platforms 
to connect emotionally outside the Heartland. 

The experience of having a Snapple is a moment of delight. 
The digital experiences Mobile Influencers value are also 
delightful. Snapple’s opportunity is to create a branded digital 
experience that consumers relate to, giving them a moment of 
delight and the incentive to make Snapple purchases.

.

If these Mobile Influencers are the ideal 
ambassadors for the brand, what content 
will they connect with most? 

We found that on social media, our audience shares 
content they find funny, interesting or related to their lives.15 
Because this type of content is what connects with our 
target audience, we can integrate it with Snapple’s fun, 
quirky and playful brand. This branding will be a reflection of 
its consumers’ unique personalities. After the emotional 
connection has been built, they’ll have an incentive to make 
Snapple purchases and influence others. 

Time of Consumption

Morning Mid-morning

16, 17

Low

High

Afternoon Evening Nighttime

Snapple
Social media

Time of day

C
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m

p
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 R

at
e

Snapple vs. Social Media Consumption
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Delight in the Moment.Delight in the Moment.

Delight in the Moment.
Snapple drinkers

Life is about moments – the moments where you can embrace and 
celebrate who you are. Trying something new. A night out. Taking 
that ride back home. These are the moments you remember and the 
ones you share. These moments are yours, and you deserve them. 
It's your moment – delight in it.



Create a moment.
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Our strategy for social media is based on native advertising. 
Mobile Influencers use digital media to brighten a part of their day. In 
turn, they develop an emotional bond to the content and people they 
connect with.18 

Snapple’s brand personality offers consumers the same feeling as the 
media they already love. By positioning it as a brand whose digital 
personality matches the consumers’ personality, this campaign will 
drive Snapple sales both inside and outside the Heartland. 

Our content is based on 
consumers seeing themselves 
in the product. Posts will 
feature relatable lifestyle 
images that are visually 
appealing.

Cost: $5,129,000
Impressions: 780 million19

Social Media

Instagram

snapple I love that my Snapple is mobile friendly!

Creative - delight in the moment.Creative - delight in the moment.



Pinterest
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This social network has the highest click-through rate on mobile, 
second only to videos.22 It’s still the most-used platform for our 
demographic, and it doesn’t discriminate aganist any age group.   
We’ll be promoting posts using the native advertising format that 
we’ve used throughout the campaign.
                        
                        Cost: $6,411,250
                        Impressions: 890 million23

We’ll reactivate Snapple’s Pinterest 
account. According to Klear data, the 
followers that Snapple has on its 
existing social media platforms can be 
identified as young moms and 
bloggers. Their interests include 
recipes, DIYs and “up-cycling.”20 This 
is the same type of content we’ll 
promote on Pinterest.

Cost: $2,564,500
Impressions: 85 million21

Facebook

Snapple
snaps n relax

Try Snapple in a whole new way.

371

Reinvent your Snapple bottles into vases!

297

Snapple
snaps n crafts

596 Comments   1.K Shares700

The sun can’t outshine my moment.

Creative - delight in the moment.Creative - delight in the moment.



Creative - delight in the moment.Creative - delight in the moment.
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To further brand awareness, we’re using television to target 
Mobile Influencers beyond urban areas. A 30-second commercial 
will be shown on TV networks such as Freeform, CBS, NBC and 
E!. These stations line up with our demographic based on MRI 
research and Nielsen ratings.25

The commercial will feature three different people who turn 
generally boring tasks into delightful ones by channeling their 
“Snapply” personalities as they “Delight in the moment.”

Cost: $7,700,00
Viewers: 240 million26

TV
Subway ads will be placed strategically in six cities with the 
highest commuter rates. The 56 backlit dioramas will generate 
high impressions due to strong foot traffic.

Heartland Subway Guerilla Ads 
These guerilla ads will be exclusive to the Heartland. Our neon 
sign will be a glowing beacon in the flat environment of subway 
stations. The goal of the artwork is to stop commuters and entice 
them to snap a picture to share digitally. We’re inviting them to 
delight in a normally mundane moment by pausing to admire a 
trendy and dimensional piece of art. 

Cost: $100,000
Impressions: 1.3 billion24

Subway
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Creative - #Snappleling

Snappleling is a fun, quirky act of delighting in the moment. 
Through a series of traditional and non-traditional vignettes, 
we’re depicting what Snappleling looks like in everyday life.

YouTube
We're using skippable 30-second ads to maximize our value through YouTube’s TrueView 
format.27 Instead of paying by impression, price is calculated by complete views of the 
advertisement. The ads show Mobile Influencers Snappleling.

To develop our idea for the YouTube ads, we asked 108 passersby about the quirky things they do 
when they’re by themselves. We found out people dance. They sing. They talk to inanimate 
objects, to fictional characters – and to their pets.

Our ads will embrace these quirks.

Cost: $7,693,500
Impressions: 1 billion28.

Creative - #Snappleling

Verb
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Digital boards will be placed in the Heartland to increase engagement 
with Mobile Influencers. These will coincide with both Phhhoto booth 
and in-store promotions. The boards will define "Snappleling" and 
encourage Mobile Influencers to share a "quirky act that delights any 
moment" by sending a tweet. The board will then display the tweet 
for all to see. Together, these three tactics will support our strategy 
and strengthen our relationship in the Heartland. 

Billboards
This buy is to raise awareness among heavy commuter cities with 
some of the most populated cities in the United States.29 The 
billboards will portray a “real fact” on a Snapple cap, and the “fact” 
will be about how people are “Snappleling.” This advertisement will 
be relatable to those who identify with Snapple’s brand personality.

Billboards: $3,600,000 
Digital Boards: $800,000
Total Impressions: 610 million30 

Digital Boards

Creative - #SnapplelingCreative - #Snappleling

“I asked my dog if

he liked my dress

this morning...”
-Laura, LA

Delight in the moment.

#SNAPPLELING
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Creative - #SnapplelingCreative - #Snappleling

This platform has the second highest 
click-through rate on desktops.33 Using 
promoted tweets, we’ll ask people to share how 
they’re #Snappleling in that moment.
 
Cost: $3,846,750
Impressions: 431 million34

Twitter

Web Redesign
Snapple’s recent campaign, “Born in New York, Made for Everyone,” 
takes center stage on its current website. This emphasizes its New 
York roots, but it has the potential to turn off targets outside the 
Heartland.31

 
Our website redesign continues our idea of celebrating life’s little 
delights. We based the layout on other successful brands that our 
target market already loves.32 Maintaining Snapple’s brand personality 
throughout, this new site embraces newcomers and long-time fans 
alike.
 
In the toolbar we’ve placed a separate link for #Snappleling. This page 
will be a live Twitter feed on social media showing visitors how people 
are #Snappleling in that moment.

520 839

Products Real  Facts #snappleling HistoryProducts Real  Facts #snappleling History

Delight in the moment.

Products Real  Facts #snappleling HistoryProducts Real  Facts #snappleling History

Real Facts#Snappleling

“Literally just asked my fridge if it remembered to go to the store 
today. What is wrong with me? #Snappleling”

- @Saaarah1

“My phone hates me because all of the failed attempts of me 
throwing my phone hoping that the charger will catch it #Snappleling”

- @J2theR

“I sent my dog to get me some food but haven’t heard from her in a while. 
What are the chances she’s not coming back? (yes I talk to my dog) #Snappleling”

- @Kelsssse

“I’m a bit of a gambler, like I make bets with myself. For instance today 
I made a bet that I couldn’t take a shower in less than 3 mintues. #Snappleling”

- @T-Red

send in your best snappleling 
moments to be featured.
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Creative - SnapChat TakeoverCreative - SnapChat Takeover

Snapple deserves a castle  

Snapchat already has more than 100 million daily users,35 and the 
majority of our survey respondents said they’re already on the 
platform.36

 
To help Mobile Influencers “Delight in the moment,” we’ll be having 
Snapchat Takeovers in targeted cities across the United States. 
Each city was chosen based on the following criteria: highest 
population, larget percentage of commuters and most recreational 
activities.37 

During the Takeover, clues will be leaked through Snaps around the 
city that lead people to Snapple representatives who will award 
them with two tickets to a major upcoming event in the area. A 
month before the Takeover hype will be built through traditional 
media around the targeted city as well as through a countdown on 
the official Snapple Snapchat account.

Our final promotion in our Snapchat Takeover will focus on a 
large, nationally viewed event in the Heartland: The New Year’s 
Eve Ball Drop in NYC. The clues for the scavenger hunt will entice 
locals to participate, solidifying the bond between Heartlanders 
and Snapple.

Heartland Promotion

Scavenger Hunt

Additionally, this promotion will bring followers to Snapple’s 
Snapchat by mimicking the native content on Snapple’s 
“discover stories.” This content will also increase awareness to 
those outside the promotion cities.

seattle     May 27-30 los angeles june 10-18 chicago     july 28-31

austin  sept 30-oct 9 miami      dec 1-4 new york     dec 31
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96 bus shelters will target commuters in the cities that host 
our Snapchat Takeovers. A digital board will act as a live feed 
to Snapple’s Snapchat story. People can scan a “snapcode” 
to access Snapple’s Snapchat.

Cost: $320,000
Impressions: 4.3 million39

Bus Shelters

Because of NYC’s high population and high commuter 
traffic,15 of the bus shelters will be set up around the city.40

Heartland Bus Shelters

According to our online surveys and MRI research, streaming 
radio is used frequently by our Mobile Influencers. Streaming 
radio will be used to advertise Snapple and to promote any 
upcoming Snapple-sponsored events in their city.

Cost: $80,000
Impressions: 1.6 million38

Streaming Radio

Creative - SnapChat TakeoverCreative - SnapChat Takeover
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27 wallscapes will be used for the year-long campaign. The cities 
we’re conducting the Snapchat Takeover in will contain 
wallscapes that support the Snapchat Takeover. This media will 
attract commuters and pedestrians throughout the cities. 
Wallscapes will help build awareness of the brand and upcoming 
promotions.

Heartland Wallscapes
We’ll specifically place three wallscapes in NYC to encourage 
Heartlanders to participate in the Snapchat Takeover.

Cost: $4,000,000
Impressions: 1.2 billion41

Wallscape

Creative - SnapChat TakeoverCreative - SnapChat Takeover
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Creative - ExperientialCreative - Experiential

Blippar is a modern and innovative app that allows users to have a 
fun digital experience and see the world around them differently.
 
Blippar harnesses the youthful curiosity and technological interest 
of our target market to create a relevant conversation about 
Snapple.42 It positions Snapple as quirky, fun and unique.

Users simply hover their phone over a Snapple bottle with the app, 
and it will transform into an interactive experience. 

You Look Peachy: Photo Filter
Using the app’s facial recognition technology, users will be able to 
take pictures that transform their background into various fruit 
themes. Blippar’s steamlined interface will allow these pictures to 
be shared via social media or text messaging. This will generate 
organic impressions across other platforms while increasing 
interest and buzz about Snapple. 

What’s Your Flavor?: Personali-tea
Each Snapple bottle will include a personality horoscope. The 
personalities depicted will differ based on the Snapple flavor 
chosen by the consumer.

SnapFact Trivia: True Facts and a Lie
A game will appear in the “Real Fact” section under the Snapple 
cap. Three “facts” will appear, and the user must choose which 
one is the lie.

Blippar

Creative - Experiential
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We’ll set up Phhhoto booths in Albany, Baltimore, Boston, 
Buffalo, Hartford, New York City, Philadelphia, Syracuse and 
Washington D.C. Each city will have a total of five booths set 
up in designated high foot-traffic locations over the course of 
four days.

Cost: $1,500,000

Phhhoto Booth
Phhhoto is a portable, hands-free photo booth that streams 
moving images directly to its social media app. Picture a 
next-generation Instagram that’s paired with the physical aspect 
of photo booths. It’s already being used by high profile brands 
such as Nike, McDonald’s and Red Bull. According to Phhhoto 
case study data, our booths would accumulate 18 million 
impressions.43 The moving photos will feature a Snapple filter and 
watermark, and the branded content will instantly be ready to 
post on social media platforms or sent via text messaging.

Austin, Chicago, Dallas, Los Angeles, Miami and Seattle will 
each have five booths placed around outdoor hotspots. The 
booths will be accessible for four days.

Non-Heartland

Heartland

Creative - ExperientialCreative - ExperientialCreative - Experiential

Password: team149
Click here to view Phhhoto in action!

http://nsacteam149.tumblr.com/post/141633703237/snappleling
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in-store activationin-store activation

Heartland Walmarts will display endcaps as our in-store activation. 
This promotion will attract people as they’re shopping, and they’ll be 
able to create their own six-packs by mixing and matching flavors.

Our online surveys showed that Snapple loyalists purchase Snapple 
in bulk at grocery stores. This in-store activation will take place 
exclusively in the Heartland where most Snapple consumers reside.

The in-store activation will run concurrently with the Phhhoto Booths 
and digital boards in the same major cities within the Heartland:

Heartland Specific

delight in the moment.

it’s your momentit’s your moment

delight in the moment.

Albany
Baltimore
Boston
Buffalo
Hartford

New York City
Philadelphia
Syracuse
Washington D.C.

THere were two roads
and i took the one more

snapply.

1. pop open the carrier. 2. pick your flavors.
3. delight in the moment.

1. pop open the carrier. 2. pick your flavors.
3. delight in the moment.

Isn’t this peachy...

How come 
i’m doing
all the work?

not anymore.

are you zen
now muffins?
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Brand ExperienceBrand Experience

This is Erin.
(she lives in new york) every morning 

before work,
erin snapchats 

a photo of 
her dog, luna.

before she leaves 
the house, she 

grabs an orange 
carrot snapple.

on her way to work, she notices 
a snapple ad in the subway station. 

she posts a picture of it on instagram.

while she’s on the 
subway, she drinks 

her snapple.

during her lunch 
break, she sees a 

tweet from snapple 
that she shares 
with her friend, 

taylor.

This is taylor.
(she lives in california)

taylor remembers how 
much she likes peach 
tea snapple and buys 
one on her way home 

from work.

she sends a snapchat of 
her snapple to erin.

.
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Media StrategyMedia Strategy

Digital content is at the core of our creative strategy, but we use traditional 
and experiential advertising to grow brand relevance nationally. 

Our traditional buys reinforce and support our digital campaign by 
referencing Snapple’s social media movement and promoting 
Snapple’s experiential buys. Television and radio are used to 
increase our reach and build awareness. They remain the most 
viable when reaching key performance indicators, or KPIs.44 We 
chose OOH media that would interrupt commuters because our 
strategy focuses on a consumer with an on-the-go lifestyle.

Traditional
We want to carry over our theme of current, technology-driven 
interactions in our promotions. Our goal is to entice consumers to 
interact with the brand in a physical way that can be translated 
and documented effortlessly through social media. For each 
experiential aspect there’s a frictionless connect to Snapple’s 
organic digital footprint. 

Experiential

Our focus on digital media is reflective of our strategy revolving 
around consumers who feed off of the instant gratification of 
social media. Because these consumers are media savvy, our 
advertising was designed to appeal to users in a way that was 
seamless with their consumption rather than intrusive. All digital 
content was created to be native to its respective platform.45 This 
positions Snapple on social media as relatable rather than pushy.

Digital Heartland
Using a holistic integrated marketing campaign, we’ve not only 
targeted major cities with large populations and high traffic outside 
the Heartland, but we’ve also made sure to include the Heartland in 
each of our promotions. The New Year’s Eve Ball Drop and our 
OOH advertisements will work together to strengthen the bond that 
Heartlanders feel to Snapple’s brand personality and increase 
Snapple purchases in the Northeast.
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Media Allocation Media Allocation 

Our Non-Heartland cities were chosen to 
reflect representation from each region of 
the U.S. with special attention to their 
relationship with commuters and the 
amount of time they spend in traffic.47

Non-Heartland

Austin
Chicago
Dallas

Los Angeles
Miami
Seattle

Our Heartland buys were specific to the 
case study provided. We wanted to target 
each city in a focused effort to maintain 
the loyalty they provide to Snapple.46

Heartland

Albany
Baltimore
Boston
Buffalo
Hartford

New York City
Philadelphia
Syracuse
Washington D.C.
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Media BudgetMedia Budget

Total Traditional Media Impressions: 3.3 billion  
Total Digital Media Impressions: 3.2 billion

In-Store

55.5%
PHHHOTO

41.6%

Snapchat

0.1%

Blippar

2.8%

promotional allocations
BUDGET: $3,605,000

Instagram

20%

Facebook

25%

YouTube

30%
Twitter

15%

Pinterest

10%

digital budget allocations
TOTAL BUDGET: $25,645,000

Digital

51.3%

Traditional 

33%

Production

1.5%

Promotions

7.2%Agency Cost

7%

TOTAL BUDGET ALLOCATIONS
TOTAL BUDGET: $50,000,000

We distributed Snapple's allotted budget of $50 million to 
support our strategy in order to achieve high impact both inside 
and outside the Heartland. We've used the funding to drive 
tactics to emphasize our vision and achieve our overall goal of 
growing SnappleTM volume in the United States. 

YouTube

Facebook

Instagram

Twitter

Pinterest

Total

Digital
$   7,693,500

6,411,250

5,129,000

3,846,750

2,564,500

$25,645,000

Billboards

Bus Shelters

Guerilla

Subways

TV

Total

$  3,600,000

320,000

900,000

100,000

6,700,000

$25,645,000

Traditional

Wallscapes

Digital Board

Streaming Radio

Total $16,500,000

4,000,000

800,000

80,000

Phhhoto

In-Store

Snapchat

Blippar

Total

Experiential
$   1,500,000

2,000,000

5,000

100,000

$  3,605,000

Total Budget $  50,000,000

Production 

Other
$      750,000

Agency 3,500,000

Total $  4,250,000
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FLowchart

TV

STREAMING RADIO

DIGITAL BOARD
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WALLSCAPE

BILLBOARD
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Measurement and Evaluation - kpisMeasurement and Evaluation - kpis

Engagement will be measured across various social media 
platforms using replies, likes and favorites, and amplification will 
be measured using retweets, repins and shares. Engagement with 
the brand will show that people resonate with the brand message, 
but amplification will illustrate how Mobile Influencers are 
becoming brand ambassadors. This will ultimately drive sales 
among Mobile Influencers and their friends and loved ones.

Engagement
Unaided brand awareness will be measured by asking a group of 
people what ready-to-drink tea or juice beverage brand first 
comes to mind. After our campaign has launched, we’ll conduct 
another test halfway through our campaign, and then again at the 
end of the campaign. This will help us determine how effective our 
brand messaging and strategy were over time.

Brand Awareness

Nielsen Scantrack will be used to measure the sales that 
happened over the course of the campaign calendar year. We can 
measure spikes in sales and determine if any of them align with 
our promotions.

Sales Brand Relevance
Unaided brand relevance will be measured by asking people how 
likely they are to purchase Snapple prior to our campaign. This will 
be asked after brand awareness, and only if they reveal Snapple as 
their top-of-mind choice. We’ll perform this test again at the 
mid-mark and end of our advertising campaign to measure 
effectiveness of brand messaging and strategy.
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34. https://www.salesforce.com/blog/2015/07/salesforce-ads-
      benchmark-key-trends-across-facebook-twitter.html
35. http://socialmediatoday.com/content/using-snapchat-guide-brands.com 
36. Online surveys

37. http://www.forbes.com/sites/jimgorzelany/2015/03/31/
      cities-with-the-worst-rush-hour-traffic/#3a429a1b6c5f
37. http://s1.q4cdn.com/199638165/files/
      doc_presentations/2014/The-Total-Audience-Report.pdf
38. http://www.siteadwiki.com/2014/03/pandora-advertising-cpm-rate.html
39. http://www.apta.com/resources/statistics/Documents/
      FactBook/2013-APTA-Fact-Book.pdf
40. http://www.bluelinemedia.com/bus-advertising/bus-stop-shelter
41. http://www.clearchanneloutdoor.com
42. http://www.bloomberg.com/ukinnovators/innovators/blippar/
43. http://clients.phhhoto.com/art-basel 
44. http://www.adweek.com/news/advertising-
      branding/why-tv-still-most-effective-advertising-medium-165247
44. http://s1.q4cdn.com/199638165/files/doc_
      presentations/2014/The-Total-Audience-Report.pdf
45. http://s1.q4cdn.com/199638165/files/doc_
      presentations/2014/The-Total-Audience-Report.pdf
46, 47. http://www.forbes.com/sites/jimgorzelany/2015/03/31/
     cities-with-the-worst-rush-hour-traffic/#3a429a1b6c5f
46, 47. http://www.usatoday.com/story/
      money/2015/09/04/24-7-wallst-10-cities-worst-traffic/71701622/

Prizm Segments that supported our research:
Up-and-Comers
Young, midscale singles before they marry, have families and establish more deskbound 
lifestyles.
Boomtown Singles
Young, single and working-class, these residents pursue active lifestyles amid sprawling 
apartment complexes, bars, convenience stores and laundromats.



     27

Our LoyalistsOur Loyalists

Copywriter

Team 149 would like to thank our Facul-tea Advisor 
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