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EXECUTIVE
SUMMARY

Glaceau Vitaminwater is a well known brand 
of energy drink, owned by the Coca Cola 
company. Holding the second most portion 
of the market share it is a household name 
among consumers of all ages and lifestyles. 
Despite this, there is evidence that the brand 
falls very short of it’s potential because it does 
not effectively reach its target audience with 
its advertising. While they bring in celebrities 
and musicians to endorse the brand, it largely 
ignores the potential market of athletes and 

those with a more active lifestyle.
 In response to this, it was determined 
that the brand needed to obtain a new im-
age. With a new campaign centering around 
the 2012 summer Olympics Vitaminwa-
ter will strive to become the leader in their 
market. Vitaminwater will target youth and 
health conscious consumers using celebrity 
endorsements from Olympic athletes and 
prizes, such as a trip to the 2012 Summer 

Olympics, in a new sweepstakes.
 Vitaminwater will use its strengths, 
such as a variety of flavors and new trendy 
but healthy image to create new top-of-mind 
awareness among consumers. To reach their 
target market of 16-30 year olds it will have 
improved marketing, including a new Olym-

pic themed label and a more prominent 
web presence. Vitamin water will use 
the expanse of its $500 million budget, 
it will reach new potential consumers 
through the use of popular magazines, 
internet advertising, and television. Ad-
vertisements with the Olympic theme 
will start in May and last through the 

end of August.
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SITUATIONAL
ANALYSIS

INDUSTRY & COMPANY REVIEW 
Glaceau’s Vitaminwater competes in the sports drink industry. 
As of 2009 there are 300 available types of energy drinks, rep-
resenting more than 200 brands in the United States alone. The 
success of Glaceau’s Vitaminwater was so great that Coca-Cola 
Company bought it out in 2007 for 4.1 billion dollars, which was 
the biggest purchase of the 125 year-old company. As of 2011 
Coca-Cola Company encompasses 500 brands, consisting of en-
ergy, juice, soft drinks and sports drinks, as well as teas, coffees, 
waters and others.  While sports drinks are mainly targeted to-
wards athletes, they also focus on health-conscious consumers.  
The new trends among the bottled water industry are functional 
waters, which are an alternative to sugary energy drinks.  This 
new trend gives the allusion of a healthy and active lifestyle. The 
nutrient enhanced water industry is the fastest growing market 
sense 2006 and 2007 when it had increased by 30.6 percent. 
VitaminWater produced more than $444.5 million in saltes.  Ac-
cording to the Nutrition Business Journal, VitaminWater sales was 
predicted to double by 2010. VitaminWater sells for anything be-
tween a $1.49 and $3.00 in local stores, supermarkets and vend-
ing machines. VitaminWater is endorsed by celebrities including 
Lebron James, Carrie Underwood and 50 Cent’s Formula 50.



5 Sterling & Co. Agency

PRODUCT REVEW
Glaceau’s VitaminWater is a nutrient enhanced water beverage. Introduced in 2000 as a 
way to replenish electrolytes, it is available three countries in 13 flavors. With a market 
share of 17%, it is listed as the second best selling energy drink in the United States, 
with the first being Pepsi’s Propel.  Glaceau’s VitaminWater provides the body with a 
variety of vitamins and minerals, as well as supplying essential antioxidants. It has been 
stated that Glaceau’s VitaminWater is too expensive, and that it is not actually as healthy 
as the brand makes itself out to be. With a poor web presence it is hard to find infor-
mation about it’s various products on the home site. Glaceau’s VitaminWater promotes 
itself has a pop-culture drink used by people ages 16-30. Promotions from prevalent 
stars such as 50 cent have spurred on it’s sales. However, the brand fails to promote 
itself efficiently as a drink for more active lifestyles.
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STRENGTHS WEAKNESSES

POSITIONING MARKET SHARE

•	 Variety of flavors 

•	 Different types of vita-
mins in every bottle 

•	 125 calories per bottle

•	 Unpredictable demand 
/ fading trend 

•	 Drink content called 
into question

•	 Celebrity Endorsements
•	 Targets young, health 

concious individuals
•	 “Trendy” & ligthhearted

•	 17% Market Share
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•	 No artificial sweetners
•	 50 calories per bottle

•	 Proven benefits of rehydration 
over water

•	 10 calories per bottle
•	 Backed by 40 years of research

•	 Limited variety flavor 
•	 Lawsuits for copying 

Vitaminwater design •	 Uses artificial 
sweeteners

•	 For everyday life
•	 All natural

•	 For athletes
•	 Peak positioning: 35-49

6.1% 5.5%
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COMPETITVE REVIEW
& ADVANTAGE

     The main advantage to Glaceau’s VitaminWater is the fact that they provide various 
different vitamins in each of their flavors. Each bottle carries an attractive label on their pack-
aging and provides a fun copy or phrase that personalizes the drinking experience for the 
consumer. VitaminWater’s creative advertising campaigns and its position as a “fun,” “trendy,” 
and “healthy” drink is one of the main reasons it is so successful. With just 125 calories per 
bottle, no sodium or artificial sweeteners, VitaminWater defeats its competitors in the healthy 
aspect. Propel, although proven to be replenishing, is made with artificial sweeteners. Sobe 
LifeWater, most similar to VitaminWater in most aspects, has the disadvantage of limited fla-
vor variety. Sobe also faced several lawsuits recently due to the fact that their newer prod-
ucts imitate VitaminWater’s packaging design and ingredients. Sobe lawyers argued that they 
had these ideas long before but, it is pretty evident to the public, that Sobe’s new LifeWa-
ter bottles are nearly identical replicas of Glaceau’s VitaminWater. On the basis of advertis-
ing, Sobe had a very successful advertising campaign during the Superbowl, which featured 
Naomi Campbell and the Sobe Lizard mascot. This helped Sobe gain a lot of recognition.
All of these enhanced-waters mentioned previously, seek to attract the young, trendy 
and health-conscious crowd. So far, due to its clever advertising and strong position-
ing, VitaminWater is still the best-selling enhanced water amongst the competition.

 Due to the increase in consumer health 
awareness, the beverage industry has seen a 
rapid decline in carbonated beverages and an 
extreme growth within the enhanced water cat-
egory. Companies that position their bottled-wa-
ter products as healthy, tend to see an expansive 
growth in market share within the industry. As a re-
sult the competition during these recent years has 
become very aggressive. VitaminWater, purchased 
by the Coca-Cola Company in 2007, is recognized 
as one of the leading enhanced water products in the market. 
Its competitors vary from Propel, Gatorade, Sobe Life Water, Aquafina 
Alive and Snapple. The Coca-Cola Company’s primary competitor is the Pep-
sico Company, which owns Gatorade, Propel and Sobe LifeWater. According to the 
online source, Bevnet, VitaminWater and Propel products alone account for 69 percent of 
the enhanced-water market. Yet, there are many differentiating features amongst the two 
successful beverage companies.
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STRENGTHS
•	 Leader in the enhanced water market (Jannini). 
•	 The theme of Vitaminwater, which is printed on all of their labels is “vita-

mins + water = all you need.” Numerous labels include energetic flavor 
names as well as nutrition facts which attract consumers of all ages.

•	 They are consistent with their dialogue in their advertisements, website 
and labels. Its “balance” flavor is recommended for “clowns who ride uni-
cycles while juggling chainsaws;” and the “endurance” flavor contains the 
warning “usage may result in increased stamina.”

•	 It is owned by Coca-Cola, a 125 year-old, prestigious company which 
owns over 500 brands as of 2011 (Heritage Timeline).

•	 Vitaminwater went after the previously untapped urban market. 50 cent’s 
grape flavor, “Formula 50,”  is an example of how the brand uses celeb-
rity endorsers who relate to the lifestyles consumers inspire to obtain.

WEAKNESSES
•	 Leader in the enhanced water market (Jannini). 
•	 The theme of Vitaminwater, which is printed on all of their labels is “vita-

mins + water = all you need.” Numerous labels include energetic flavor 
names as well as nutrition facts which attract consumers of all ages.

•	 They are consistent with their dialogue in their advertisements, website 
and labels. Its “balance” flavor is recommended for “clowns who ride uni-
cycles while juggling chainsaws;” and the “endurance” flavor contains the 
warning “usage may result in increased stamina.”

•	 It is owned by Coca-Cola, a 125 year-old, prestigious company which 
owns over 500 brands as of 2011 (Heritage Timeline).

•	 Vitaminwater went after the previously untapped urban market. 50 cent’s 
grape flavor, “Formula 50,”  is an example of how the brand uses celebrity 
endorsers who relate to the lifestyles consumers inspire to obtain.

OPPORTUNITITES
•	 Due to health awareness consumers are turning their focus to beverages 

with health and wellness factors like Vitaminwater as a healthier alternative 
to sodas, carbonated drinks and taking supplements (Enhanced Water).

•	  There is rapid growth of the enhanced water market. Younger con-
sumers are attracted to the “hip” image that Vitaminwater portrays.

•	 In a society where people are constantly thriving to stay youthful, Vitamin-
water offers consumers the boost they need to maintain healthy active lives.
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THREATS

•	 While this product is a healthier choice than soda drinks, it is often criti-
cized for not being as healthy as it claims.  According to CSPI nutri-
tionists, “33 grams of sugar in each bottle of VitaminWater do more 
to promote obesity, diabetes and other health problems than the vita-
mins in the drinks do to perform the advertised benefits listed on the 
bottles.” (U.S. Group Sues Coke Over VitaminWater Health Claims)

•	 Because our society is on such a health kick, more en-
hanced waters are emerging and continually increas-
ing competition (What’s wrong with plain water?, 2008) 

•	  Vitaminwater products are more expensive than other enhanced wa-
ter products. Vitaminwater chap stick cost anywhere from $2.99 to 
$6.99 depending on the package size. Vitaminwater drinks costs any-
where from $2.00 to $3.00 and a case of 24 drinks costs $38.98.

•	 Two of its toughest competitors are owned by Pepsi Co., a leading 
company in the snacks, food and beverage industry.(Company History)

While this product is a healthier choice than soda drinks, it is often criti-
cized for not being as healthy as it claims.  According to CSPI nutri-
tionists, “33 grams of sugar in each bottle of VitaminWater do more 
to promote obesity, diabetes and other health problems than the vita-
mins in the drinks do to perform the advertised benefits listed on the 
bottles.” (U.S. Group Sues Coke Over VitaminWater Health Claims)
Because our society is on such a health kick, more en-
hanced waters are emerging and continually increas-
ing competition (What’s wrong with plain water?, 2008) 
 Vitaminwater products are more expensive than other enhanced wa-
ter products. Vitaminwater chap stick cost anywhere from $2.99 to 
$6.99 depending on the package size. Vitaminwater drinks costs any-
where from $2.00 to $3.00 and a case of 24 drinks costs $38.98.
Two of its toughest competitors are owned by Pepsi Co., a leading 
company in the snacks, food and beverage industry.(Company History)



Objectives“ “

MARKETING
Glaceau’s Vitaminwater currently holds a 17 percent market share in the energy drink 
market. Through our advertising campaign we will raise this by 8% to attain a 25% 
market share. We are currently the #2 brand energy drink in the United States, with 
#1 being Propel. Our goal is to pass Propel and become the #1 brand energy drink in 
the United States. We will advertise to a previously unreached market of active con-
sumers by focusing our new campaign during the 2012 Summer Olympics. We will 
create a buzz market by focusing advertisements around big-name Olympic athletes 
and their use of Glaceau’s Vitaminwater throughout their training and competing (Vi-
taminwater - Marketing Strategy Plan, 2008).

ADVERTISING
From the excitement of the Opening Ceremony to the thrills of the sporting events, 
Vitaminwater plans on being a part of viewers’ enjoyment of the 2012 summer Olym-
pics in London, England. To help improve brand awareness and promotions, Vitamin-
water’s new advertising campaign plans on using big-time Olympic athletes such as 
Michael Phelps to endorse their products. In order to incorporate the 2012 summer 
Olympics with the already catchy and admired label, Vitaminwater plans on creating a 
limited time only Olympic inspired label as well as special deals and packages which 
include free Vitaminwater t-shirts as well as samples of their Vitaminwater chap stick 
which comes in an assortment of delicious flavors consumers enjoy.
At the start of the campaign in May VitaminWater will start a sweepstakes with the 
grand prize being tickets to go watch the 2012 London Olympics. Under the caps of 
specially marked bottles of Vitaminwater will be codes that can redeemed online
12
for prizes. This will drive traffic to Vitaminwater’s website and increase consumer 
knowledge of the product. Other prizes will include 2,000 buy one get one free bottles 
of Vitamin water, 1,000 chap sticks, 500 t-shirts, 100 drawstring bags, and 10 bikes. 
The grand prize, the Olympic trip for two will include all the other lesser prizes as well.



CREATIVE STATEGY

In a sea of vitamin enhanced waters and sports and energy drinks, Glaceau’s 
Vitaminwater is dedicated to maintaining and potentially enhancing its brand 
loyalty and top-of-mind awareness. Through the use of social networking sys-
tems such as Twitter and Facebook and YouTube, Glaceau’s Vitaminwater is 
able to interact with consumers and get to know what they want out of their 
products. Also, Vitaminwater’s website is filled with multiple events that they 
sponsor which allow followers to partake in (Vitaminwater).
The catchy advertising on the label and advertisements help explain the ben-
efits of drinking this bottled water, including information regarding how the main 
vitamins in that specific Vitamin Water are beneficial to drinkers’ health. Unlike 
many other bottled drinks such as Propel and Gatorade, Vitaminwater’s label 
is more appealing to consumers because they read more like a dialogue rather 
than a monologue. “Endurance,”one of Vitaminwater’s many consumer inspired 
flavors’ label reads: “ Usage may result in increased stamina (no, not in that 
way). Further note: professional athletes have not endorsed this product, there-
fore, excessive use will not lead you to have a desire to be like Mike, Magic, 
or even athletes named Ned.” (How Vitaminwater, Heinz and Chiquita Create 
Brand Loyalty with Customers, 2009).By using
13
language similar to consumer’s, this product remains memorable and instead of 
using generic flavor names like “grape” or “fruit punch” Vitaminwater’s flavors 
include “revive,” “focus,” and many other names that pertain to their consumers 
(Dubuc,





TARGET
SELECTION

Glaceau’s Vitaminwater is a pop-culture drink used by people ages 16-30. Con-
sumers of Vitaminwater include people living active, health conscious lifestyles 
who come from diverse ethnic backgrounds. As stated on their website, “Vitamin-
water is iconic among trendsettors and people with a thirst for their own well be-
ing.” The most
14
frequent demographic viewers of Viaminwater’s website consists of females, peo-
ple ages 35-49, people without children, those earning $60-100k a year, college 
students, and African Americans and Hispanics (Quantcast, 2011). Vitaminwater 
promotes an energetic, fun-loving, and creative way of behaving and is said to be 
inspired by
the “Baby Boomer” generation mentality. While the primary target audience are 
people ages 16-30, the secondary target audience are the people in the middle-
aged category which view Vitaminwater’s website more frequently. The heavy 
viewing of the website by the secondary target audience may be due to curiosity 
of what their children are drinking, as well as a desire to remain “hip”. In this case, 
Vitaminwater must appeal to an older age group as well (Vitaminwater - Marketing 
Strategy Plan, 2008).



OVERALL MEDIA BUDGET
When looking at the history of Coca-Cola’s advertising 
expenses, one can see that they increase their allotment 
by close to $100,000,000 each year. For more informa-
tion see chart below (Ask Coca-Cola)
Based on this trend we believe it to be reasonable to as-
sume Coca-Cola will spend roughly $3.0 billion in adver-
tising in 2012.
100,000,000 x 6 = 600,000,000 600,000,000 + 
2,6000,000,000 = 3,200,000,000
By breaking up the Coca-Cola into the major brands that 
make up the company as a whole we determined that 
our estimated budget to be close to $500,000,000 (Ask 
Coca-Cola).



TARGET AUDIENCE
COVERAGE

During the introductory period which will take place during the 
months of May through June, Vitaminwater’s advertising cam-
paign for the 2012 summer Olympics, is predicted to reach any-
where form 60% to 70% of their primary target audience through 
the use of sweepstakes, outdoor, print and electronic advertise-
ments. They hope the members making up this primary segment 
will be exposed to some form of  Vitaminwater advertisements 
an average of five times in the two months prior to the
16
Olympics. Concerning the secondary target audience, Vitamin-
Water aspires to reach 50% to 60% of the people in this seg-
ment and obtain an average frequency of two to four times.
Following the introductory period of the advertising campaign, 
Vitaminwater plans on maintaining a 70% to 85% reach and an 
average frequency of seven to eight times for their primary tar-
gets during the Olympics, beginning July 27 and ending August 
12. The desired reach for the secondary targets during the ac-
tual Olympics is an estimated 60% to 70% with an average fre-
quency being four to six times. This amount of predicted reach 
and frequency for both the introduction and actual campaign will 
further help Glaceau’s Vitaminwater become the number one en-
ergy drink in the United States.



REGIONALITY
The media plan calls for different weights for dif-
ferent parts of the country. The two main regions 
are the Northeastern ( specifically the New Eng-
land area) and the West (specifically the Pacific 
and Mountain areas) because based on the sur-
vey done by the United Health Foundation these 
areas are the healthiest in the United States. 
Since the top five healthiest states in America 
are Vermont, Massachusetts , New Hampshire, 
Connecticut, and Hawaii, the Northeastern re-
gion would receive the majority of the weight in 
the media plan, especially Connecticut since the 
aquifers used to make Vitaminwater are located 
there(Nash, 2010). The Western region doesn’t 
receive as much weight, but it should still have a 
good amount because many cities in the Pacific 
and Mountain regions have cities that are ex-
tremely health conscious and the fittest in Amer-
ica (What’s the fittest city in the U.S.?, 2011).



SEASONALITY
The new Vitaminwater media plan will be held 
through the months of May, June, July, and Au-
gust. The majority of the weight will be focused 
in July which is the beginning of the 2012 Sum-
mer Olympics. May and June will receive the 
next amount of weight because Vitaminwater 
will use that time to gain new consumers as 
well as focusing on fans’ enthusiasm for their 
country’s team through advertisements, give- 
aways and sweepstakes. The month of August 
will receive the least amount of weight because 
the Olympics ends on the twelfth. Information 
on sweepstakes and other Vitaminwater events 
can be found on their website as well as their 
Facebook page and Twitter channel.



MEDIA MIX
Our target audience falls into the first quantile. They are very media literate and are likely 
to have access to the Internet and social media at almost all times. Television is used 
heavily among the older segment of our target market, with the younger part watching a 
number of programs online. This stresses the importance of a heavy online presence and 
placement of ads in mediums that reach large numbers of people.
A large portion of our audience also reads magazines so we have allocated a portion of 
our budget to advertising in some of the most read magazines,such as Runners World 
and Cosmopolitan.

In order to be as effective as possible Vitaminwater plans on targeting their young and 
active consumers through the use of television and print ads during the 2012 Summer 
Olympics campaign. Network television will be the primary source of the ads because it 
is capable of reaching multiple viewers frequently, has a low cost per insertion and is able 
to appeal to audiences’ visual and audio appeals. Print ads in magazines and newspaper 
are the secondary mediums used for the campaign because magazines can reach mul-
tiple readers and has segment potential and newspaper ads are able to be placed into 
interest sections such as the sports pages. Radio is not used to promote Vitaminwater 
during this campaign because unlike television, it lacks the attention getting and visual 
qualities necessary to to properly get the message across.

TARGET AUDIENCE

ADVERTISING OBJECTIVE

CREATIVE CONSTRAINT
The creative constraints that come with this campaign’s short time period include the 
brand’s inability to change their image and style drastically. Vitaminwater will stick to its 
two-toned label and only slightly change the look of the label to match the theme of the 
Olympics. Vitaminwater is sticking to advertisements on television or in magazines and 
newspapers so viewers can get a visual idea as to how the product can effect consum-
ers. Because Vitaminwater’s audience is active and hands on their campaign needs to 
show consumers how Vitaminwater can improve their lifestyles. The last restraint to the 
campaign is sticking to the theme of the Olympics and only using Olympic athletes as 
their endorsers. There is a limited amount of new and creative ways to stick with an ath-
letic theme.



BUDGET CONSTRAINT
Because we have a large budget, we are able to afford more expensive media
outlets. However, we must still be careful to spend our budget wisely. We will be using 
consumer magazines to reach a more narrow version of our
target market. These magazines will include speciality athletic magazines, like runners 
world, as well as more mainstream magazines, like vogue, so we can reach all markets. The 
magazines we will be placing ads in will be among the most read in the country to better 
increase the readership.
Online ads will be placed on popular web sites to attract more viewers. Because the cost 
is determined by the number of clicks we generate, it is difficult to determine an exact dol-
lar amount to spend on this media. However the amount should be sufficient enough to 
continue placing ads without allotting more money than is necessary.
Because of it’s high reach, we will be using network television to reach potential customers 
during peak shows.

SCHEDULING
Based on the seasonality, Vitaminwater should use the pulsing pattern of scheduling 
which is “An advertising timing or continuity pattern in which there is noted variation of 
media spending in the media schedule. There is some spending during all periods of the 
schedule, but there are periods in which the spending is notably heavier than others.
(Radio Advertising Bureau).This pattern is used because that pattern requires there to be 
spending during the entire scheduling period, but there will be periods that require heavi-
er spending. In Vitaminwater’s case, there will be spending during all four months of the 
media schedule, but July will receive more than others.

REACH, FREQUENCY, MEDIA WEIGHT

The media plan for Vitaminwater will promote products before and during the
2012 Summer Olympics using media vehicles such as television and print. The weight 
of the plan will be during the months of May, June, and July in mainly northeastern re-
gions. During the months of May and June, Vitaminwater will hold a sweepstakes where 
it hopes to reach at least 70% of the targeted consumers. Using the mediums, television, 
print, and Internet, the overall message weight of the media plan will be mainly used for 
television. In the months of May and June, Vitaminwater will air an ad on television for 
the sweepstakes 20 times in total, 10 times a month. In the month of July, Vitaminwa-
ter will continue to promote the sweepstakes and Vitaminwater itself 10 times. For print, 
Vitaminwater will insert ads in popular sports magazines, such as Runner’s World, Sports 
Illustrated and ESPN Magazine, as well as, female-oriented magazines such as Cosmo-
politan.
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