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The B

Sprite fias been called
"hasio” because it is Simple,
{amiliar, and everywhere, o .
but that iS exactly the point. Bost lomo-fine n the foune

asic? Please. Classic.
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The Pl-obleml Fl-ustl-atlon

SPRITE IS ICONIC, BUT IN A CULTURE OBSESSED WITH “NEW,” “AESTHETIC,” FUNBTII]NAL AND “DIFFERENT,
| BLASSIB SODAS CAN GET LABELED AS BURING OR BASIC.




Takrget nmllence.

GEN Z AND YOUNG MILLENNIALS, AGES 16—28.

/ FI | WANT Sl]METHIN

THAT HITS WITHI]UT

This Sprite Lover:
LOVES NEW TRENDS AND HOT TAKES, BUT THEY STILL TRUST THE CLASSICS.
THEY MAY CALL SPRITE “BASIC,” BUT
THEY ALSO KNOW IT IS THE DRINK THAT ALWAYS HITS WITH FRIES, LATE-
NIGHT FOOD, MOVIE NIGHTS, AND CHAQTIC EVERYDAY MOMENTS.



T0O FAMILIAR, OR T0O SIMPLE.

SPRITE FLIPS THAT LOGIC.
SIMPLE DOES NOT MEAN BORING.
FAMILIAR DOES NOT MEAN FORGETTABLE.

HAS BECOME THE INTERNET'S FAVORITE INSULT, BUT MOST PEOPLE USE IT FOR

BASIC DOES NOT MEAN BAD.
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ANYTHING THAT FEELS TOO POPULAR

<X
o3
S
-
i
L-
25
r-
Ve
.
a3
i
i
£




Blﬁand Positioning

g . Sprite’s Role:
THE CRISP, NO-DRAMA, LEMON-LIME REFRESHMENT THAT CUTS THROUGH CHAOS.
Positioning Statement:
FOR A GENERATION DROWNING IN OVERCOMPLICATED CHOICES, SPRITE IS THE
CLASSIC REFRESHMENT THAT DOES NOT NEED TO PROVE ITSELF.

Bl-and Pel-sonalitv: Campaign
 CONFIDENT - FUNNY, DRAMATIC, UNSERIOUS :AND SELF-AWARE.
Sl N R
SELF AWARE g

CDDL WITHBUT TRYING

ALITTLE PET[Y IN THE BESTWAY
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Font identity ldeas:

» FIZZY OVERLAYS
- CUTOUT PRODUCT
PHOTOGRAPHY
-+ REACTION MEMES
- OVERDRAMATICREVIEW ~ ,
GRAPHICS
» CHROME OR GLOSSY
DETAILS
« GRADIENTS




EXAMPLE SCRIPT:

OREAM PARTNERSHIP/
JUDGE:R@LE_L 0 |

Q MID!?

NOT SPRITE




Social
Extensm

| mnttel--stul.e posts: 3

v i 4 S0 “CALLING SPRITE MID WHEN YOU KNOW IT SAVED YOUR

Tikroklnee‘ls- LN COMBOMEALISWILD.”

TASTE TESTS, SKITS, MOCK DEBATES, POV ‘
vans

s N ek ~ Pinterest | Moodboard:

TN F . % o - T GREENFIZZY AESTHETIC, DINER FOOD, CHROME CANS,

|nstag|-am sun--es- R LEMON-LIME VISUALS, Y2K-ISH BEVERAGE EDITORIAL.

: ~ POLL: “IS SPRITE MID?” ' Lo By 2 SRR
SLIDER: “HOW HARD DOES SPRITE HIT WITH FRIES?”
[IUIZ “COMPLETE THE SENTEN[:E SPHITE IS BASICALLY




a UGC Strategy

LET CREATORS DEFEND SPRITE IN THEIR OWN FUNNY, PERSONAL
STYLE.

Creator prompts:

“DEFEND SPRITE LIKE YOUR REPUTATION DEPENDS ON IT.”
“REVIEW SPRITE LIKE IT IS A LUXURY BEVERAGE."
“SHOW THE MOMENT SPRITE STOPPED BEING MID.”

“PAIR SPRITE WITH YOUR MOST BASIC BUT ELITE MEAL.”
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iy it wworks:
IT INVITES JOKES, OPINIONS, DUETS, STITCHES, AND REPEATABLE FORMATS.
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PUT IT ON TRIAL

Pin it, Judge it, Settle it.

. L=
J‘ |
oiPms
i' | o
| -

& Who's a7 "

VL




Campaign Success Metrics

Rirareness WVideo Brand

- Peprformance Perception
Ea  AVERAGEMATGHTINE ~  POSITIVE MENTIONS
* REACH ~ + COMPLETION RATE
o IMPRESSIONS < - GONVERSATION THEMES

2P - UNIOUE e /7« SHAREOF VOICE
REACH \J |
Engagement P et A ¢ ucce
-+ COMMENTS "+ BOOTH FOOT TRAFFIC TTRSENRRRR
s st * UNIOUE CREATORS
@ « STITCHES & DUETS o VOTES CAST %% HASHTAG USES
(@) . ENGAGEMENT - ORSCANS » PROFILE VISITS
RATE

# PRIMARY: #WHOSMID?! #BESTLEMONLIMEINTHEGAME
A “aShtags SUPPORT: #BASICALLYPERFECT #SPRITEDEFENSE #NOTMID

A ROAFNICRIICAFD
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Final Campaign Statement:

OESN'T NEED TO PROVE IT IS DIFFERENT.
EMINDER WHY IT HAS ALWAYS WORKED.
WHO'S MID?! NO:




