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Altoids currently has an estimated 35% brand awareness with the potential to attract a 
larger demographic . Historically, Altoids strong brand awareness has led the brand to be 
one of the top breath mints in its product category , but the brand has challenges to face. 
The breath mint category is crowded, with over twenty competing brands. The most 
popular competitors are Tic Tacs, Ice Breakers, and Breath Savers. Brands such as Ice 
Breakers serve as a huge competitor towards the younger demographic. Unfortunately, 
having a poor presence in digital advertising has put Altoids further behind its 
competitors.

After researching the breath mint industry, Altoids sees opportunity in trying to target a 
similar audience as their competitors. The target audience consists of  men and women age 
18 to 34 with a household income of $20,000-$49,000. This group consists of people are 
currently in college are considered efficient multitaskers.

In order to gain a greater share in the Altoids target market, the primary marketing 
objective is set to increase sales by 20% to $116.5 million in the 2017 calendar year. 
Moreover, current brand awareness is at 35% nationally, and we aim to increase it by 10% 
through new and unique media outlets. 

 =Our main advertising objectives focus on shifting brand preference and gaining brand 
awareness for Altoids within its category among our target audience throughout the year. It 
is crucial that our brand image correlates with our target market’s preferences and values. 
Overall, we plan to clearly communicate the Altoids brand personality across our 
advertisements.

The budget for our twelve month campaign is $30 million, using  36.77% of the budget 
allocated towards digital. Our budget will be split based on national and regional media, 
seasonality, and contingency. We have divided the budget between the different media 
types that we recommend. Our campaign suggests that we split the majority of our budget 
between digital media and television while using magazine and radio for supplemental 
advertising. 

Traditionally, Altoids advertising campaigns’ have allocated a large of portion of their 
budget in consumer magazines. In the next year, Altoids will diversify their media mix to 
include  television, magazines, radio, and digital. We believe that with a pulsing strategy, 
Altoids will send an effective marketing message to the market, beginning in January of 
2017. By creating different reach and frequency goals for each month, Altoids will efficiently 
and  effectively reach campaigns objectives.  They will be able to maintain their presence 
throughout the year while placing emphasis on certain parts of the year. 

We want to take the opportunity to be creative and reach our target market by taking 
advantage of three tentpole events in three different regional markets. One of our events is 
designed to reach the market of Minneapolis, Minnesota at the annual Summer X Games 
event. We will also be present at the Sundance Film Festival in Park City, Utah, which had 
46,660 attendees in 2016. Our third market we will reach is in Indio, California at the 
Coachella Valley Music and Arts Festival. 

EXCUTIVE SUMMARY 
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MARKET SALES

MARKET DESCRIPTION

SITUATION ANALYSIS 

The Breath Freshener industry is comprised of 3 main segments; gum, mints and breath 
fresheners. The total product category has grown in the past decade as baby boomers and health 
conscious consumers look for healthy alternatives to freshen their breath, prevent eating, and 
relieve stress.

While gum is currently more prominent in the overall breath freshener category, mint products 
are expected to steal a significant share of the market within the next few years. FAR, The Food 
and Agribusiness Research and Advisory Team, refers to the change of consumer behavior as 
the shift to a “Nation of Suckers”. One study suggests the shift may be linked to the advantages 
mints have over gum products. These advantages include additional servings (five to seven times 
more than gum products), limited product waste, and more discreet consumption. 

Category sales are projected to decline for the first time in over a decade by 2020. In 2014-15, 
category sales rose 1.7% to 4.8 billion dollars. By 2020, category sales are projected to drop 3.3% to 
4.7 billion dollars; gum being the main product contributor. 

On the other hand, mints and breath freshener products have experienced continual growth. By 
2020 mints and breath fresheners  are projected to grow 32.6% to $526 million dollars and 55.2% 
to 1.1 billion dollars, respectively, from 2010. 
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SITUATION ANALYSIS 

Altoids breath mints are amidst a crowded, competitive market with over 20 different brands. 
Their top three competitors are TicTac, Ice Breakers, and Breath Savers with Ice Breakers being 
their largest competition. Each of these brands have a unique position in the breath mint market, 
but have similar distribution strategies and target audiences, young adults 18-34. Additionally 
these three brands view their product as a convenience purchase. This is shown by placing their 
product at checkout counters as well as on the candy aisles. Due to similarities between Altoids, 
TicTacs, Ice Breakers and Breath Savers it is essential to understand the marketing strategies of 
each brand.

Tic Tacs
Tic Tac uses a pulsing advertising strategy to connect with their 
market throughout the year. The brand utilizes social media for a 
large portion of their advertising, which appeals to a younger 
demographic. Their social media accounts are very popular, for 
example their Facebook page has 15.6 million followers. In addition 
to their popular Facebook account, they have 860,000 followers on 
Twitter and 253,000 followers on Instagram. Tic Tacs have 7 
regular flavors ranging from mint to an assortment of fruity flavors. 
They recently just released their “Tic Tac Mixers” with bright, 
updated packaging in flavors Cherry Cola and Peach Lemonade. 
Tic Tac positions themselves as a blend of a candy and a 
mint,noting that the product is a “Refreshment that needs to be 
shared.” 

Ice Breakers

Breath Savers 
Breath Savers positions themselves as a solution to an awkward 
situation with a tagline stating, “Lucky you had Breath Savers.” 
Breath Savers use a flighting advertising strategy to reach their 
market. One way they have connected with their audience is 
through social media sites such as Facebook, having 4,600 
followers. These sugar free mints come in several different flavors, 
including peppermint, wintergreen, spearmint, and citrus. 
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Ice Breakers positions themselves as the mint to help you “Stay 
Cool.” The company uses a continuous advertising strategy to 
consistently attract younger market segments. Additionally, 
 IceBreakers are advertised through many social media outlets 
such as Facebook, Twitter, and Instagram.  They currently have 1.1 
million followers on Facebook, 7,000 followers on Twitter, and 720 
Instagram followers. This sugar-free mint sells a wide variety of 
products. For example, Ice Breaker Mints, Ice Breaker Sours, DUO 
Mints, Ice Breaker Cubes, and Frost Mints.

COMPETITION



SITUATION ANALYSIS 

In 2015, the Icebreakers invested the most money of any brand in their 
advertising campaigns, with their highest expenditures invested in cable 
TV. Contrary to the lack of advertising in 2015, Altoids was the second 
largest advertiser in the breath mint category in 2013 and 2014. Altoids 
invested the greatest percentage of its advertising budget in consumer 
magazines throughout those years. Ice Breakers has consistently spent the 
greatest amount of money on advertising, with the most expensive year 
being 2014.
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COMPETITIVE SPENDING ANALYSIS 



SITUATION ANALYSIS 
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MEDIA MIX
In 2014, Altoids invested 96% of their advertising budget ($6.9 million) in 
consumer magazines.This strategy is consistent with their advertising 
methods from the previous year. Ice Breakers divides their budget across 
multiple television platforms with an extreme emphasis on Cable TV and 
Syndicated TV. Tic Tac also utilizes television as their primary medium, 



SITUATION ANALYSIS 
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   SHARE OF VOICE
In 2014, Altoids was the only breath mint to invest in consumer magazines, 
while their largest competitor, Ice Breakers, was the primary investor in 
network, spot, and cable TV. In 2013, Altoids was still the largest investor in 
consumer magazines with $12,823,200 spent in the category, followed by 
Mentos and Tic Tacs. Ice Breakers has consistently invested the most in TV. 



SITUATION ANALYSIS 
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PRICING 

Altoids are sold throughout the nation in various places of 
convenience. The price of the product slightly varies in every store. 
Typically, Altoids are priced anywhere between $1.64 and $2.10.

PRODUCT POSITIONING
Altoids is one of the top four breath mint brands in the industry. The brand is perceived 
as classic and traditional, often appealing to older generations who are brand loyal and 
have been buying the product for years. While many of the brand's competitors have 
employed media that will advertise to a younger generation, Altoids has stayed true to 
their current market. Due to Altoids longstanding history and iconic packaging, the 
mint has a relatively high brand awareness among the current consumers. 

Every Altoids mint has a chalky texture, icy flavor, and round shape. They are known 
for tasting clean and refreshing with a notably strong rush of pure mint flavor. This 
sharp, icy flavor makes them distinguishable from other mints. The brand contains 
four distinct flavors, including peppermint, spearmint, wintergreen, and cinnamon. 

The brand's unique tin package provides fresh, easy to dispense mints while 
differentiating the brand from other mints with standard paper/plastic packaging. In 
addition to a sleek look, the tins can be reused for other functions once the mints have 
been consumed. 



SITUATION ANALYSIS 
PARENT COMPANY DESCRIPTION
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Acquired by Mars, Inc. in 2008, The William M. Wrigley Jr. Corporation has 
become a prominent industry leader with a multitude of products, including 
candy, gum, and mints. However,  the company has not always sold these 
products. In 1891, William Wrigley Jr. founded the company with the initial 
intention of selling soap. Within the first year of this venture, Wrigley's product 
line shifted toward chewing gum, creating the world famous Juicy Fruit. Today, 
The Wrigley Corporation operates in over fifty countries and distributes its 
products in more than 180 countries. Last year alone, Wrigley's annual US revenue 
exceeded $600 million. The company continues to hold the position of the 
number one producer of chewing gum. Currently, Wrigley's controls numerous 
brands including Orbit, Doublemint, Juicy Fruit, Life Savers, Skittles, Starbust, 
and Altoids. Many of these have been popular for over one hundred years and are 
projected to continue their growth. 

CONSUMER PROMOTIONS
When the Altoids brand originally extended to the Pacific Northwest in 1995, 
they hired an advertising agency to assist in increasing brand awareness. The 
campaign's focus was on the "curious" aspect of the mint through witty print ads 
in order to target a relatively younger audience (20 to 40 year olds). It was highly 
successful, repositioning Altoids from being an unpopular brand to one of the 
best selling in the United States.

The next successful advertising promotion was referred to as the "Altoids Gone 
Bad" campaign. Advertisements for the new Altoids were run through multiple 
media vehicles, the most successful of which being the print ads. The concept of 
the campaign focused on how Altoids were changing, which the company 
paralleled with all of the transformations that teenage years bring through 
quirky, vintage photographs of teens. This campaign ended when the company 
discontinued Altoids Sours. 



SITUATION ANALYSIS  

GEOGRAPHY

Throughout the BDI/CDI analysis, we noticed a trend of small towns having the 
highest CDIs. While a high CDI is vital to our campaign, a larger population holds a 
greater weight for the brand. Altoids should invest their budget in large markets that 
have both a high BDI and high CDI to ensure the maximum possible reach. 
According to the Census Bureau, our target market is primarily concentrated in 
larger cities throughout the US. New York, New York, Chicago, Illinois, Houston, 
Texas, and Dallas, Texas have the highest population of millennials based on sheer 
numbers. Each of these cities has a high BDI and CDI, making them ideal markets 
for the brand. Salt Lake City, Utah has one of the highest indexes of late millennials 
(25-34 year olds) with an index of 137 and a millennial population of 313,907. Other 
prime markets for Altoids include Boston, Massachusetts, Washington, D.C, Atlanta, 
Georgia, Minneapolis-St. Paul, Minnesota, and San Francisco, California. These are 
based on a high index of our target market and a growing population.We plan to 
reserve approximately 5% of the budget to place emphasis in the ten selected 
markets.

BDI/CDI ANALYSIS

PURCHASE PATTERNS & SEASONALITY
The main reason for purchasing Altoids is to freshen breath or remove a bad taste. 
Altoids are usually purchased as a convenience item on a continuous cycle 
throughout the year. Therefore, sales and purchases occur consistently year-round. 
Additionally, Altoids are purchased on a need basis. For example, someone might 
purchase Altoids if they have a big date coming up. Furthermore, Altoids are 
occasionally bought in bulk for discount prices. The holiday season is always a larger 
period for purchases in general. Therefore, sales are predicted to increase around the 
end of each year as people are more frequently in checkout lines.

ADVERTISING PERIOD
The campaign will begin January 1, 2017 and will run until December 31, 2017.

BUDGET
The media budget for this campaign is $30 million. We have allocated 41% of this 
budget toward digital. 



SITUATION ANALYSIS 

SWOT ANALYSIS 

STRENGTHS 

THREATS 

WEAKNESSES   

OPPORTUNITIES

✓ Unique product 
✓ Strong brand awareness 
✓ Variety of flavor options 
✓ Few ingredients 

✓ Low online profile 
✓ Little to no advertising 
✓ Heavy competition 
✓ Low brand awareness                 
     among target population 

✓ New flavors  to appeal 
    to target market
✓"Natural" Mints
✓ Wrigley Resources 
✓ Use of strong brand 
    awareness to reposition

             the brand  

✓ Competitive Market 
     (increasingly more 

                competitors) 
✓ Competitors appeal 
      to Altoids target audience 
✓ A lot of product 
     substitutions (i.e gum ) 



OBJECTIVES  

Marketing Objectives 
Our primary goal is to increase sales by 20% to around $116.5 million in the 2017 calendar year.

Marketing Strategy 
The Altoids brand holds only a small share of young adult consumers. For this media plan, it is 
essential that we select media that is popular among the 18-34 age group. Some examples of these 
types of media vehicles are: Instagram, Facebook, targeted websites that our audience frequently 
visits, and mobile advertising. Altoids’ will also strive to reach the consumers through positive 
word-of-mouth and bring attention to the market. One of the strategies we will employ in order to 
get local people talking about the brand is to invest a surplus in the budget strictly for giving back 
to the community. Positive PR will help to spread brand awareness and shine a positive light on the 
company. We want to position Altoids as a primary choice for younger consumers in the breath mint 
category. 

Advertising Objective  
One of our advertising objectives is to increase brand preference for Altoids in the mint, gum, 
and breath freshener market among young adult consumers ages 18-34 in one calendar year. It is 
essential that our brand image correlates with millennial preferences, ideals and values. In 
addition to brand preference, an advertising objective for Altoids is to raise brand awareness. 
Currently, the brand awareness is estimated to be 35%. Many members of our target market are 
simply unaware of the product due to the lack of advertising, especially in digital and social. We 
hope to increase brand awareness, preference, and recognition through targeted communication 
by 10% by the end of the campaign.

Currently, Altoids is overlooking a large portion of potential consumers by ignoring the millennial 
market. In order to reach the campaign goal of increasing sales by 20%, our media objective 
includes a higher reach and frequency directed at our target market of 18 to 34 year olds. Although 
we are targeting a younger audience, we want to promote brand loyalty from the current 
consumers as well. To stay in touch with the loyal, older market, we plan to continue advertising 
through print ads in magazines. To reach the younger audience, we plan to advertise through 
primarily digital and television. As a supplement for both our target market and current 
consumers, the campaign will also feature ads on both national and spot radio.

Media Objective  



CREATIVE BRIEF  

• CLIENT:
Altoids

• PRODUCT:
Altoids Mints

• OVERVIEW: 
Altoids is the "curiously strong" mint that has been around for as long 
as anyone can remember. With their unique packaging in a metal tin 
and their chalky texture, they stand out among competing mint 
brands.

• PROBLEM:
Altoids fails to capture a large share of consumers in younger adults.

• INSIGHT: 
Altoids is traditionally consumed by a wealthier, older population 
and less popular among young adults age 18-34.

• TARGET AUDIENCE:
$20,000-$49,000. This group consists of  approximately 72,500,000 
people

• PROMISE:
To provide a strong mint flavor in a portable package.

• SUPPORT:
Altoids has a powerful flavor that will leave your breath smelling 
minty while keeping the mints fresh in their unique tin packaging.

• MANDATORIES:
Altoids logo and slogan



PRECIOUS PINK 

Caroline is a 18 year old college student. 
She is currently studying finance at the 
University of Georgia with a music 
business minor.  She values her education 
but also sees importance in her social life. 
She and her friends enjoy Starbucks 
coffee, shopping at local boutiques 
downtown, and online shopping at 
websites such as Revolve, LuLu and Tobi. 
She works part-time at a bar downtown 
and is learning how live on a budget for 
the first time. In her spare time she enjoys 
going to music festivals, such as Music 
Midtown, and she frequently downloads 
new music onto her iPhone. She is always 
on the go, meeting new people, and 
carrying a purse with her everyday 
essentials. 

  $49. $49.

COASTAL BLUE

Our target audience consist of men and women age 18 to 34 with a household income of $20,000-
$49,000. This group is currently attending college or working an entry level job. In terms of 
advertising, millennials are most susceptible to subtle, native advertising rather than blatant, 
obvious advertising.  Because this cohort contains approximately 72,500,000 individuals, they 
hold a large share of the consumer market.

The people in this audience value social interactions and technology. They are high multitaskers 
and consider themselves efficient in the work that they do. This group  enjoys planning and 
staying organized in every aspect of their lives. The majority of this market is shifting towards 
online streaming rather than television. They are also very active on social media platforms, such 
as Instagram, Facebook, and Twitter. Millennials spend an average of ten hours per day online. 
43% of our target takes part in online shopping. Some other lifestyle characteristics of our target 
market include a portion of them attending extreme sporting events such as boxing, skiing and 
snowboarding. They also take pleasure in traveling, treating themselves, tourist attractions, and 
group vacations. Overall, this market enjoys networking, staying connected, and keeping up with 
the latest technological trends.

TARGET AUDIENCE

  CAROLINE
Matt is a 23 year old who recently 
graduated from college. He enjoys 
spending time with his two dogs, 
Denver and Bailey. He recently got 
hired in the Creative department of an 
Advertising Agency in Santa Monica. 
He frequently donates to nonprofit 
organizations and supports 
environmentally friendly and organic 
brands. Matt is single and currently 
looking to settle down into a serious 
relationship. In his free time he enjoys 
surfing and hiking. He documents his 
adventures with his Go-Pro and posts 
them on his personal blog, Instagram, 
and Facebook. When Matt is not outside 
exploring, he spends his down time 
watching tv shows such as Arrow, The 
Walking Dead and Breaking Bad.

Matt

TARGET AUDIENCE PROFILES



  $49. $49.

REACH, FREQUENCY AND TIMING

Over the course of 2017, it is the campaign goal to reach at least 50% of our 
audience with a frequency of 3.5. The pulsing strategy allows us to increase our 
reach and frequency goals in at least one month of each quarter surrounding our 
tentpole events and the holidays. Due to strong competitors and low price/low 
involvement purchase nature of the mint industry, it is essential to choose the best 
fit media in order to reach the right audience at the right time.

YEAR AT A GLANCE 

REACH AND FREQUENCY  

TIMING   
Altoids 12 months campaign will begin January 1, 2017 and continue to December 
31,2017. Throughout out the year,  Altoids will utilize a pulsing advertising strategy. 
In doing so, Altoids will generate consistent brand presence while placing extra 
emphasis on months with higher levels of potential customer engagement. These 
periods include various tentpole events such as the Sundance Music Festival in 
January, Coachella in April, and the Summer X games in July. 



PRECIOUS PINK 

  $49. $49.

Target Audience

COASTAL BLUE

MEDIA STRATEGY
MEDIA RECOMMENDED 

Magazine
In the past, Altoids primary method for reaching their consumers has been 
through simple print ads that appeal to an older demographic. These 
advertisements are traditionally minimalist with a touch of vintage humor. 
While the ads are perfectly suited for an older target audience, they fail to 
attract a younger demographic. The target audience for this campaign, 18-34 
year old, is more inclined to respond to digital advertising over print. However, 
in order to cultivate brand loyalty among our current consumers and elicit 
interest from the younger target, we plan to maintain a solid presence in print 
advertisements. We intend to focus the print ads primarily in consumer 
interest magazines that will appeal to our target, such as Forbes and US 
Weekley. Print advertisements play a primary role in the history of Altoids and 
we want to perpetuate this legacy in our modern campaign. We have decided 
to use half page color ads in order to reduce costs while effectively conveying 
our message.

Television
While television is by far the most expensive medium, it has a high reach 
that can effectively gain the attention of our target market. One of the 
obstacles we face by using TV is that fewer people are sitting through 
commercial breaks. In order to combat this, we have to place the television 
ads in highly anticipated programs that our target audience will be watching 
in real time. These include shows such as Game of Thrones, The Walking 
Dead, and The Voice. Out of all adults 18-34, 40% watch TV from 7-9 PM. 
Therefore, prime-time and late fringe are the most crucial times to reach our 
audience. As for Spot TV, we will primarily invest in early evening programs. 
This is especially important surrounding our tentpole events so that we can 
increase awareness throughout regional areas. While television advertising 
may be untraditional for the brand, it is an important media outlet for 
reaching our target audience. In order to maintain the interest of current 
consumers, the television ads may take on the same dry humor that is found 
in the print ads from the past.

Radio
While radio is has become a less popular advertising medium in today’s 
world, it can be cheap and effective, especially with the current consumers. 
We will only use a small portion of the budget (5%) on national and spot 
radio ads. We plan to divide this portion of the budget among Morning Drive, 
Daytime, and Evening Drive radio. Spot radio is most important surrounding 
our tentpole events in order to generate awareness and create a higher 
frequency in those markets. 



PRECIOUS PINK 
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Target Audience

COASTAL BLUE

MEDIA STRATEGY

Digital
Due to the changing scope of advertising, digital media is becoming more and 
more prevalent. Currently, Altoids does not take advantage of this medium at 
all, allowing their competitors to advertise more to a larger share of potential 
consumers. We will allocate 40% of our budget towards building an online 
presence for the brand. While standard internet marketing (banner ads, pop 
up videos, etc.) can be useful to remind people of the brand, we would rather 
spend more money on social media and mobile devices in order to take 
advantage of the recency theory. It is very likely that multitasking millennials 
can be found scrolling through their phones as they walk through the grocery 
store. This is an excellent opportunity to remind them of the brand directly 
before they check out. Instagram is becoming a larger platform for sponsored 
advertisements, and popular Instagram accounts are often paid to highlight a 
product on their feed. Altoids can take advantage of both of these methods in 
order to gain a larger following. The brand can also build up its own account 
by posting humorous or useful tips regarding Altoids. 

The brand should also invest advertising resources in Facebook and targeted 
websites. Facebook is quickly evolving into a prime site for video sharing, 
which makes it an excellent platform for Altoids to begin a viral marketing 
campaign. Using the short film created for Sundance  and other witty, 
humorous videos produced by the brand, Altoids will be able to enhance 
share-ability and get people talking about the brand. Targeted websites is a 
great way to reach our audience because the websites that they use are so 
specific. The primary motive for increasing digital advertising is to give the 
brand more of a personality and create a dialogue with consumers. Two-way 
communication is vital to engage our target audience.

MEDIA RECOMMENDED 



PRECIOUS PINK 

  $49. $49.

COASTAL BLUE

TENTPOLE EVENTS 
Sundance Film Festival: Salt Lake City, UT  

The Sundance Film Festival is known for being the largest independent film festival within 
the United States. It recognizes motion pictures from all categories and highlights the 
accomplishments of the filmmakers. According to data from the Sundance Institute, the 
festival has recently been pulling in a younger audience with 14% of the attendees being 
between 19 and 25 years old and 23% between 26 and 35 years old. The festival is trying to 
generate interest among a younger crowd to ensure that the craft of film lives on for 
generations to come. The festival has grown to receive international media attention with 
1,130 press from 17 countries attending and covering the action.

With the amount of press covering the event and the interest growing among younger 
audiences, the Sundance Film Festival is an ideal place for Altoids to advertise. It takes place 
in Salt Lake City, Utah, which has both a high BDI and CDI (1.06 and .99) with a growing 
population of around 200,000 people. The festival takes place over a ten-day span, January 
19-29, 2017, which leaves plenty of opportunities for Altoids to convey a strong message to 
attendees. To become a corporate sponsor, it could cost anywhere from $5,000 to $40,000 
(based on reports from the Cannes Film Festival for comparison). There are three levels of 
sponsorships and Altoids should begin by sponsoring at the lowest level and growing from 
there if the campaign is successful. A potentially successful campaign could include a short, 
3 to 5 minute, well-made film involving Altoids that inspires creativity or at least showing an 
Altoids logo at the end. Branded content can be shown at the festival as long as it is relevant 
to the category. This would be beneficial to the brand because a well-created short film will 
be appreciated by the audience and also has potential to go viral if it is shared on various 
social media platforms after the event. Branded content has a way of capturing interest and 
emotion more than traditional advertising, so we think it would be a great way to leave a 
memorable connection to the Altoids brand. To create a short film, it would cost around 
$2,000 along with a $40 entry fee to have it aired during the festival. In addition to showing a 
relevant, thought-provoking branded content video, Altoids should also pay to have their 
logo posted around the venue. The cost of a small sponsorship is around $50,000, which 
could include photo backdrops, banners, and the logo printed on various Sundance Film 
Festival posters. In total, we would allocate $100,000 to this event.

1/19/2017 - 1/29/2017

Coachella Valley Music and Arts Festival: Indio, CA  
4/14/2017 - 4/23/2017
Due to the vibrant, youthful crowd that Coachella draws in, this festival is the perfect place 
for Altoids to reach their target audience aged 18-34. The festival takes place during two 
weekends in April 14-16 and 21-23 in 2017. People fly in from all over the United States to 
enjoy this iconic festival, with an attendance of over 200,000 people in 2016. Coachella 
takes place only half an hour away from Palm Springs, a market with a BDI of 0.94 and a 
CDI of 1.1. Altoids takes a backseat to other breath mints in this market, so it is our goal to 
make Altoids a more prominent brand in this region.



PRECIOUS PINK 
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Target Audience

COASTAL BLUE

Tentpole Events 

The cost of sponsoring the event is generally in the “low-seven figures” (Hollywood Reporter). 
However, some of the vendors that pay less for a presence at the event seem to gain more attention 
throughout the festival. During Coachella, we want to create a sectioned off venue sponsored by 
Altoids for people to take a break, relax, and have some breath mints. We can set up fans and make it 
the best area to cool off during the heat of the festival. We will advertise this station with signs that 
encourage festival lovers to “Come Chill with Altoids.” The price for vendors is typically between 
$850-$1,200 plus a percentage of gross sales (My Bank Tracker). Along with staff, plenty of 
merchandise, bottled water, fans, and a spacious tent withcomfortable places to sit, Altoids would be 
paying around $10,000 for the small venue. In addition to presence of an Altoids booth, we would also 
pay for sponsored media coverage in order to broadcast the brand nationwide. Celebrities often will 
endorse a brand while attending an event as it helps promote their image as well. In order to afford 
paid coverage, a relaxed venue, and small celebrity endorsements, we will allocate a total of $100,000 
to this event.

Another method of promoting the brand nationally through this event is through the use of Snapchat 
geo-filters. This audience is highly plugged into social media and is likely to document their day 
through their Snapchat Story. A Snapchat filter can be bought for $35 per day for large events, which 
is a cheap, effective way to ensure that more than just attendees are aware of the brand’s presence.

The X Games: Minneapolis, MN  
7/13/2017 - 7/16/2017

The X Games is a bi-annual sporting event, arranged by ESPN, where athletes compete in extreme 
sports competitions. The Summer X Games take place from July 13 to 16, 2017 in Minneapolis, 
Minnesota. In previous years, the attendance at the summer games have been over 100,000 people. In 
addition to the competitions, there are multiple musical performances from popular artists. These 
concerts are a powerful tool for pulling in people that are perhaps not as interested in the sporting 
events.

Advertising at the X Games will give Altoids multiple opportunities to reach a specific part of our 
target audience: primarily men ages 18 to 34 with a household income of around $50,000. 
Opportunities at the games are endless and vary in price. According to Media Life Magazine, high 
profile sponsorships typical run multiple years and cost millions of dollars. However, there are 
numerous other sponsorships that can cost anywhere from five to seven figures. 

Frequency goals can be reached and potentially exceeded by placing the Altoids logo on ramps, 
boards, billboards, etc, and also having an area set up where Altoids will be handing out samples and 
promotional products. Because sponsoring an athlete at the games is significantly over our budget, we 
want to raise brand awareness during the games by heavily advertising anywhere we can for high 
exposure. This way we will stay within our budget of $200,000. In addition to the major onsite 
presence, Altoids can expect to receive a lot of TV exposure. The events run on a variety of different 
networks including ESPN, ESPN2 and ABC. This gives Altoids the opportunity to rebrand themselves 
to a younger audience as a company that embraces the extreme sports lifestyle. The “Curiously 
Strong” slogan can be seamlessly tied into the X Games event as it applies to both the strength of the 
mint and the athletes themselves.

 In 2000, a brand in a similar situation, Heinz Bagel Bites, chose to sponsor the Winter X games in 
attempt to target “tweens”. According to their final report, “the consumption of the product grew 26% 
in eight weeks following those games”(Cleland, 22). These numbers show that the X Games could have 
a strong impact in the growth of the Altoids brand.
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Tentpole Events 
Coachella Valley Music and Arts Festival: Indio, CA  
4/14/2017 - 4/23/2017
Due to the vibrant, youthful crowd that Coachella draws in, this festival is the perfect place 
for Altoids to reach their target audience aged 18-34. The festival takes place during two 
weekends in April 14-16 and 21-23 in 2017. People fly in from all over the United States to enjoy 
this iconic festival, with an attendance of over 200,000 people in 2016. Coachella takes place 
only half an hour away from Palm Springs, a market with a BDI of 0.94 and a CDI of 1.1. 
Altoids takes a backseat to other breath mints in this market, so it is our goal to make Altoids 
a more prominent brand in this region.

The cost of sponsoring the event is generally in the “low-seven figures” (Hollywood Reporter). 
However, some of the vendors that pay less for a presence at the event seem to gain more 
attention throughout the festival. During Coachella, we want to create a sectioned off venue 
sponsored by Altoids for people to take a break, relax, and have some breath mints. We can 
set up fans and make it the best area to cool off during the heat of the festival. We will 
advertise this station with signs that encourage festival lovers to “Come Chill with Altoids.” 
The price for vendors is typically between $850-$1,200 plus a percentage of gross sales (My 
Bank Tracker). Along with staff, plenty of merchandise, bottled water, fans, and a spacious 
tent withcomfortable places to sit, Altoids would be paying around $10,000 for the small 
venue. In addition to presence of an Altoids booth, we would also pay for sponsored media 
coverage in order to broadcast the brand nationwide. Celebrities often will endorse a brand 
while attending an event as it helps promote their image as well. In order to afford paid 
coverage, a relaxed venue, and small celebrity endorsements, we will allocate a total of 
$100,000 to this event.

Another method of promoting the brand nationally through this event is through the use of 
Snapchat geo-filters. This audience is highly plugged into social media and is likely to 
document their day through their Snapchat Story. A Snapchat filter can be bought for $35 per 
day for large events, which is a cheap, effective way to ensure that more than just attendees 
are aware of the brand’s presence.

The X Games: Minneapolis, MN  
7/13/2017 - 7/16/2017
The X Games is a bi-annual sporting event, arranged by ESPN, where athletes compete in 
extreme sports competitions. The Summer X Games take place from July 13 to 16, 2017 in 
Minneapolis, Minnesota. In previous years, the attendance at the summer games have been 
over 100,000 people. In addition to the competitions, there are multiple musical 
performances from popular artists. These concerts are a powerful tool for pulling in people 
that are perhaps not as interested in the sporting events.

Advertising at the X Games will give Altoids multiple opportunities to reach a specific part of 
our target audience: primarily men ages 18 to 34 with a household income of around $50,000. 
Opportunities at the games are endless and vary in price. According to Media Life Magazine, 
high profile sponsorships typical run multiple years and cost millions of dollars. However, 
there are numerous other sponsorships that can cost anywhere from five to seven figures. 
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MEDIA  NOT RECOMMENDED 
In contrast with the media recommended, there are a few specific types of media we do not 
suggest Altoids should use in order to reach our target audience. We do not recommend the use 
of newspaper because it is considered an outdated medium that will fail to reach the majority of 
our target market. We also do not recommend the use of outdoor advertising. This medium is 
not completely necessary for increased brand awareness as it generally delivers a low reach and 
is only visible in regional markets. We do not think that outdoor advertising will be the best 
option for leaving a lasting impression of Altoids on our target market given their lifestyle traits. 
Finally, we do not recommend the use of direct marketing. Although direct mail is great for some 
promotions, we believe that sending personalized emails and messages can be seen considered 
“spam” by most members of our target market.
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STRATEGY EVALUATION 
The media that Altoids will buy in the 2017 campaign ensures a broader media mix, a 
younger target market, and a more cohesive brand image. Altoids has never truly 
diversified their advertising through various media platforms, causing the brand to miss 
out on a large portion of potential consumers. It takes a great deal of expansion to reach an 
entirely new target market. However, with the right timing and media buys, Altoids will be 
able to remain popular among current consumers while vastly expanding their market. 

In order to reach the 18-34 year old cohort, we have directed the budget toward media that 
will elicit the most interest from millennials. The majority of the media buys are split 
between digital and television, two media types that have become vital to a youthful 
campaign. By maintaining the current consumers through print ads in magazines and 
short radio ads, we are able to increase reach to the point where it is beyond our initial 
goal. The estimated reach from this campaign on average is 60% with an average frequency 
of 3.5, when our goal was only a 50% reach with a 3.5 frequency. With the addition of our 
tentpole events, this campaign will create positive word-of-mouth, which is crucial to 
generating the maximum amount of brand awareness possible. 

Out of our total budget of $30 million, we have allocated 90% for media, 1.5% for 
contingencies, and 1.3% for events. We will spend the extra surplus of 7% to invest in 
philanthropic ventures within the regional communities in order to build a better brand 
reputation. This surplus can also fund research in order to determine whether or not the 
campaign was a success.



EVALUATION

BUDGET
The media budget for this campaign is $30 million. We have allocated 1.5% of this budget 
toward contingencies in case of emergencies, overflow, or any other problems we may face 
in media buying.. 
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