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Snapple breaks through with some unusual advertising and promotional campaigns created with
cable networks.

The tealjuice category has had a single bright spot in the past year: Triarc's Snapple. The premium
beverage brand has jump-started sales with some unusual advertising and promotional campaigns--
developed with cable networks--that place Snapple in venues not already crowded with competitors.

"We've always sought to be in areas where you don't find traditional advertisers," says Steve
Jarmon, Snapple vice president of communications, who estimates Snapple spends about half its
TV budget on cable.

To bring its latest promotion to life, Snapple teamed up with Turner Broadcasting to create a six-
week national tour titled, The Joke's On Us. The tour is a grass-roots promotion that ties a down-to-
earth, good-for-you brand to a fund-raiser for more than 500,000 homeless people in key Snapple
markets.

Jarmon originally took the idea for the joke tour to a number of different networks, but chose
Turner's TBS Superstation because its proposal included a unique combination of extensive cross
promotion and extras like billboards and specially-produced vignettes.

"They tied in with cable multiple system operators to bring the tour to the people," Jarmon says.
Each participating local operator is lining up a local sponsor for its stop on the tour. Turmer's TBS
Superstation is producing 30-second spots that can be tagged with that local sponsor's identity and
that local affiliates can air during the two weeks leading up to their tour stops.

Other extras from Turner include a half dozen 30-second vignettes, produced by TBS, that will
update viewers with funny highlights of the tour as it heads across the U.S. TBS's web site will also
carry hotlinks to a special Snapple web site related to the tour.

On Snapple's end, the tour is tied to a Joke's On Us under-the-cap game, kicking off on the West
Coast in May and winding up on the East Coast in June with a "joke-off." At each stop, a Snapple
comedian and brand spokesperson Wendy Kaufman take turns running a "comedy challenge"
among local companies and individuals.

Snapple will donate $100,000 to Comic Relief for use in healthcare for the homeless projects in all
of the tour cities.

Each event is staged by a five-person team at lunch time in areas crowded with people out for a
break from work. Team members invite people to bring in Snapple caps and win a chance to tell a
joke and be eligible to win cash prizes, tee-shirts, sipper bottles and other Snapple merchandise
plus free drinks.

The tour is tied to a major media buy on Turner and includes promotional spots and product
placement/promotional opportunities on its TBS Superstation's popular Friday night hosted flick,
Dinner and a Movie. Each day's events on the tour, including filmed highlights, are downloaded on
to Snapple's tour web site, which also features Wendy reading a joke of the day.

This spring's joke tour isn't the first promotion Snapple has developed with cable networks. Last
year, it teamed with Turner in a promotional campaign tied to TBS's Goodwill Games that included a
media schedule plus extensive signage and other exposure in New York, where the games were
held and where Snapple is headquartered. Snapple even created a special bottled water to be used
as the official thirst quencher for athletes competing in the games.

"We were looking for special events, and Turner came to us with a proposal for the Goodwill
Games, which we knew had a national interest and it was taking place right in our back yard, so
there was tremendous awareness for it," Jarmon says. "It was an opportunity to blow out all that the
brand is. It was a great opportunity for us to get exposure all over New York and integrate our brand
name with the event without looking like we were slapping logos all over everything."

Turner produced three, 30-second Snapple vignettes that aired in a pod with Goodwill Games spots
and aired the combos on all Turner networks, including CNN and TNT.

Other promotions it has cooked up in the past with cable networks have included an appearance by
Kaufman on MTV's popular Beachhouse summer program block.

Snapple airs its core The Best Stuff is in Here campaign on a variety of cable networks. Along with
MTV, it uses E! Entertainment to reach young people. "We like the highly targeted nature of their
programming," Jarmon says. "E! is a natural fit to our brand personality. It's quirky, offbeat and
doesn't take itself too seriously."
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As an alternative brand with alternative values, Snapple finds a good fit in advertising on cable,
Jarmon says.

"When we look at cable we see the ability to reach all sorts of audiences. Cable gives us a flexibility
we can't get from the broadcast networks, such as billboards and vignettes that are part of
developed programming.

"It gives us more for our money--the diversity, the choices--when we target our demographic group
of 16- to 34-year-old viewers, as well as those up to 44 years old," he says.

"We have found that by using cable, our money goes further than on traditional channels. With
cable, there is more flexibility and creativity and we tend to get more presence than with a traditional
ad buy."
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