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Situation

Å 2009/2010 Program Goals:

ïContinue to support market performance by 
uniquely positioning orange juice

ï Deliver maximum level of message frequency

ï Track performance via pre/post ad tracking study

ï Extend proven creative campaign to build on 
existing momentum
ï 2004-2006/ ñPure Sunshineò

ï 2006-2009/ ñColorlessò

ï 2009/ New Creative



Recent Tracking Study Results

Å Nearly 8 out of 10 respondents indicate the ad would 
make them more likely to buy or drink OJ

Å After viewing the ad, a majority of respondents agree 
that OJ is healthy and energizing

Å Those previously aware of the campaign viewed it as 
different from other advertising (70%)



ñCaf® Sunshineò
:30/:15 TV





ñSunshine Everywhereò
:30/:15 TV




